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© COPYRIGHT 1952, 


THE INTERNATIONAL SILVER CO., HOLMES & EOWARDS DIVISION, MERIT 


EN, CONN. 


ALL PATTERNS MADE IN U.S. A. 


that will make 
more sales 
and extra profit 


when you show 


them In this 
Collection Chest. 


A full-time extra salesman for your 
store. Shows all patterns plus 
complete service for eight. Helps 
complete sale in record time. 
Write for details. Holmes & Edwards 
Division, The International Silver 
Company, Meriden, Connecticut. 
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HEIRLOOM RINGS 











No. 4737/7 
7 stones, 2 point to 10 point 























No. 5773/7 
Full cultured whole pearls 








In these exquisite rings we have preserved the 





true spirit of the Early American jewelers’ art. KON-ITE 


Early American Reproductions are made in exactly the same 
manner as the originals, cast in one piece of 14K solid gold, 

= . . . . ad J 
with unusually massive tops into which precious stones can 


be set with absolute safety and assurance against loss. 





Pictured here are three of a large selection of styles in 


stock for immediate delivery. They may be purchased unset 

as shown of, upon order, complete with stones to suit the A. S A U ER & C O. 

customer’s taste and price range. Earrings available to match. KONITE BUILDING 
Cincinnati 2, Ohio 


Brochures showing 17 designs will be sent upon request. 
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420 Ind. Tr. Bidg., Providence 3, R. I. 


Gaspee |-528| 
10 High St., Boston 10, Mass. 
Liberty 2-4460 


Chicago 

WILLIAM E. COMISKEY 

29 E. Madison St., Chicago 2, Ill. 
CEntral 3735 


Southern California 

HARRY R. TERHUNE 

2412 W. 7th St., Los Angeles, Calif. 
DUnkirk 2- 6254 


Northern California 

J. SG. DAVENPORT & ASSOC. 

2412 W. 7th St., Los Angeles, Calif. 
DUnkirk 2-6254 















When the WBO symbol appears 
on a fine watch case it is 

a warranty that the piece 
achieves the highest levels of 


distinguished design, faultless 





craftsmanship and supreme quality : . . 


Fos 


WILLIAM B. OGUSH, INC. 


CREATORS OF GOLD 6 PLATINUM JEWELRY AND WATCH CASES 
ENIOYING THE CONFIDENCE OF THE. INDUSTRY 


33 WEST 60th STREET MW) NEW YORK 23, N. Y. 
} 











A Subsidiary of the Gruen Watch Company 
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Fecestoed by ™ 
Good Housekeeping 


was Advenrrst® a, 





weeping igh 
ra dl in: color’ for beauty plus 
7 $4.95" 


’.models created a 
Laeger _wearever 


de eS | display uae. ‘aid benefit from roa 
pu larity of these new models! . 


THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
In Chicago: The Merchandise Mart Plaza; In San Francisco: Western 
Merchandise Mart; In Canada: Northern Electric Co., Ltd., Montreal, P. Q. 





MIG. 4964/7 WR. 44064/7 MTG. 172/4706 Setting No 


AVAILABLE AVAILABLE 
7 dia.--.00 2 pt. ea. 
take 4 dla OTe), ea QO] ee 
ney. 
O03 
Many style sets o ey. 


eNZeliieloli= | fo ee) .O5 


Smm top '2 ct. appearance 


in cluster 


1 ordering state size melee 





t, give small melee the 
e large stone. 


SPECIFY K&B DIE STRUCK RINGS 
AND FINDINGS ...AND BE SURE 


MIG. 172/921/4706 


AVAILABLE *. MTG. 178/3/47062 Setting No 


(6-01, 1-.01'%2)- 6mm _ $1 ct. appearance @&® : 4 AVAILABLE 
(Coen On un nd Oa As oh Co] ©) ol Teo] de lalal- se | ae 
178/3 (4 
(6-.02, 1-.02'2) 8mm 2 ct. appearance 178/4 (4 
(6-021, 1-.03)— 9mm 2'% ct. appearance « 
(Cores Ok pummn eed OF -O mn Ola 10s) EC HL, Ma @ Bol 0] ol Tol de lalar- 


RING FIND 
MANUFACTURERS 


‘elle 
‘elle 


178/5 (4 dia 





FOR QUALITY LADIES’ & GENTS’ STONE RINGS — IT’S 


FALCON STONE RING MANUFACTURING COMPANY, Inc. 
Cr A DIVISION OF KA 
, INC a. 


reaters and Designers of Pateat bang ndings 
188 WEST FOURTH STREET NEW YOBK 14. Y 
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Numbers 

illustrated in 

sterling. Other 

designs available in 
Simmons Quality 

i Gold Filled. 


As advertised in 
* September “‘Back 
; to School’ issue 

of Esquire. 








*SSTK — 226 *SSTK — 227 
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Simmons 


Here it is...Mr. Slim... the newest thing in tie clips 
for the latest thing in ties. 


Naturally, it’s an original Simmons conception... 
fashioned in the highest traditions of Simmons craftsmanship. 


Styled for the times . . . timed for sales! 
Order now. 
See us in Room 565, Waldorf-Astoria 


2/6 
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Lz ams ae |: A.N.R.J.A. Convention, August 10-14. 
» ee =f ae. - -? 
ae: > ; —- , ; a 
ir be be. “4 Ks “a  R. Fe. SIMMONS Company 
ima je a Attleboro, Massachusetts 
7 * , “4 Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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HERE is that “different” gift everyone looks for. An 
all-new line of finely made, exquisitely detailed em- 
blem jewelry that just radiates quality. 

Designed only in Palladium and 14K White or 
Yellow Gold with a wide assortment of over 175 
distinctive pieces. 


. 
Ne | 
a 
¢ 
C7 SL he 


Whether for personal use or gift giving, it will 
mean more new sales when you feature the I&R 
DeLuxe emblem jewelry line. 


If you haven't already a copy ... write today for 


ee catalog and price list on DeLuxe i entities duals Mee 


DeLuxe emblems will receive free this 
attractive maroon and gray velvet- 


faced counter display easel. 
Another feature of the new 


DeLuxe line... every em- 
blem beautifully gift boxed. 


Trade\ / Mark 
Emblem Manufacturers Since 1861 + THROUGH YOUR WHOLESALER 
CHICAGO ec PROVIDENCE e- SAN FRANCISCO 
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ELEGANT STYLING DISTINGUISHES \ * 
az SET aps < 
Me ALL BRISTOL DIAMOND RINGS , Gh 
: The old adage “Variety is the Spice of Life” aptly — if Sipe... . 
describes the extensive Bristol Line of quality Dia- A* , Re Oe 5 






mond Wedding and Engagement Rings and 14K 
Seamless Gold Wedding Rings. Our assortments 
assure you the proper ring to fill any 
sR requirement ...and of course, 
PAINS “economy priced”. 


ae 
















Sa 











| ee A new selection of Extra Wide Diamond 
Wedding Rings, featuring dainty floral de- 
signs and modern motifs, set with 6 to 42 
diamonds all around. Supplied in Gold 
and Platinum. With diamonds all around 
Retail Priced from $60.00 up. 

/\8 Pst. DIAMOND RINGS 

po Pe a Qe ar, G 


BRISTOL SEAMLESS RING COMPANY «¢ 71 NASSAU STREET, NEW YORK 7, N. Y. 
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Man's Sterling St. Christopher 
Sterling Miraculous Medal. — —— — 
Hand-engraved, 18° Sterling ’ , 
chain, boxed. 
1108 ‘« $1.95 


ROSARIES MEDALS 


First Communion Set for boys and girls. All 
Sterling rosary, hand-engraved medal, metal 
case and Prayer Book, all gift boxed. 

R48 First Communion - « $§$ 8.95 


Bridal Set. Sterling rosary, crystal beads, gift 


> $24.95 


- $11.95 ee! Sr Le _- te ® a> 4 i rosary, blue en 
: . 4 , 2 % ameled cross and center. 
Beads available in 6 colors. 

374 


- $67S9 


boxed. 

R42 Bridal Set . . -« «© « « 
Rosary only, available in 6 colors. 
R42 


Sterling rosary, Genuine Rock Crystal beads. 
R89 B - $24.95 


Sterling rosary, hand-en- 
graved and pegged cross. 
Crystal beads, available in 
6 colors. 

R300 Crys. . $ 6.95 


Sterling rosary, hand-engraved and pegged 


cross. Full Tin Cut crystal beads. 
ss « © $ 10.50 


Sterling rosary, hand-en- 
Sterling rosary, hand-engraved cross. Full Tin iin Plog Mach. cut | 
Cut crystal beads. ee ee. 10.50 § 
ee +s « «+m $10.50 $10.50 | 


Sterling rosary, pegged cross. Mach. cut crys- SN ‘ 
- beads, filigree capped, available in 6 4S 1/20 12 Kt. G.F. rosary. \.)Sterling rosary. Crystal 
colors. 7mm. Tin Cut Crystal beads, available in 6 


et «ew @ «6 SSO te eS Ee CS : 
beads. R67 . « « « $5.95 


colors. 


All rosaries gift boxed in leatherette-covered steel boxes, as shown R10... . . $16.50 
CATAMORE JEWELRY COMPANY, 231 PINE STREET, PROVIDENCE 3, R. I. 
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Try this 


simple 1Q-second 








; Have your secretary wear an ordinary 
diamond bridal set. After a while see 
how these ordinary rings shift, twist and 
separate. NOW...duplicate the same 
motions wearing a set of FEATURE 
LOCK rings. NOTICE HOW EXQUIS- 
ITELY ear molar GCRED TO: 
GETHER-- THANKS TO THE TINY SE- 





CRET LOCK THAT CANNOT BE SEEN. i 
Come Apart a 


FEATURE LOCK RINGS. ARE 
KNOWN FOR THEIR breathtaking 
or=1e abl araume bolero) ooh eleonede) (—mmenlrosbharmmesere 


superb styling. 


ONLY FEATURE LOCK BRIDAL SETS 
CAN BE PURCHASED AND WORN IN- | : | Poatuse-Leck Bias 
DIVIDUALLY, OR TOGETHER, WITH. | > Stay Together! 
OUT Amy TRACE .OF THE LOCK — a ? 
flick of a pin or your fingernail brings 
the patented Jock into position for inter- 


locking. 









Bought and sold Keeps rings together 
rately or together Interlocks = tn perfect position 


Lock swings out from 
secret hiding place 


INCREASE YOUR SALES & PROFITS % FEATURE LOCK RINGS ARE 
WITH FEATURE LOCK RINGS. Write, 
wire or phone your FEATURE LOCK 
Distributor today. | Nationally Accepted 














Nationally Advertised — Nationally Known 


reature Ring Company, Inc. 
(26 West 46th Street New York 19 N. Y. 
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Get on the andwagon... 
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THE FINE AMERICAN WATCH 


now sold DIRECT to the retail jewelers by 
HAMILTON WATCH COMPANY, LANCASTER, PA. 
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And each season more women of fashion 


are attracted by Van Dell’s smart 


Simulated Pearls Cultured Pearls Simulated Stones 
and Rhinestones on Leaf Motif in Assorted Colors 
Set No. 6370-5075 Set No. 6382-5087 Set No. 434-4962 











now 


you can make 






y € ‘ your window 


your biggest 


% ; 7 
» m SIO 
9 - Mey 2 oa titi . Pe 
Oe I ae ee 
Wiis: ms Se sy & ie 
ee > RT athe i = : 
"3 


LTIFORT 
with the pviasitonadc 


AUTOMATIC-TURNING DISPLAY 


FREE — this new, different, traffic-stopping automatic display 
FOR AUTHORIZED MIDO DEALERS 


TELLS YOUR CUSTOMER... 


SELLS YOUR CUSTOMER... 
e 





THE FAMOUS 4 WORRY-FREE FEATURES 
1. Self-winding 2. Shock-Resistant 3. Anti-magnetic 4. Water can’t get in 





PROFIT AT ONCE...by promoting the MIDO display with sev- 
eral handsome, eye-appealing MIDO watch styles— designed to 
stimulate immediate sales! @ Take advantage of this remarkable 
opportunity to cash in on the MIDO national advertising cam- 
paign featuring MIDO-THE TORTURE-TESTED WATCH! @ Let 
the automatic MIDO torture-test display make your window your 
biggest salesman! ® For complete information, call...write...wire 


imprint available to 


authorized Mido dealers 











LOUIS AISENSTEIN & BROS., INC. 


16 East 40th Street ° New York 16, New York ° MUrray Hill 6-2922 
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JEWELITE. 


A new Superior 14 Karat White Gold 
and Palladium Metal. Possesses un- 
usual workability for Rings, Watchcases, 
Bracelets, etc. Contains No Nickel—Stamps 
and casts exceptionally clean 


SUPPLIED IN ALL FORMS 


*TRADEMARK APPLIED FOR 


SETTINGS and SHANKS 
im PALLADIUM and GOLD 





SERIES 485 SERIES 570 





HONESTY ACCURACY 
KARAT = REFINERS & SMELTERS | JEWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON 


25 West 47th St. © Phone JUDSON 2-3095 e New York 19, N. Y. 
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Here’s the official detailed catalog of 
Genuine Bulova Material all in one 
book! Contains information on Bulova 
movements, their parts and inter- 
changeability. Provision has been 
made foradditional information on new 
Bulova movements and technical data. bank 






D 

TANDARDIZE 

RCHANGEABLE 
A 





TRULY S$ 
AND INTE 





418 WORTH OF THE MOST POPULAR PARTS 
FOR THE MOST POPULAR BULOVA MODELS 


Choice of... 





FAMOUS BULOVA 
SELF-WINDING BOOKLET 


SELECTION #H1—54 Parts: Balance Staffs, Mainsprings, Winding Stems Everything you need for the repair of 


covering Bulova Models 5AB, 6AH, 6AK, 7AK, 10BC, 10AK. Bulova Self-Winding Watches. Complete 


SELECTION #H2—44 Winding and Setting Parts: Clutch Wheel, Winding information on the functioning, disas- 


Pinion, Setting Lever, Yoke Bridge, Ratchet Wheel Screw and Setting sembly, oiling and assembly. 
fever Screw covering Bulova Models 5AB, 5AH, 6AH, 7AD, 7AK, 


8AE, 10AK and 10BC. 
MAIL THIS COUPON TODAY 


BULOVA WATCH CO., INC. 
MATERIAL SALES DIVISION 
VALLEY STREAM, LONG ISLAND, N. Y. DATE 


PLEASE RUSH 
Package #1 @ $12.95 consisting of: 
1—Catalog of Interchangeable Parts 
2—Self-Winding Book 
3—[ ] Material Selection #H1 













or 
[_] Material Selection #H2 
(PLEASE MARK CHOICE) 








Address. City & State 
My Jobber’s Name _| 
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Advertised in four colors in the October Ist issue of Vogue 


wor AUTHENTIC UNLESS STAMPED ON THE BACK WITH THE NAME TRIFARE DESIGN PATENTS PENDING 





— Jl stow ...new Trifari jewelry as exciting and intriguing as a city skyline at night. 


Diamond-like petals and scintillating baguettes set in an intricate swirling design of golden Trifanium. 
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No. 4002 — Genuine Rust Alliga- 
torinlays.] 15-12 kt. yellow gold- 
filled top shells. Full expansion. 


Retail, F.T. I. $1 0.95 


No. 4000—(not illus.) Same as 
above in Brown Alligator. $10.95 


No. 4003—Genuine Tan Lizard 
inlays. 1 15-12 kt. yellow gold- 
filled top shells. Full expansion. 


Retoil, F.T.1. $1 0.95 


No. 8000—Genuine Brown Alli- 
gator inlays. All Stainless Steel. 


ULES 4 elelarsielar Retai!l $6.95 


No. 8001 —(not illus.) Same as 
above in Black Alligator. $6.95 


JACOBY- BENDER, 
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ITS LEATHER 
ITS GOLD* 
ITEXPANDS 


THE LORD CHESTERFIELD IS EXCLUSIVE WITH J-£ 
(U. S. and Foreign Pats. Pend.) 
Any infringement will be vigorously prosecutec 


e361 AVENUE OF THE AMERICAS, NEW YORK 13, NEW YORK 
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HISTORY 


i : Fe RG ‘ ; = aamaal = wale ences LO See 


56,000,000 READERS ° scr ois: product 


Get Ready for the LORD CHESTERFIELD “Leather-N-Gold” Rush 


CONTACT your wholesaler today to make cer- 
tain you're fully stocked with this fabulous new 
first in watch bands—LORD CHESTERFIELD! 


No. 4001 —(illus. in box) Black Alligator inlays. 1/15-12 kt. 
yellow gold-filled top shells. Full expansion. 


retail, FT.1. $10.95 





ee re 


WRIT Eto J-B for attractive 4-color counter and 
window display and sales stimulating Newspaper 
Advertising Mat Service. 


Order from Your Wholesaler Now 
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ate 2 me 
To irreproachable quality, we add the 
gracious styling that outlives the years. 
In that way, we have served the wholesale 


and jobbing trades exclusively since 


Manufacturers of Gold and Platinum Watch Cases 


St hh et Re eee a ee ed ORR 
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Maroon — Luminous 





\ 


Chartreuse — Plain Dial , 4 . é f Powder Blue — Plain Dial 








Powder Blue — Luminous 7” Chartreuse — Luminous 


ee vn 


Maroon — Plain Dial 


America’s Lowest Priced 48-Hour 
Miniature Jewelled Alarm Clock 
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In all the world... 


APART FROM the mechanics of watchmaking, there is one thing 


about an Omega which lifts it above all other watches. 


That is its worldwide reputation... acceptance...and, 


most important, service. 


For Omega is truly the world’s most wanted watch. In a 
survey recently conducted in Latin America, Reader’s Digest 
discovered that almost twice as many readers owned an Omega as 


any other watch. 


In many other parts of the world, this ratio is even 
greater. From Oslo to Capetown...from Rio to Calcutta...the 
watchword is Omega. 

Why? 

There are many fine brands sold in many lands. But there 
is none finer than Omega anywhere—as attested by Omega’s 
record-breaking awards for accuracy from the world’s leading 


Observatories...and again by its choice for the fourth consecutive 


time as official timer of the Olympic Games, in Helsinki in 1952. 


And Omega service is everywhere —and everywhere of the 
same high standards. This means that the Omega you sell can be 
serviced by accredited Omega jewelers the world over—using 
genuine Omega parts—and assuring only the most correct and 


precise adjustments. 


Today, with Americans circling the globe as never before, 


this aspect of Omega service is becoming more significant than 
ever. It increases the value of Omega’s worldwide guarantee. And 
it creates, among thousands of satisfied Omega owners, the sort of 


lasting good will and affection that helps your business to grow. 


OMEGA 


NORMAN M. MORRIS CORPORATION, 655 MADISON AVENUE, NEW YORK 31 
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WORLD RENOWNED SYMBOL 
OF ACCURACY 
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SETS THE PACE 
IN 
IDENTIFICATION 


BRACELETS 


1/20-12 Kt. GOLD FILLED 
AND STERLING SILVER 
WITH ‘‘REPLACEABLE SHIELD’’ 


IN STERLING SILVER 
WITH E-X-P-A-N-D-I-N-G LINKS 


MESH IDENTIFICATION BRACELET 
ADJUSTABLE TO WRIST SIZE 








Forstner Identification Bracelets are first in styling... 
workmanship . . . quality. That’s why it pays—when you're 
ordering identification bracelets—to look to Forstner first. JEWELRY’S NAME FOR QUALITY 





FORSTNER CHAIN CORPORATION, IRVINGTON 11, NEW JERSEY 


now under one roof 


All facilities from the 
rough diamond to finished, 
distinctive diamond jewelry. 
IMPORTERS @ CUTTERS e SOURCE FOR THE TRADE 
From 1 Carat to 50 Carats you 
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COMPLETE MEMORANDUM SELECTION 
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sales-making Deltah national ads ‘in 


IN onfession: 


% 



























EACHING OVER 90 MILLION READERS —TELL 
THE STORY OF THIS SENSATIONAL GIVEAWAY! 





With Deltah’s 
‘PARK AVENUE’ 
== Necklaces, 

_ = Chokers and 
Collars — you 
set beautiful 
‘carryettes’ 

to give your 
NC 











~ Ste 


These fashionable, finely-made ‘carryettes’ make profitable | LO fr with single strand neck- 
Deltah necklace sales faster — because both are what all !, ed | laces. collors and alumna 
women want — and they get their ‘carryettes’ without extra i dj 
cost with whatever ‘Park Avenue’ necklace, choker or 
adjustable collar they choose! You get these gorgeous 
carryettes’ to give away without extra cost to you — so — 
tte-in with Deltah’s multi-million circulation ad campaign 
that will bring you customers by the hundreds when you feature, ‘Carryettes’ have vabiamme (ele) ol(-Msigelare |: 
display and advertise this profit-making promotion! ee you get, to give away 
compartment. oie lo)(o Mae) (old-1o aol aa ’,-38 1-9 


Wrelgistea - 79°19) 


you get, to give away, a 
allele @mielalelhi-eai-i) 


carryette worth *7 .50 


Laminated full color Photoplay ad window plaque available, together with free mats. 


AT BETTER eo JEWELERS ‘hak your wholesaler about Deltah’s with triple Siaelatet 


extra profit bonus, too! you get, fo give away, 
elt ah ' ome lol(oMeolgelacie(-milal-1e 


3 L. HELLER & SON, INC., 411 FIFTH AVENUE, NEW YORK ‘carryette’ worth *10.00 
SIMULATED PEARLS 





BALL 


47 JEWEL MOVEMENTS 
SWEEP. SECOND HAND i 
SHOCK RESISTANT 
ANTI MAGNETIC 


include federal tax. 














Stainless steel, water 
1.50 


14K Gold top, stainless 
resistant ...$125.00 











BEARING SELF WINDING WATCH 










This is the watch people are talking about .. . the watch they 
want to see and own and give! It is the first dramatic advance in 
watch-making in half a century. 


Show your customers the superb ETERNA-MATIC self-winding 
mechanism. Riding smoothly on ball bearings that are .65 of a 
millimeter in diameter, it reduces friction and shock to a mini- 
mum never before possible. It is more instantly responsive to 
the slightest motion. Winds more easily than any other watch. 






terete < CoE 





Nationally Advertised 


From September, Eterna will start a National advertising cam- 
paign in The New Yorker and the New York Times Magazine. 
Advertisements will appear each month. Tying in with this cam- 
paign, Eterna will provide you with many strong sales helps to 
a promote ETERNA-MATIC.- Also booklets, and counter cards, and 
window display material. 































For further information write or call us. Our representative 

will be glad to help vou plan for outstanding sales on the 

ETERNA-MATIC watch — the only watch in the world that winds 

itself on ball bearings. 

ETERNA WATCH COMPANY OF AMERICA, INC. 
677 Fifth Avenue, New York 22 


The smallest Ladies’ Selfwinding Watch 
on Ball Bearings in the world 





(12SW4) 
Stainless steel, water 
resistant... $71.50 


14K Gold filled, water 
resistant... $95.00 



















14K Gold, water Beuker tins (744) 
resistant... $245.00 model, 14K Gold Cord model, 
14K Gold filled. ..$71.50 filled. ..$71.50 14K Gold.. $100.00 
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it’s an tllusion 





_.. one of the models APPEARS LARGER because 
of the background, yet all 3 measure the same. 
... So itis with our K & P mountings. 

YOUR DIAMONDS ARE MAGNIFIED, 

~~ APPEAR MORE COSTLY. 


.. . The illusion mounting costs no more 







than other rings but adds an 
ILLUSION OF COST that clinches every sale. 
Ask to have a K & P representative show 


you this outstanding ring line. - 


KUSHNER & PINES, INC. 


15 WEST 47th ST., NEW YORK 36 


KH KNOWN FOR QUALITY 


MAKERS OF DISTINCTIVE MOUNTINGS 
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LAST YEAR—MOST POPULAR 





STERLING PATTERN 








and now... 


MOST POPULAR’ OF 





ALL 











STERLING PATTERNS 


a ROSE has scored again—and this 
time even more convincingly! This year it’s 
the key to even bigger profits for jewelers . . . 
and here’s why: 

Last year, in a nation-wide Girl Graduate 
Promotion Survey conducted through a leading 
national publication, SWEETHEART ROSE was 
voted the most popular of all the NEW Sterling 
patterns. This year, this remarkable LUNT 
pattern has skyrocketed to even greater heights. 
The 1952 vote (just tabulated by a well-known 
independent research organization) puts 
SWEETHEART ROSE right at the top of ALL 
Sterling patterns—including the old established 
favorites as well as the new. This rousing success 
was scored against ALL patterns of ALL brands 
of Sterling. 

Yes, this IS a “‘sweetheart’’ of a pattern—not 
only to girl graduates, brides, and gift shoppers, 
but also to jewelers who stock and display it 
prominently. Its ever increasing popularity is 
fast spelling out volume-sales across the country. 


How YOU Can Cash In 


And even more of your customers will soon be 
asking to see SWEETHEART ROSE. Large, two- 
color advertisements will appear in the pages of 
national, big-circulation magazines during the 
fall and winter campaign. Millions of women 
will see colorful close-ups of the design whose 
popularity has made it an outstanding Sterling 
‘“best-seller.”’ 


Now is the time to “‘get on the bandwagon”! 
SWEETHEART ROSE Offers you an unusual op- 
portunity to increase your flatware sales this 
Fall. So run your newspaper ads and your radio 
spots. Use LUNT’S display materials to feature 
SWEETHEART ROSE in your windows, on your 
counter, in your store. Make doubly sure that 
your prospects know that your store stocks this 
sensational pattern. Check your stock now to be © 
certain you are set for the big selling months 
ahead. Write...wire...or phone us your 
order right now. 
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PROOF That SWEETHEART ROSE 
Is The Top Sterling Pattern 
of Them All! 


Thousands of jewelers throughout 
the country were polled dyring the 
course of a Girl Graduate Promo- 
tion Survey conducted this year 
through a leading national maga- 
zine. All returns were tabulated by 
a well-known independent research 
organization. 


The results show a rousing 
victory for this superb LUNT pat- 
tern. Over 55.3% of all store votes 
cast went to SWEETHEART ROSE— 
putting it in First Place ahead of 
ALL patterns of ALL makes in this 
critical pattern preference test. 


This tremendous popularity is 
bound to be reftected in increased 
sales. So stock up now for the big 
selling period ahead! 
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All sets available in yellow or white 14K gold. Oo S E P H 


Illustrations enlarged to show detail. Manufacturing Jewelers 
6 West 48th Street 
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| America’s Greatest Diamond Ring Value 
Now Berland offers a sensational new group of tested, terrific, top-traffic building promotion specials! 


See the smart styling, see the generous tofal weights, see the amazing low prices! 
Then ORDER... ADVERTISE ... AND SEE THE CUSTOMERS CROWD IN 
... THE SETS SELL OUTS 


ey ae EYE-STOPPING MATS 
a | (WITH PLENTY OF 


So, Approx. Total Weight, _ v eer i gee _ s ~ SALES PUNCH! - 
¥3 ct. _ = oe 
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| Vs ct. 


»—— $125 the set - 


é 4 L A Ni D Now available; Limited number of valued BERLAND 


Diamond I A ZZ Vfers franchises. Write for complete information. 
New York 19, N. Y. : 
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ore and more jewelers are selling 





eS 


N° during the peak gift-giving season, leading 
jewelers everywhere are stepping up gift sales 
with *‘Advertised-in-LIFE” promotions. 


Silverware, jewelry, pens, lighters, cameras, 
shavers—and many more popular gift 1tems—will 
be advertised in LIFE during October, November, « 
and December. 


These timely ads in LIFE will attract your cus- 
tomers, for: 23,950,000 Americans read LIFE each 
week. In the course of 13 issues, this audience grows 
to a total of 62,600,000 different people—more than 
half of America.* 

Tie in with LIFE—during the gift-giving season 
—and enjoy extra excitement, ertra traffic, eztra sales. 


Local tie-ins bring 
extra excitement... 
extra traffic... 
extra sales 


Tie in with these products to be advertised in LIFE: 


Marvella Pearls 

Mido Watches 

Movado Watches 

Sandoz Watches 

Seth Thomas Watches 

Swank Men’s Jewelry & Accessories 
Telechron Clocks 

Trifari 

U. S. Time: Timex, Ingersoll 
Vacheron-Constantin-LeCoultre Watches & Atmos Clocks 
Volupte Compacts 








nnn 


ee at 





ewes « Bao om POLES . per agile i 
We. he ad oe ~ 


Leach, general manager, Barr’s Jewelers, 
Philadelphia, Pennsylvania claims: ““The LIFE signs in 
our window attracted much attention and stopped foot 





traffic—our watch sales were exceptionally good.” 


Jewelry, Clocks and Watches 


Artcarved Diamond & Wedding Rings 
Columbia Diamond Rings 
Croton Watches 

Cyma Watches 

De Beers Diamonds 
Deltah Pearls 

Elgin Watches 
Elgin-American Compacts 
G-E Clocks 
Girard-Perregaux Watches 
Hickok Men’s Jewelry 
Keepsake Diamond Rings 
Krementz Jewelry 








Says William E. Leach, general manager, Barr’s Jew- 
elers, Philadelphia, Pennsylvania: ‘*We know that LIFE 
is a good selling tool for jewelry, too— that is why we 
like to tie in with LIFE.” 


TN OP Sen, 


Wadsworth Compacts 
Wadsworth Watches 
Waltham Watches 
Watchmakers of Switzerland 
Westclox 
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ADVERTISED 


more and more gifts with |L | F E 


Parker Pens 











pROMERTISED Sheaffer Pens 








Writes Fred Holzinger, buyer at Dohrmann’s in Los 
Angeles, California: “‘We use LIFE tie-in cards for 
silverware and they never fail to build confidence in the 
minds of our customers.”’ 





Mr. Paul Hardy, president of Hardy & Hayes Jewelers, 
; Pittsburgh, Pennsylvania says: “Our ‘Advertised-in- 
Silverware LIFE’ promotion of lighters created favorable comment 


Community Silverplate from our patrons. 


International Sterling Silverware 
Reed & Barton Sterling Silverware Smoking Accessories, Leather Goods, 


1847 Rogers Bros. Silverplate Shaving Equipment 


1881 (R) Rogers (R) Silverplate 
Ascot Lighters 


Dunhill Holders 

Ronson Lighters & Accessories 
Zippo Lighters 

Buxton Billfolds 

Meeker Billfolds 

Prince Gardner Billfolds 
Samsonite Luggage 

Rolls Razor 

Schick Shaver 

Sunbeam Shavemaster 









To quote Arthur Almaquist, co-owner of Almquist ee 
Jewelers, Los Angeles, California: ‘I use LIFE displays cS 
for pens in my store because I know folks buy from 9 Rockefeller Plaza, New York 20, N. Y. : 
the pages of LIFE.”” es i 
© First in circulation First in readership | 
Stationery and Camera Supplies First with retailers . 
Ansco ae %From A Study of the Accumulative Audience of BS 
Argus e LIFE, by Alfred Politz Research, Inc. . 
Eastman Kodak se : 
Esterbrook Pens — Bits 
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HERE ARE 


Young students of the Rhode Island 
School of Design won Certificates of 
Award with these winning designs. The 
judges selected these, among others, 
as Outstanding creative ideas, showing the 
adaptability of chain to today’s jewelry 
fashions. Do you like the work of these 
student “designers of tomorrow’’? 
They will certainly appreciate a letter 
of your comments and suggestions. 
Address the M.C.M.A. at 
Providence 5, R. I. 
Reprints will be furnished on request. 








It will pay you to concentrate on Bretton because... 


#4 ore famous watches wear 





Bretton Bands than 


any other kind. 


BRUNER-RITTER, ine. 


630 FIFTH AVE., NEW YORK 20 


* Again—we are serving the Armed Forces by devoting 
our specialized skill and part of our production facili- 
ties to the making of precision defense materiel... items 
that meet the highest quality standards in the world. 
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UNRIVALLED FOR BEAUTY 
UNEXCELLED FOR CRAFTSMANSHIP 
UNSURPASSED FOR VALUE 


Hand Carved 


AIL 
Vitaly 


Designer Fred Barel has added to his ex- — 

tensive line several new hand carved origina- _ — 
tions that are more beautiful than ever...more | | 
exciting than ever .. . more irresistible than ever. 7 


Brilliantly conceived and created in the re-_ 
nowned Fred Barel tradition, BAREL BRIDAL - 
Matched Wedding Ring Sets are outstand- 
ing for their exceptional quality and au- 
thentic originality...the exclusive choice of 
discriminating people from Coast to Coast. 


exclusively 


designed by Sold Directly To The Retailer By The ‘Manufacturer 
Mats Available Free Upon Request | di 


Rad. Baref 24-Hour Service On All Special Orders. 


w York 


BRIDAL RING CO., Inc. © 87 Nassau Street * New York 38, Nev 


RMN Son ad 
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The taste, beauty and quality 
that sets a new standard for 
today’s fine watches is reflected 
in the brilliance of these Tis ue seein 
superlative new diamond watches. iia s0cn 






Each watch delivered in a 
beautiful Glycine gift box. 


All watches equipped with 
extra safety chains. 


ALL PRICES KEYSTONE 
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Ber name of nearest wholesaler contact 
Leichter Watch Co., Inc., 551 Fifth A 
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: 14K White Gold Case with Flex. 
ee “re ends, Gold Stick and Dot 
ial. 


PEND ssnsctensnsiansncniicmasscansii $82.60 
723G 14K Yellow Gold.......$82.69 
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14K Yellow Gold, Gold Dot Dial. 


7206 $62.70 
721G in 14K Wh. Gold........$62.70 













P 
Va 


14K Yellow Gold, Gold Stick and 
Dot Dial. 


718G $90.60 
719G in 14K Wh. Gold......$90.60 












| 










14K Yellow Gold with Gold Nu- 
meral and Dot Dial. 


7166 $90.60 
717G in 14K Wh. Gold......$90.60 























= Style, with matching Gold- 
“filled Expansion Bracelet. 















» 2 IV OF PERFECTION 
“= SINCE 1900 a 











Confidence in the extra measure of accuracy and as 






dependability that is built into every Glycine watch has been 






shared by countless thousands of Glycine owners since 1900 






...atruly significant tribute to their lasting endurance. 









$e FULLY GUARANTEED 


%& PATENTED DUST PROOF 
WINDING STEM 


te BEAUTIFUL GIFT BOXES 
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14K Yellow Gold, flexible ends, with gold 
gag and dot Genuine Mother of Pear! 


* 













Co ee $93.30 
ges  .F11G in 14K Wh. Goid..... $93.30 

















at | : a ew oe — — a 
, Gold Dot Dial, AE an ) ial, with matching 
14K Yellow Gold | Goldfilled Expansion Bracelet. 


vodernistic ends. 
$62.60 








14K Yellow Gold, with Gold Stick 
and Dot Dial. 


$74.70 
727G in 14K Wh. Gold $74.70 





14K White Gold, Gold Dot Dia}. 
7286 .... 





oe Yellow Gold, with Gold Dot 
ial. 


$73.30 
$73.30 





10K Fine Quality White Gold- 10K Yellow Goldfilled, with Gold 
filled, with matching Goldfilled Dot Dial, combined with match- 


10K Fine Quality White Goldfilled. — Identification Brace- _ Goldfilied Expansion Brace- 
et. et. 


732G = $50.00 737G $54.70 
733G in 10K Yel. G.F......... $50.00 738G 10K Yellow G-....... $54.70 








Modernistic Sport Watch, 14K 
Yellow Gold, Gold Figure and 
Stick Dial, combined with fine 
quality Goldfilled Expansion 
Bracelet. 


14K Yellow Gold, Gold Figure 
and Stick Dial, combined with 
fine quality Goldfilled Expansion 
Bracelet. 


$108.00 


14K Gold, Modernistic Sport 
Watch, with Genuine Mother-of- 
Pearl Numeral Dial, combined 
with Exquisite Goldfilled Expan- 
sion Bracelet. 


4. 
ALL PRICES KEYSTONE 741G in 14K Wh. rag 


Prices subject to change without notice ® Watches shown actual size 


For name of nearest wholesaler contact 















14K Yellow Goid, with Modernistic 
Gold Numeral and Stick Dial, Gen- 
uine Alligator Strap. 










742G 










$120.00 
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14K Yellow Gold, Gold Stick Dial, with 
matching Goldfilled Expansion Bracelet. 


7436 $105.46 
744G in 14K Wh. Gold.................. $105.40 





























For more than half a centuy 
Glycine watches have showp 
the way to time-keeping 
dependability. This quality 
tradition behind each Glycin 
watch is your assurance 


of only the finest. 


te FULLY GUARANTEED 


%& PATENTED DUST PROO 
WINDING STEM 


14K Yellow Gold with Gold 14K Yellow Gold Wafer Thin 14K Yellow Gold with two 14K White Gold with Gold 
Stick Dial. Genuine Alligator Model with Modernistic Nu- tone Gold Numeral and Stick Numeral and Stick Dial. * BEAUTIFUL GIFT BOXES 
Strap. meral and Stick Dial. Gen- Dial. 
uine Alligator Strap. ee $100.00 
6 ee ee anss.” | POR bpccescentincgitieenénstall 120.00 749G 14K Yel. Gold..$100.00 
nhac Ce 3 HEINE secon sioz.e0 = 778 ’ $100. 
e 
Watches shown % actual size. Prices subject to change without notice. ALL PRICES KEYSTON 





: : ale 
14K Yellow Gold With Gold 10K Fine Quality Yellow Gold- 10K Fine Quality Yellow Gold- AUTOMATIC, winds by motion At Steet epee ae ee 
Stick Dial, combined with filled with two tone Gold Nu- filled, Gold Stick Dial. Match- of wrist, Goldfilled Top, Steel aial pone mo ong ' 
matching Goldfilled Expansion meral and Dot Dial. Genuine ing Goldfilied Expansion Brace- Back imported case. Water and = ands. 
Bracelet. : Alligator Strap. : let. shock resistant. —_ $44 





eeeeeeee 6.00 


ED secensnnncenennsnvaniintl $60.70 7536 .... $58.00 7546 .... $6 
735G in All Steel............ $55.60 








7506 ... sccccescossegp 8 HOLOO 
751G in 14K Wh. Gold..$110.60 










For name of nearest wholesaler contact 
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ATURAL QUESTIONS 
WHEN A MAN IS SELLING 
A STORE OR STOCK 










It happened in Texas not long ago. 
We went to see a store, made our 
offer. But the owner felt he’d realize 
more by running a going- out -of- 
business sale on his own. Five 
months later he recontacted us to 
ask if we would still buy his store. 







Entuty 



























shown What had gone wrong? He had found | 
ig himself on a vicious merry - go- \ 
ality round. The more he sold, the less 

attractive his stock became. To keep 


- on selling merchandise, he had to 


keep on buying new stock. The more 
stock he bought, the further he was 
from winding up his business. After 
ED five months, his stock was in no 
condition fur anybody to buy because 
he was left with the most undesire- 
able merchandise. This is only one of. 
OXE countless such cases we know about. 

Once you’ve decided to go out of 

business, the quickest and most 

profitable way is to sell your entire 

store for cash to experts who have 
TON almost fifty years of know-how such 
as Gordon Brothers has in the liquid- 
ation field. 


ROO 









Write, wire or phone your other 
questions. Reliable Gordon answers 


e, Walk 2 e bd 
umine incurr no obligation on your part. 
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STYLE NO 
RETAILS 


OF THESE EXQUISITE ™ ow (ie 9.95 +. 
_ &XPANSION BANDS, as ‘ 
- TRANSFORM ANY WATCH 

INTO THE 

BRACELET WATCH 

NOW SO MUCH IN VOGUE. 


These brilliant achievements 
in watch band design 
blend with watch case, 
creating a continuous circle of beauty! 
_ Again Flex-Let brings you 
ds your customers 
have been wishing for... 


STYLE NO. 272 
RETAILS 


9.95 71 


a > 


k on Flex-Let fashions and Flex-L 
for continuous TURN-OVER ... and a top profit always! 
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FLEX-LET 
low 


WATCH BANDS 


give an 


UNCONDITIONAL REPAIR GUARAN 


for the full life of the band! 
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SCIENTIFICALLY CONSTRUCTED 
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LATHIN WATCH COMPANY 
580 FIFTH AVENUE NEW YORK 36, N. Y. 
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Another Everbrite Scoop!..New Exclusive 
oyal UL y Dresser Sets 





package so elegant, so artistic and 
so expensive, for the presentation of 
a dresser set. The beauty of the 













is highlighted by the sculpture-like 
classic cameo center. The entire — 
chest is molded in a rich ivory plastic, 
delicately antiqued in gilt finish. The 
lining is satin. You can be sure yo 
y| customers will buy and treasure 
yy Royal Cameo Sets, by CROSBY 


~~ 
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eaturing Two New Ideas: 
(1) Manicure Set on Pad 
(2) Velvet-Lined Jewel Compartment 


Only Crosby and Everbrite dealers have the opportunity to introduce Royal 
Cameo Dresser Sets! In this set-—No. 1550/11—besides the new Royal Cameo | 
package are two added exclusive innovations: {1) The necessary manicure - Se soci Ges 















4 


implements are placed on a removable pad—for a lady’s bag, as a separate Order Now for Holiday 
avelling accessory . . . (2) The chest is equipped with a velvet-lined space % 
: Promotion .. . Attach 


coupon to your firm 
order form or Letterhead 


¥¥ 


a sonnet coun 
see a geet an = —_—— 


A. COHEN & SONS CORPORATION 
27 West 23rd Street, New York 10, N. Y. 


















Your Cost $45 


... only 





Please enter an order for 
vesecesesseeeeee 1550/11 Royal Cameo Dresser Sets 


at $15.50 Per Set. 


A, ee). E N & Te). S rae) p. Denler’s Welttib.ssisice ks conscience 






PG i... . caiinneccckscachgnhédl ucackidsaciescumee ne 
27 WEST 23rd ST., NEW YORK 10, N. Y. 
YOie 4.88 Mell 71@ : FANCY GOODS DIVISION City 
321 PEACHTREE ST., N.E. ATLANTA, GA. 47 W. 23rd ST., N. Y. C. Terms Net 30 Days—F. O. B. New York , 
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It almost seems not worth 












while to give thousands of 


Ballou catches the turn-test to 


eliminate a few “sticky” pieces. 


Se ees 





But from your standpoint that 
little pile of rejects represents 


2 quod day's wesk: Gur cqpete- Every Ballou catch is turn-tested 


tion for turning out a superior as part of the inspection routine 


» product has been built, among before it is shipp ed 
other factors, by painstaking 


attention to small details. 


o 
Distinctive features 
of Ballou findings 


FINDINGS— 


SOLD TO THE MANUFACTURING TRADE 


are protected by 


letters patent. 








B. A. BALLOU & CO., INC., PROVIDENCE, R. I. 
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FOR OCTOBER, 1952 


A sensation in 


JEWELRY 
STORES 
TO 


Jewelers are now 
duplicating the 
tremendous sales 
success of department 
stores with America's 
fastest selling modern 
dinnerware. 


Send for literature. 








ALL PRICES KEYSTONE _ “i 












From the house that is famous 


for so many original ideas, comes 








another first—a complete, quality goPP, ,cr0%s3 


1K, cenodit® 











line of handsomely designed 
gold cuff links. Created and man- ) Er — 
ufactured to win the customers 
ALL PRICES KEYSTONE 
approval and to sell at a price : 
that assures the jeweler good 


profits. These cuff links are in- 


deed a line to keep the jeweler G Oo Oo D Mi a N 
busy. Order from this page today. & C Oo NM p A N y 
Mahers of Fine feuelry Since 1904 
= 42 W. Washington St. 


Indianapolis 4, Ind. 





MATS.AVAILABLE 
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Elgin Jewelers have what it takes 
to put watches across the counter 


OPEN THE PAGE FOR PROOF IN 4 COLORS! 


THE LORD ELGIN CLUBMAN Was advertised And this is only another in the long line 


on television, in Life and the Saturday 


of Elgin “success stories.”” It all goes to 
Evening Post. 


prove that jewelers “have what it takes” 
What was the result?) From coast-to- to put watches across the counter—when 


coast, Elgin jewelers set new sales records. they feature Elgin. Do you have it, too? 


in, th tch with the h tt ko 
Elgin e watch wi e “7 ~~ never breaks ELGIN NATIONAL WE 
the guaranteed DuraPower Mainspring 


For what's new in the watch business, watch | () | N 
Elgin National Watch Company ° Elgin, Illinois 





For what’s new in 


the watch business, 


watch 


ELGIN 


Elgin, the watch with 

the heart that never 
breaks...the guaranteed 
DuraPower Mainspring 


ELGIN NATIONAL WATCH COMPANY °¢ ELGIN, ILLINOIS 





$125.00 The Set (retail), 
popularly priced Wed-Lok* 
diamond solitaire and match- 
ing wedding ring. White or 
natural gold. 


$225.00 The Set (retail), 
diamond solitaire with 2 side 
diamonds, matching 3-dia- 
mond wedding ring. White or 
natural gold. 


$375.00 The Set (retail), 

diamond solitaire with 10 
side diamonds, matching 8- 
diamond wedding ring. 
W ite gold. 


S5) no annoyance 


MM odern brides prefer Wed-Lok* because the 

rings never separate or shift out of 

position when worn together ... the diamonds are 
never hidden from view.. .“ring friction” is 
eliminated, making ring wear virtually impossible 


and assuring lifetime beauty. 


b / ewelers prefer Wed-Lok* because it gives 


them the advantage of large 





selections from $100 up...style... 


beauty... plus the instant 


“clicking” device that converts 


every sale into a double sale. 


No wonder alert 

merchandisers say: “From 

personal experience, | can | . 
confirm that Wed-Lok* is a Ah ifaclubing 
magic touchstone to increased 


diamond ring volume.” Z ow aw ill 


All mountings are Granat 114 GEARY STREET 


Tempered* Gold (not cast). SAN FRANCISCO 8, CALIFORNIA 
Other Wed-Lok* ensembles 


from $100.00 to $1000.00. 
Prices include Federal Tax. 


Rings enlarged to show detail. 





CASH IN NOW ON 


THESE SALES-BUILDING 


Nilver Specials 


... Limited Time Only at J. W. Johnson Inc 


|. 1847 ROGERS BROS. 
TABLE SETTING SPECIAL 





42 pc., 22 kt. gold decorated 


Knowles dinnerware set 


(worth many dollars) 


ONLY 3 OO To YOUR CUSTOMER 








when purchased witn any 
52-pc. service for 8 in 


1847 ROGERS BROS. 
SILVERPLATE 


(choice of 5 patterns) 


at regular price *7 4° 


COST OF ALL 94 PIECES TO YOU . 
72 net 
ony °5Q72 " 


2. *ROGERS* STERLING 
PLACE SETTING SPECIAL 





5-pc. PLACE SETTING in ¢ ROGERS t STERLING 


PLUS 


4-pc. PLACE SETTING OF LOVELY WADE 
IMPORTED ENGLISH DINNERWARE 


BOTH ONLY 
$9 7” ($29.95 in Old Charleston) 


(Regular price of 26 pc. 
Place Setting alone). 


No. | Old Charlston 
No. 2 Bridal Veil 


No. 3 Wedding Bells 
No. 4 Moonbeam 





4. 2DRAMATIC NEW STERLING 
PATTERNS _ by Oneida Community 





ENGAGEMENT—An original floral motif .. . 
unusual but not severe ... for use with 
contemporary china and glassware. 

Retail 6-pc. PLACE SETTING $28.50 

Retail 5-pc. PLACE SETTING ._._.. . $24.50 


MELBOURNE—A stately traditional pattern 
reminiscent of classical English sterling de- 
signs . . . made new for today’s living. 


Retail 6-pc. PLACE SETTING...._. . $28.50 
Retail 5-pc. PLACE SETTING....... . $24.50 


Ready Now! the 1953 
J. W. Johnson Inc. Catalog © 


Your authorized buying guide for Silver, Jewelry, 
Watches, Clocks, Giftware, Luggage, Etc. Sent FREE 
to qualified retailers on request. 
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15 MAIDEN LANE 


4, COMMUNITY'S NEWEST 
LOVELIEST SILVERPLATE 


White Ochid / 


As beautiful . . . as romantic ... 
as breathtakingly different as the 
precious flower itself . . . the fifteen 
most used spoons and forks are pro- 
tected by an overlay at point of 
greatest wear! Plus other costly pat- 
tern features your customers will 
want. 





Retail 52 PC. SERVICE $77.50 


J. W. Johnson Inc. 


ESTABLISHED 1869 


NEW YORK 38, N. Y. 
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SEE YOUR 
FABULOUS 








YOU CAN GREATLY INCREAS 
EARRING BUSINESS With Th 



























JOBBER ABOUT THIS 
BUSINESS BUILDER TODAY 


























sionally Advertise 


1X: Puts BOB HOP} 


Oy, Veatch Owes So Much for So Little 
There are thousands of 
in your town who can't of 


a high-priced watch. 


America’s top entertg} 

BOB HOPE, will help age 
them a MEDANA, Americ 
top watch value in the lv. 
priced field. 








, = ta get 
tanding in P 


KKK AMAR 


Continuing our National 

Advertising Program with ] Sg Pf a il 4 

this Terrific FULL PAGE Pi SIS Fay Hore 
fy ‘pets Take a tip sane 


. oe 5 t ¥ 
ME N be Ad in the we 4 tile as BOP This clean to wilt 
Rai? 0 watch is sure 
edané 
ay: ’. 
E 


NOV.10th Issue of 


e 
M wel 7 iewel 
"4 agazine — on 


Reaching More Than 24 Million Readers With The 
MEDANA Value Story to Help You Get More Watch Business 


Lif 





ianD [9] 4 TO WORK FOR YOU! 


MEDANA is today’s most talked about watch brand, because MEDANA is the only watch 
in the low priced bracket that is nationally advertised in LIFE Magazine, with full page copy. It is the only 


complete line of inexpensive watches with over 100 designs to choose from in 


dress, sport, water-resistant, calendar and gem-set models—7 or 17 jewels—all fully guaranteed 


for one year. . 


. precision made, in one of the world’s largest watch factories, 


and all priced to give you a splendid mark-up. Over 4000 jewelers are doing a marvelous 
job with MEDANA. Why don’t you? Phone or wire for details. 


MEDANA “ATCHISON” 
7 jewels. Chrome top, 
dainless steel back. Anti- 
magnetic and dust-resist- 
ont, Retails at 10.95 


\) 
\ 
‘y if 


MEDANA “CHARM” 
jewels. Yellow gold 
plate, stainless steel back. 
Antimagnetic and dust- 
resistant. Retails at. 12.95 


MEDANA “ERIE” 
7 jewels. Yellow rolled 
gold plate, stainless steel 
back, Shock-resistant. Re- 
hilsot. .16.95 


MEDANA “GLORIA” 
7 jewels. White steel 
backed case. Anti-mag- 
netic and dust-resistant. 
Retails at 


MEDANA “CAPRI” 
7 jewels. Natural gold 
color case, stainless steel 
back. Anti-magnetic, dust- 
resistant. Black suede 
strap. Retails at. ..14.95 


MEDANA “CLARA” 


17 jewels. Yellow rolled 
gold plate, stainless steel 
back. Cord bracelet. Re- 


tails at 


MEDANA “QUINCY” 
7 jewels. 10K yellow rolled 
gold plate, stainless steel 
back. Dome crystal. Re- 
tails at 


MEDANA “ANGELA” 


7 jewels. Rhodium plated 
rhinestone end case and 
bracelet. Stainless steel 
back case. Retails at 16.95 


MEDANA “JOY” 
7 jewels. Rolled gold plate, 
stainless steel back. Dust- 
resistant and anti-mag- 
netic. Retails at. ..12.95 


MEDANA “DATEMAN” 


7 jewels. Calendar. Ime 
ported chrome stainless 
steel case. Anti-magnetic 
and dust-resistant. Retails 





MEDANA “KINGSLEY” 
7 jewels. Yellow case with 
stainless steel back. Anti- 
magnetic. Dome crystal. 
Retails at 


Retail 
Prices 
Quoted 
Subject 
to Fed. 


Tox 





MEDANA “HERCULES” 
7 jewels. Chrome stainless 
steel case. Water-resistant, 
shock-resistant, sweep 
second hand, expansion 
band. Retails at. ..16.95 





MEDANA “DOLPHIN” 
17 jewels. Stainless steel 
back, water-resistant, 
shock-resistant, anti-mag- 
netic. Expansion band. Re- 
tails for 


MEDANA “VIVIEN” 
17 jewels. Yellow rolled 
gold plate, stainless steel 
back. Cord bracelet. Re- 
tails at 


MEDAMA “DATE JET" 
17 jewels. Calendar. Stain- 
less steel back case. 
Water-resistant, shock- 
resistant, anti-magnetic. 
Expansion band. Retails 


Watches} 
are | 
Handsome 


Boxed. | 





eating point of sale promotion is ju 
reasons why you can score a smashing 


pe-Te: 
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Everybody knows where the 
“Golden Gate” 
can be found... but 




























does everybody in your community know 
what products and services you sell . . . where 
you are located? Make sure new customers 
do by listing your name and the merchandise 
you feature in the ‘yellow pages’ of the tele- 


phone directory. 








The ‘yellow pages’ are at hand in homes and 





business organizations all over your town. 
And when your name and featured products 
appear in the ‘yellow pages’ you help new 
prospects find you quickly and easily .. . and 
constantly remind your old customers of your 



































business. 











‘Yellow pages’ advertising is a 
proved selling service being used 
by many retail stores in your 
own community. Why not let it 
start helping you sell? 
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APE 


QUADRA-FLEX' 
4-WAY EXPANSION BRACELETS 


In everything there’s always one finest. In 
expansion bracelets it’s Apex! Precision 
made by skilled craftsmen, designed with 
smart individuality of top quality mate- 
rials, Apex is truly the ultimate in fine 

expansion bracelets for men! 


1/10-12K GOLD FILLED TOP 


... STAINLESS STEEL, NON-CORROSIVE BACK 
...4-WAY SUPER-CUSHIONED SPRING 
ACTION ... NEW PATENTED AUTOMATIC 
UNIVERSALOK ENDS FIT ALL MODELS 
Ye” T0 %4”... ATTRACTIVELY GIFT 
PACKED ...FULLY GUARANTEED. 
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“AVAILABLE IN 
- ALL DESIGNS — 
AS HLLUSTRATED 


No. 03313... KEYSTONE List 21399 
GOLD ON STERLING SIL 
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SOLD THROUGH: 


THE JEWELERS’ CIRCULAR-KEYSTONE 





Consult your wholesaler 





ah musical traveling alarm 


wr ee 
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A. Music... Music... Music! Awaken to the melodious 
tune of a 7-Jewel Musical Traveling Alarm Clock! 
Genuine Morocco Leather case. White dial; luminous 
hands shaped like musical clefs; gilt numerals and dots 
simulate musical notes. 354” x 35%” x 114”. Color choice 
of Brown, Red, Blue, or Green. 

No. 742 Retail Price $21.50 plus tax 


B. Excitingly different! Exquisitely designed, Sterling 
Silver framed, 1 day 7-Jewel Boudoir alarm clock. 
Rich-tone dial, luminous tipped hands and hour dots! 
Features oval-shaped space for personalized initials. 


Size 314” x 314”. 
No. 17 Retail Price $22.50 plus tax 


nemo Sterling Silver Picture Frame 
No. 309 Retail Price $8.50 plus tax 


C. The CONVERTIBLE desk-boudoir traveling clock! 
1 day, 7-Jewel alarm movement. Gilt etched metal case; 
white dial with gilt numerals. Size (open) 654” x 214" x 
red ——— 430" x 214" x 1)’. 

Retail Price $15.95 plus tax 


“hg in Genuine Leather Brown Pig Grain finish. 
No. 731 Retail Price $17.95 plus tax 














Creweled Bwisr Clocks 
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D. 7-Jewel Traveling Alarm Clock and fully 
automatic Date Calendar! Genuine Leather 
pig grain case, gilt finish monogram plate for 
initial. Silver finish dial with gilt numerals, 
luminous hands and dots with date indicator. 
Size 334” x 31%” x 114”. Color choice of Tan-pig, 
Brown, or Blue. 


No. 750 Retail Price $15.95 plus tax 


(2 


semea 
seven sents 


E. 1 Day, 7-Jewel Calendar Traveling Alarm 
Clock with automatic shut-off feature. In Genu- 
ine Leather case. Authentic 22-year automatic 
calendar adjustable for any month with a flip of 
a finger! White dial with gilt finish numerals, 
luminous hands and dots. Size 4” x 334” x 114”. 
Choice of Luggage-tan, Pig, Maroon, or Blue. 
No. 723 Retail Price $16.95 plus tax 


F. Smartly styled 1 Day, 7-Jewel Traveling Alarm 
Clock with attractive gilt finish dial. Has easy- 
to-read luminous hands and numerals—a real 
beauty! Size 334” x 314” x 114"”—fits into the 
smallest traveling bag without crowding! Genu- 
ine leather baby croco grain finish. Your choice 
of colors: Brown, Green, Blue, Tan, or Red. 

No. 175 Retail Price $13.95 plus tax 


SCMCA 4 Lui Chocks for Feawel 


SEMCA, the PERFECT traveling companion. Your assurance of a pleasant trip . . . a swell 
take-off ...a Bon Voyage... and a happy landing! 


G. 8-Day, 7-Jewel Traveling Alarm Clock. Equally useful at 
home, or on the desk of a college student or executive! 
Has Silver finish dial, gilt finish numerals, luminous dots 
and hands. IMPORTANT: One key winds both time and 
alarm. Size 33%” x 33%” x 13%”. Genuine Leather Case. 


Color choice of Blue, Pigskin, Brown, or Red. 
No. 77 


Retail Price $18.50 plus tax 


H. Unique Roll Top 8 Day, 7-Jewel 
Traveling Alarm Clock in finest quali- 
ty genuine Morocco Leather case. 
Clock automatically rises to vertical 
position when top is rolled back. Gilt 
finish or luminus hands and numerals. 
Size 354” x 27%” x 15%". Choice of col- 
ors: Maroon, Blue, Pig, or Red. 

No. 7854 Retail Price $27.50 plus tax 


J. The Right Time... The Right Day... Every 
Day! 8-Day, 7-Jewel Traveling Alarm Clock with 
automatic calendar. Silver finish dial with day and 
date indicators. Luminous hands and dots; fine 
quality Genuine Morocco Leather case. Size 3%’ x 
3” x 13%”. Choice of colors: Pigskin, Brown, Blue, 
Maroon, or Green. 


No. 7850 Retail Price $32.50 plus tax 
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PRICES ON WEST COAST 
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im x, For Milady’s boudoir . . . richly designed, 1 Day, 7-Jewel Alarm 


m: Clock | with sparkling stones in alternating colors! Colored L. Arise to the strains of a melodious tune! 1 Day, 7-Jewel Musical Alarm Clock 

th marquise and round white cut stones, set in gilt finish frame. in gracefully designed enamel-finish metal case, trimmed with bright gilt frame 
. Silver finish dial with gilt numerals, luminous dots and hands. and gilt floral designs. Gilt numerals on Silver-finish dial represent musical scale 

rw! Size 274” x 3” x 114". Marquise shaped colors available in choice and clef. Has luminous dots and hands. Size 514” x 4” x 2”. Choice of colors: Blue, 

ice of Aqua, Rose, Sapphire, Amethyst, Peridot, or Crystal. Maroon, Brown, Green, or Ivory. 

i No. 720 Retail Price $19.95 plus tax No. 741 Retail Price $19.95 plus tax 


Seweled Lwira Xecoraltve Cloaks 4 semeca 


| SEMCA Swiss Jeweled Clocks have won instant recognition by the most discerning. 
Accepted throughout the nation as products of superior design and beauty! 


; | M1 Day, 7-Jewel Alarm Clock N. 8 Day, 7-Jewel TWIN DIAL 
q with 22-year automatic calen- Desk Clock, with raised gilt 
e dar. White dial, gilt finish nu- numerals! As practical as it is 
r merals, luminous hands and beautiful. Has lustrous Satin 
dots. Size 314” x 314”. gilt-finish case, Silver finish 
; No.722 Retail $13.95 plus tax dial. A real conversation piece 
x . in any room! Excellent for 

Available for travel with com- Home or Office. Size534"x5"x2". 

pact genuine leather case, Ma- No. 7852 Price $45.50 plus tax 


toon Lizard finish. 
No. 722A Price $16.95 plus tax 












” PRICES ON WEST COAST 
SLIGHTLY HIGHER 














P. Takes up less space than any other Traveling Q. 30-Hour Desk and Traveling Non-alarm R. 30-Hour Traveling Alarm that takes up little 

Clock! 30-Hour Traveling Alarm—smallest, Clock. Luminous figures, hands, Silver-finish space in traveling bag. Has beautiful Silver- 

thinnest American-made clock! Has Silver- dial. Size 4% x 4% x 134”. Simulated Leather finish dial with full luminous nee and hands, 

finish dial, luminous figures and hands. Size case. In Maroon, Tan-Pig, Blue or Tan. gilded frame. Size 4°46" x 3%" x 134’. Stylish 
334" x 33%” x 13%". Simulated leather case in No. PW15 Retail Price $6.45 plus tax simulated Leather case in your color choice of 

choice of Tan, nouns Blue, or Tan-Pig. Same clock as above, only smaller size. Blue, Tan-Pig, Maroon, or Tan. 

No. PW27 Retail Price $8.95 plus tax No. PW16 Retail Price $6.45 plus tax No. PW26 Retail Price $8.95 plus tax 


THE ULTIMATE IN GIFT-GIVING 


Ss. 30-Hour Clock and Cigarette Box Combination. Ideal Gift for 
travel, home, or office—or for the woman who likes smart acces- 


> f ree ; sories on her Tea Table or Desk! Alligator-finish simulated Leather 

I] ’ y, = case has three compartments for playing cards and cigarettes. Clock 

44 WT ‘tf Yb LL re has gilt-etched dial, gilt-finish numerals. Case has gilt-finish metal 
rims. Size 134” x 6” x 414". 

No. PW20/AL Retail Price $9.95 plus tax 


DESK AND TRAVELING CLOCKS 





T. 30-Hour movement Calendar 
Clock gives you Time and Date 
at a glance! Ideal for the busi- 
nessman’s desk! 22-year calendar 
adjustable for any month. Gilt 
finish on square metal case and 
easel. Gilt-finish numerals on 
Silver-finish dial. Size 4”x4”x 114”. 
No. PW32_ ~=s Price $9.95 plus tax 


U. 30-Hour Triple-Duty ‘‘Clip- 
Clock” serves as desk clock, clip 
for holding papers, and paper 
weight! Square clock in strong 
gilt-finish metal clip with space 
for initials. Has_ gilt-etched 
dial with gilt-finish numerals 
and hands. Size 3” x 214” x 414”. 
No. PW39_ _~=sc- Price $7.95 plus tax 


PRICES ON WEST COAST 
SLIGHTLY HIGHER 





Glock Makers Since 1915 


Consult Your Wholesaler , / a | ba Eee, | ms DIVISION ‘OF SEMCA CLOCK 
| = - { a bbe, 30 IRVING PLACE, NEW YORK 3, N. Y. ee i Ee 





NEWEST ASSORTMENT Of Sure. 


eXPANSION “IDEN 





- a 


YOUR COST 


Total Retail Value 


$8870 


Top Quality 
Fast Moving 
Favorites In 


STERLING SILVER 
and GOLD FILLED 


Sxqutottely Styled / 
Fully Guaranteed / 
Popularly Priced! 


+ 
GRACEFULLY Shaped To Fit 
The Curve of ANY Wrist 

.) 

* HAND TOOLED 


* HIGHLY POLISHED 
%& Made To Give Years Of Satisfactory Service 


% 
Luxuriously Packaged In Beautiful Gift Box 


i 
yA 


Assortment No. 200K6600 
(Illustrated) 


8 popular “Idents’” that build profitable 


sales . . . satisfied customers day-in .. . 


day-out. Available For Immediate Delivery. 
EACH ASSORTMENT CONTAINS: 


@ 2 Men’s Gold Filled “Idents” 

@ 2 Men’s Sterling Silver “Idents” 
@ 2 Ladies’ Gold Filled “Iidents” 
@ 2 Ladies’ Sterling Silver “Idents” 
@ 1 FREE Display Tray 


OTHER ASSORTMENTS AVAILABLE 


Ask Your Wholesaler 


MILGLO JEWELRY MFG. COMPANY 


302 FIFTH AVENUE © NEW YORK 1, N. YY. 
CHICAGO: H. Charmack, 36 South State St., Chicago, Ill. 
PACIFIC COAST: M. J. Newman, 57 Post St., San Francisco, Calif. 


~~ 


FOR OCTOBER, 1952 





Cling 


Ts;, 





NEWS ON TWO FRONTS FROM THE 


FOR QUALITY JEWELERS 


How to get the most from 
this pre-Christmas advertising: 

















Tie in with The Watchmakers of Switzerland 
campaign to hoost gift-buying traffic EARLY 


AS EVERY QUALITY JEWELER KNOWS, your share of 


Christmas profits doesn't come automatically. 
You have to go out and get it. Somehow, the 
customer must be brought to your store. 





That’s why so many Quality Jewelers are tak- 
ing advantage of pre-Christmas selling support 
from The Watchmakers of Switzerland. And 
that’s why it’s smart right now to tie in with this 
Watchmakers of Switzerland advertisement (left). 
Your potential customers will soon be reading it 
in full color in Lirr, Look, SATURDAY EVENING 








Post and FARM JOURNAL. 


Why a fine Swiss watch 





is such a loving gift 


It says so much, so eloquently—a reminder of the hours 
you devoted to choosing it, the centuries the Swiss devoted 
to perfecting it. For the fine Swiss watch you buy today, 
as a meaningful gift or for yourself, has a heritage 
300 years old. That is why you can expect such beauty, 
precision and value in a fine Swiss watch, why your jeweleg 
can service it so efficiently, why seven out of 
ten jewelers wear fine Swiss watches themselves. 











Your jeweler will tell you the inside story of the 
fae Swiss tch and show you the latest Swiss self 
winding wonders that so many people long to own. 


The Watchmakers of Switzerland 


Seek ee, 

f ’ 

, t 
- 

: : TIME IS THE ART OF THE SWISS 

-\ “ 

q Ai 

Sane @1053 weiest 





odere) on of Salem Memilertmrers 








“For the gifts yowll ge with pride— 


let your jeweler be your guide” 





AND WHEN THOSE CUSTOMERS come to your store, be ready 
for them with displays featuring the fine Swiss watches 


The WATCHMAKERS 
OF SWITZERLAND 


that they'll come prepared to buy. And like the Quality 





Jeweler in this picture, be sure to give them the inside 
story of the fine Swiss watch. Show them, for instance, 
the latest Swiss self-winding watches that so many people 


long to own. 
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WATCHMAKERS OF SWITZERLAND 


FOR QUALITY WATCHMAKERS 


How genuine watch parts save 
you money, time and trouble: 


Balance staff is typical: only GENUINE staffs - AN oe penne vail know — — 
° . . [ tne pro eill O rep acing parts in movements unaer 
give you all 14 dimensions FACTORY PERFECT! 


repair. You know how some parts, balance staffs for 
Vo instance, just will not fit without expensive, time, 
consuming alterations. But perhaps you don’t know 
why—nor what to do. Here is the answer. 




















To save money, manufacturers of imitation parts 
often make one balance staff to fit a whole group of 









































different movements. Naturally, accuracy is sacri- 
r G ficed, because factory specifications are different for 
° a each different movement. Thus, only a few of the 
a °* ) =N | important staff dimensions (left) are accurate. 
XY : ae | However, when you specify a Genuine staff, you 
B know it is made to the exact specifications of the 
‘ “~® original factory. You know it is made for just one 


movement—the one for which you ordered it. You 
| know that on every Genuine staff the pivots (1), 
| collet seat (2), balance wheel seat (3) and roller seat 
(4) are precision sized to tolerances of over 1/20,000 
| of an inch. And 10 other vital dimensions are fin- 
| ished with equal accuracy! 























IN ADDITION, to preserve their guaranteed accuracy of fit, Gen- 
uine Swiss Repair Parts are packaged in these bright, metallic 
containers. Your watch material supplier now has Genuine 
packaged staffs and other watch parts for all popular move- 
ments. So be sure to specify Genuine Packaged Swiss Watch 
Repair Parts—they are unconditionally guaranteed to fit 
without alteration. 





ALWAYS SPECIFY GENUINE SWISS REPAIR PARTS FOR PERFECT FIT 
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The world’s most modern 
watch “The Monodate,” auto- 
matic wind and day of the 
month calendar, water resis- 
tant, remarkably thin, gold 


The fascinating ““Tri Compax’”’ 
which gives moon phases, 
month, date, day and also 30 
minute and 12 hour timing 
records, sweep hand stop 


nn 


pennanenitt nee 


il NIK 


A national favorite the 
“Town and Country,” very 
thin, water and shock resistant. 
Exceptionally handsome, gold 
filled stainless steel back. $55 





Another version of the “Town 
and Country” with a striking 
gold-on-black dial and famous 
“Citation Bracelet.” $62.50 


filled. $95 watch. Stainless steel. $150 


These world-famous watches make no other claims than: they 
are excellent in performance, individually tested to high standards, 
distinguished in appearance, exclusive in distribution, well worth 


the uniform and reasonable prices at which they are readily sold. 








Write for attractive dealer 
terms and information 
about these and other 
Universal best sellers. 


(All models 17 jewels. Prices 
include Federal tax.) Ad- 


vertising mats available. 


UNIVERSAL 


GENEVE 
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A truly distinguished automatic 
timekeeper in 14 kt. gold, new 
square Sesto of great mascu- 
line beauty, with sweep hand 
and lapped gold figure dial. $225 


A magnificent automatic time- 
piece, 36 hour reserve, sweep 
second, gold filled, night reading 
dial. Water resistant. $67.50 


Unsurpassed, world-famous ladies caliber 219 wrist watches. 
Excellent performers in exqujsitely executed white and 
yellow 14 kt. gold dress and sport models. Exceptional 
values at $71.50. 


THE HENRI STERN WATCH AGENCY, INC. 
587 Fifth Avenue, New York 17, N. Y. 


@HS.W.A. 1952 
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= SALES STILL GROWING! 


These New Watch Band Creations 
Sell Themselves - - - At Profits You Deserve 


EF 2 


WOODLAND 
FOR MEN 


No. 3446 With Expansion $12.95 FTI 
No. C438 With Double Safety Clasp 
$12.95 FTI 


No, 3F8 With Expansion $12.75 FTI. a Styled with distinctive Nat- 
_ No. C4497 With Double Safety a Te-]Mat-lachcelele Mila co 
Gasp $12.95 FTI. 
Also available with bar-tug ends 
for sports watches. | 


Say | 
: : - KESTENMADE 
he Finest Watch Bands Ph To Your Wholesaler 


KESTENMAN BROS. MFG. CO. © PROVIDENCE 
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BULOVA 


proudly presents 


“The ech ti 
t e a’ 
o charm a nation! 


21-JEWELS 


from 


‘a9®,. 125% 
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oe es TT saanesineeioetobeees: 
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Backed by an avalanche of TV and Radio adver- 


TIE IN with Window 
tising — the greatest in all watch history .. . starting ; q 

on release date — Oct. 16th! Displays, strong New : 
paper Ads— Direct Mail, 
IF YOU HAVE NOT ALREADY ORDERED THESE WATCHES, WRITE—WIRE— Radio and TV Promoter 


eid 


"PHONE TODAY. DON’T MISS A SINGLE OPPORTUNITY TO FEATURE, 


SELL AND PROFIT FROM THE NEW suiova- Voy Madison SERIES. 





*DOLLY 
MADISON “D” 


21 jewels 


DOLLY *» DOLLY 
MADISON “F” MADISON "“L” 


MADISON ‘'C” 
21 jewels 21 jewels 21 jewels | 
expansion bracelet 14 kt. gold 2 diamonds 


Lies 
9 
s 


Cz soe 
ss 


ss 


es ae ) 


*DOLLY ~* DOLLY 
MADISON “H” MADISON “M” MADISON “‘J’’ 
21 jewels 21 jewels 21 jewels 
expansion bracelet 14 kt. gold 14 kt. gold 


“DOLLY * DOLLY 
MADISON “B” 
21 jewels 

14 kt. gold 

2 diamonds 


ANOTHER EXCLUSIVE CREATION FROM 


* 
eb . ? es. ‘ 
a nal ao SOUS SO ads AEN PATES 
. sit & - - - - 
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--- Orange Blossom is 
Ameriea’s outstanding 
style-line ¢ 


TRAUB MANUFACTURING COMPANY 























Nine out of ten rings sold over a retail 





counter today are selected because of their 


eye appeal and smart design. 


Orange Blossom gives you superb styling 


in a wealth of patterns to capture the eye of the 





broadest possible market—PLUS traditional 
fine quality and expert craftsmanship to assure 


satisfied customers. 


There are some desirable franchises available 


to alert, ethical dealers. 


> | 


Please direct inquiries “Attention of Sales Manager.’ 


1934 McGraw Ave., Detroit 8, Mich. 
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With a COMP LETE Line of 


Expansion Identification Bracelets 
for ALL MEMBERS OF THE FAMILY 


“Admiral 


\l é xpa a -[-den ah 


Special-Assortment Deal for 
FAST Sales and BIG Profits! 


with every assortment: 
Unique One-Piece “Step-Back” 
. Display Unit 

Nal , be WY . , Dramatically displays the entire Family 
aN i a | TAN ~— _- ‘ Unit assortment of 9 bracelets in their 
\\ a a fi ar = a individual gift boxes on three levels. 
\ Veda diniial => ae , TOP for men’s, MIDDLE for ladies’ and 
BOTTOM for teen-agers’. Easy and sim- 
ple to set up in a matter of seconds. A 
“natural” to STOP the eye and START 

the sale! 








Here's your opportunity to cash in BIG on the tre- 
mendous servicemen’s market, as well as the 
mounting demand for idents by teen-agers and 
ladies! SELL ALL THREE at your BIGGEST PROFIT 
EVER on this special introductory deal! 





HERE’S WHAT YOU GET: 


MEN’S BRACELETS: to Retail at: 
1.0. 35. Gold filled plaque; band, 

1/20 10K gold filled top, stainless 

steel back $12.95 
1.D. 35. STERLING SILVER plaque, 

all stainless steel band 10.95 
1.0. 46. Stainless steel plaque and 

band 6.95 
LADIES BRACELETS: 

1.D. 73. Gold filled plaque; band, 

1/20 10K gold filled top; stainless 

steel back 
1.D. 73. STERLING SILVER plaque; 
ats. : i. Ba , : inet a fA 3 * \ 1/20 10K gold filled top; stainless 
4’ ms haves * ee | ma > * | Ds és _—- ‘ steel back 

: . oe ? 1D. 71. Stainless steel plaque and 
band 
TEEN AGERS (‘‘Teener’’) 

1.0. 35 (boys). Gold filled plaque; 

1/20 10K gold filled top; stainiess 

steel back 12.95 
1.0. 73 (girls). STERLING SILVER 

plaque; band; 1/20 10K gold filled 

top; stainless steel back 8.95 


ener | See 
/ NV Y 0 OR C/ , Y T 0 S H 0 W AN D SE ll Tc acne. omega only = ("luce 


aged in a handsome gold-embossed $2675 


THE NEW ADMIRAL “EXPAN-1-DENT” | 35 rstoon sinc lines wit 


FOR QUICK ACTION... MAIL THIS COUPON TODAY 


a a ae 


M.F.G. WATCH BAND CO., INC. 

98 Canal St., New York, N.Y. 

Ship and bill through our wholesaler (name and address below) 
Admiral |1.D. Family Units consisting of 9 Expansion Bracelets 

as per your advertisement, with FREE Display Units at $26.75 

per assortment. 
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DISPLAY UNIT CLOSES TO A COMPACT 
PACKAGE 3”x4'2”x10” ... for conven- 
lence in storing. Opens and sets up 
ina jiffy. All one piece! 





FR WATCH BAND CO., INC. 
® 98 CANAL STREET, NEW YORK CITY 


West Coast Representative: H. A. Jeffrey, 220 . 5th Los A rest bag 
Mid-Western ence ting “ha g irving = tz, 29 E : 
Eastern Representative: Nat F. Lampe rt, 98 Canal St. hone Yori Gity 
Southern Representative: Lou ‘armer,. 104 Poplar S Wi. j., Atlant 


> i * > me 


, te? 
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Since UW 4900 





HARRY & BEN FRACKMAN 


TI NC QO R P O R A T E D 
20 WEST 47TH STREET 


NEW YORK 36,N.Y. 
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Here’s how to get a larger share 


of the family gift market 


~ eee 


SETH THOMAS 


When people come looking for a fine 
gift to “show they care” you cant go 
wrong when you suggest a Seth Thomas* 
clock. 

You benefit in two ways: (1) you 
make another satisfied customer and (2) 
you make a full profit sale. 

Clocks make the perfect gift and no 
one makes finer clocks than Seth Thomas. 
Powerful advertising in SatuRDAY EvE- 
NING Post, BETTER Homes & GARDENS, 
and Lapies’ HoME JouRNAL continually 
reminds readers of these two facts — 


















helps bring you pre-sold customers in- 
stead of cold prospects. 

These five clocks have already proved 
themelves best sellers at Christmas time. 
Check your stocks now and be ready 
for the holiday gift season. Display, 
feature, suggest, and profit from Seth 
Thomas clocks. 


CLASSMATE — 













The ‘’go-everywhere”’ clock. In 
its neat leather case, a business- 
like travel alarm. For desk or 
table use, slip it out of its 
case—presto!—a stunning little 
easel clock. Choice of colors 


eS 

























HOMESTEAD — 


Friendly banjo 
clock with ivory 
panels. Mahogany 
case with brass trim. 2434’ 
tall. Electric $32.35. 

8-day, 4-jeweled keywound 
movement $37.35T. 





BAXTER — 

Handsome on an office desk; 
beautiful in the home. 

This sleek, modern clock is 
available in blond, mahogany, 
lacquer red, or ebony finishes. 
Self-starting electric movement. 
44" high $24.90f. 
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tRetail, plus tax. *Reg. U.S. Pat. Off. 


SEVERN — 


Compact traditional design 
that’s at home on desk or night- 
table. 30-hour key wound alarm 
movement. Only 334” square. 

In genuine red Morocco-grain or 
tan saddle leather $9.951; rich 
mahogany $10.95T. 


SETH THOMAS 


Sf Lhomaston, Cor CCM 


Division General Time Corp. 


ar 





GENERAL 
TIME 


and dials. Only 234” square. 


30-hour movements: 
4-jewels $12.507, 
7-jewels $13.95". 





KENBURY— 


Modern, tambour design 

for today’s smaller homes. 

Quarter-hour Westminster 

chimes. Mahogany cabinet. 

Two-toned ivory dial. 

814"' high. 1514"' wide. 

Electric or 8-day keywound 
movement $47.30. 


Prices subject to change without notice, 
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CALVERT! 


WATCHES 


THE TIMEPIECE 
THAT HAS 
EVERYTHING! 


Distributed 
Exclusively by 


1. ALBERTS’ SONS, INC. 
Boston—Syracuse 
6 
BALDWIN-MILLER CO. 
Indianapolis os 
° Rae. : Newsweek, Colliers 
S. H. CLAUSIN & CO., INC. / xamamiauase | AY 
Minneapolis—Spokane pees: Me = MERCHANDISING AND PROMOTIONAL AIDS 
Salt Lake City : Mee 
@ ° whe a 3 So That Your Store Benefits From 
EDWARDS & CO. (7 6 8: | ay National Advertising 
Kansas City, Missouri \ ae oe 


: nn, A COMPLETE LINE, POPULARLY PRICED 
J. ENGEL & CO., INC. hee : 


— ee he ‘ Handsomely Styled Dress Watches, 
ee. " @ 
THE GERWE BROWN CO. | as “ 4} ‘“‘deep-C-diver’’ Water Resistant; 
Cincinnati—Dallas tt: 3 CALVAMATIC Self-winding; 
ET 2 ae 4 nial. 
. + anes ae . INDIMATIC Power-Dial; CALENDAR, 
: NURSES’, DOCTORS’, SPORTS Models. 


Milwaukee a 
e bart. a 
E. W. REYNOLDS CO. 


“ter CALVERT WATCH COMPANY 


Honolulu 
681 FIFTH AVENUE & NEW YORK 22, N. Y. 


NATIONAL ADVERTISING 


Reaching 60 Million Readers 
of Saturday Evening Post, 
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Redbook, American Magazine, 
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WRITE TODAY! 


This talked-about assortment 
of beautiful wide wedding 
bands including the display 
case, sent to you on mem- 
orandum, upon receipt of your 
request. 


This ‘‘SHOW-STOPPER’’ assortment is ONLY ONE of 
10 differently merchandised trays of wide wedding 
bands. All in all, we have over 100 RING DEALS! We 
manufacture EVERYTHING IN RINGS...ask us to 
show you our “inventory control’ set-ups — reduc- 
ing inventory and increasing profits in everything, 
from baby rings to diamond engagement and dia- 
mond wedding bands, by LLOYDS OF NEW YORK. 





K. POLISHOOK & SON core. 


MANUFACTURERS OF ‘‘EVERYTHING IN RINGS’’ SINCE 1898 
31 West 47th Street. New York 19. N. Y. 


‘‘Show-Stopper”’ 
Assortment of 
Wide Wed. Bands 
IN 14K GOLD 


“fetal Sales *5§7 # 
Your Cost *17F 7° 


i *g0Z7 





WE HELP YOU SELL. these fast-moving rings. 


FREE DISPLAY CASE (pictured here; shows off 


the beauty of each ring) 
FREE AD MATS (power-packed ads thar 


pa nt 
really sell) 


FREE RESALE TAGS. (make your prices 


Oo , 
authentic) 





Plaza 7.9997 
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1952 LEADERS OF INDUSTRY 


MR. JACK FRYE 
PRESIDENT- GENERAL ANALINE & FILM CORP. 


COL. N. JAY BOOTS 
PRESIDENT - BOOTS AIRCRAFT NUT CORP. 


MR. DONALD W. DOUGLAS 
PRESIDENT - DOUGLAS AIRCRAFT COMPANY, INC. 


These mento be featured in our 1952 program 
are once again typical of the outstanding 
leaders of Industry who previously loaned 
their names to the success of this Rolex theme. 


MR. JACK FRYE WEARS A ROLEX 





ee « our aim to establish as a basic campaign has resulted in a steady year to year increase 
theme the importance of precision time, is being amplified in sales of Rolex watches. {| Its valve is still further 
| through the constantly growing sponsorship, by American stressed, since while no form of personal testimonial is 
| Industrial Leaders, of the Rolex National advertisements... made in the advertisement, the appreciative consent of 
“Leaders of Industry Know the Value of Time.” {| Recogni- these men, to whom time is of the essence, emphasizes their 

tion is attested to by the fact that since its inception, this complete approval. 


os AA Ae en At A ORD POTS 


OUR NATIONAL SCHEDULE OF FULL PAGES, WILL APPEAR THROUGH THE FALL MONTHS IN TIME AND THE NEW YORKER. 


e ? @ 
; , 4 & 





Bsc 


ROLEX 


THE AMERICAN ROLEX WATCH CORPORATION © 580 FIFTH AVENUE + NEW YORK 19, WN. Y. 
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Mele’s Sibi jewel box 


as the lid is opened 
and a Anawh 
7 by and the bottom 


Fine calfskin finish Leatherette with 24 Kt. 
gold Florentine tooling. Velvet and satin 
linings in lovely pastel colors. 









STYLE 666 
Size: 10x 7 x 4” 
Colors: Ivory, Baby Blue, Rose 


$595 





Suggested Retail: 


MANUFACTURING COMPANY. INC. 
366 FIFTH AVENUE. NEW YORK 1 





Srrertca 5 foremost name tn , Jfewel Boxes 
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for over 35 years. 
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I. TENEN & 8 


15 West 47th Street, New Yor of yon y ‘ 
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in the Spring of this 
after week. ANSON 
gram of advertising 





10 KARAT GOLD — UNIT 86/52 
Consists of: 


H/B 7016 TIE SLIDE—CUFF LINKS SET 
G 7003 TIE CHAIN 
M 7003 MONEY CLIP 
Q 7002 KNIFE 
B 7004 TIE SLIDE 
H 7004 CUFF LINKS 


YOUR COST Including 
FREE DISPLAY 
$88.90 








ms ae 
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The merchandise and displays featured on these pages are typical of 


ANSON’S constant efforts to develop new and exciting patterns. It 
provides packaging and displays particularly designed for the retail 
jewelry counter. Retailers now can satisfy all tastes, all consumer 
demands, with this one all inclusive line. On these pages you will see 


hew designs in Sterling Silver, Gold Filled, Karat Gold and ANSON 
Quality Plate. 


© FEATURE ANSON JEWELRY THIS FALL 
CALL YOUR ANSON DISTRIBUTOR TODAY 






THE First Six MonTHs oF 1952 proved conclusively that ANSON has 
become the fastest moving men’s jewelry line sold through retail jewelry 
outlets! Jewelers who tied in with the Kate Smith television promotion 


history. This Fall, 41,100,000 Life readers will be seeing and reading 


JEW E i ® Y rs 0 R aS E N about ANSON jewelry. 



















year have found that their jewelry sales rose week 
is continuing this hard-hitting, sales-proven pro- 
with the largest Life Magazine campaign in its 























MAGAZINE ADVERTISING CAMPAIGN 
IN ANSON HISTORY! 


Attractive advertisements in color in November and 
December issues of LIFE, climaxed by a color page | 
in LIFE for December 15, reaching an impressive 

total of more than 41,000,000 readers! 
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ORIGINAL NEW ANSON DESICNs “il 


STERLING Sliven § 
1/20-12 KARAT Gop oh 
























1/20-12 KARAT GOLD FILLED — UNIT 69/52 


Six new gold filled sets, including hand engraved, signet 
patterns and a genuine diamond set featuring 3 square 
cut duke diamonds set in plug over-lay in jet background, 
The diamond set retails for only $17.50 — the other 5 sets 
sell for $12.50 each. 


Complete with FREE DISPLAY and Boxes 
YOUR COST $40.00 








STERLING SILVER — UNIT 68/52 


This unit consists of 6 assorted sets of ANSON Sterling Silver, 
featuring one set with 3 genuine square cut duke diamonds. 
These sets are also hand engraved and engine turned with 
adequate space allowed for the engraving of initials. 


2 Complete with FREE DISPLAY and Boxes 
J YOUR COST $40.00 
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41,000,000 PEOPLE WILL SEE ANSON COLOR ADVERTISEMENTS| 






TRADITIONAL JEWEL CASES... 


STERLING SILVER and 
1/20-12 KARAT GOLD FILLED 







JEWEL BOX ASSORTMENTS 


(3 and 4 piece 1/20-12 Karat gold filled 
and Sterling Silver merchandise) 


These handsome Farrington jewel boxes, na- 
tionally advertised, are available to you at no 
extra charge. Other Merchandise Units avail- 
able from your ANSON Distributor. Illustrated 
here are but two of these handsome assortments. 
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UNIT 88/52 Contains 


B 6404 TIE SLIDE K 6243 KEY CHAIN 
H 6724 CUFF LINKS Q 6048 KNIFE 


YOUR COST $13.00 





UNIT 77/52 Contains 


B 5133 TIE SLIDE M 5021 MONEY CLIP 
H 5133 CUFF LINKS K 5010 KEY CHAIN 


YOUR COST $15.00 


POC ER ESS, 








ANOTHER ANSON First 
SELF CONTAINED DISPLAY PADS IN CUSTOM MADE WOODEN TRAYS 


4 These new, smart display trays with pads are self-contained men’s 
jewelry departments. Any of these tray assortments can be placed in your show- 
case for a beautiful presentation to your customers. These new pads are available 

—_ to you in any quantity complete with wooden display trays through your 

a ANSON Distributor. 



















IN THE NOVEMBER AND DECEMBER ISSUES OF life 








SILHOUETTE DISPLAY 


Complete assortment of sport motifs in the new silver and gold oxidized 
finish, displayed on Karess velvet. It affords retailers the opportunity 
of cashing in on the increasing amount of novelty type men’s jewelry 
being sold. These 12 sets all retail for $5.00 each. 


ORDER AS UNIT 70/52 
YOUR COST Including FREE DISPLAY and Boxes $30.00 


ANSON originally introduced the distinctive Style Pageant 
package two years ago. This handsome re-use gift box—which 
becomes an attractive photo case when the jewelry is removed 
—immediately became one of the most popular of all men’s 
jewelry packages. Now ANSON presents the Style Pageant 


group with a new improved and more compact package... 
handsome, colorful illustrations created for even greater eye- 
appeal and buy-appeal. But . be sure to insist on ANSON — 
the original Style Pageant packavc with the proven selling power! 


ARO ORCORIRRI IERIE ERAN RIN ARON 


CALL ©UR ANSON DISTRIBUTOR Now! 



























RED VELVET COVERED 
CHRISTMAS DISPLAY 


Complete with removable Santa Claus scene, 
displaying 6 assorted medium priced sets. This 
complete unit contains 12 assorted sets, 2 each 
of the patterns as illustrated. 

ORDER AS UNIT 63/52 


YOUR COST Including FREE DISPLAY 
and Boxes $38.00 


























SPORT CRYSTAL 
HAND PAINTED GOLFER 
X3866/P — YOUR COST $3.25 
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A Crio that proves- 


United Time 


is YOUR TIME” for 


SALES aud PROFITS... 


—Ask Your Jobber! 





No. 870 BALLERINA CLOCK WITH MUSIC 


The show must go on!...and that it will, at the flick of a switch. 
The stage illuminates from above... picks up mirrored reflections 
that “dance in step” with the star herself; an exquisite figurine. 
Melodious music accompanies her intriguing routine. Dependable 
United clock movement. Size 12%” long, 10” high, 412” deep. Indi- 
vidually boxed. 


Approx. Retail Price $17.95 





WESTERN THOROBRED 
AND CLOCK COMBINATION 


A stately show horse with shimmering, 
beautifully detailed saddle and trimmings. 
True to the spirit of our West, the Clock 
case, too, radiates from an array of cowboy 
regalia. Dependable UNITED movement. 
Westinghouse-designed motor. Size 17” 
long, 11144” high. 5” wide. 

Individually boxed. 


No. 310— Horse Clock with 

Plastic Base. Approx. Retail Price $13.75. 
No. 315— Horse Clock with 

Wood Base. Approx. Retail Price $13.75. 

No. 320 — Silver Finish with 

Wood Base. Approx. Retail Price $14.50. 
No. 321 — Gold Finish with 

Wood Base. Approx. Retail Price $15.95. 


Mited <2: 
379 DE KALB AVENUE 
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No.975_ , 
ENCHANTE ANNIVERSARY-TYPE ELECTRIC CLOCK 


French-inspired. 400 Day Style. Pendulum rotates quietly, and in 
perfect synchronization. Crystal-clear, shatter-proof plastic dome. 
24 K. “gold plated” metal components. Hand-decorated dial face. 
Size 13” high, 7%” wide (base). Individually boxed. 
Approx. Retail Price $16.95 
a 
No. 980 PERPETUA .. . Anniversary-Type 
Electric Clock. Fendulum Oscillates. 
Approx. Retail Price $19.50. 
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... fashion forecast for the future... 


LUCIEN PICCARD ‘fashion authority watches 


LA MARQUISE—Set in this magnificent 14 kt. gold 
cover watch are 5 genuine amethysts and 6 
cultured pearls. Fine 17 jewel Lucien Piccard 
movement. Suede leather strap. Keystone $150.00. 


GRANDE BAROQUE——An exquisite original design! 
4 genuine amethysts and 6 cultured pearls set in 14 kt. 
gold case with mother of pearl dial. Suedefeather strap. 
Fine 17 jewel Lucien Piccard movement. Keystone $130.00 


Every Lucien Piccard watch is a masterpiece of design. 

The incomparable original styling, ultra-smart beauty, 
quality and value will create great demand for 
these masterpieces. Watch for your Lucien Piccard 
salesman . . . or write direct for complete information. 


precision made since 1837 
(P) Rol tallolaMilati Meld lolol oh 
] 


rela talol*l Mil tialolelil Bohm laleladel 7 


A. BLUMSTEIN wc. 
‘ Uuniufucturin A pee bev 


37 WEST 47 STREET e NEW YORK 19, N. Y 


EMPRESS EUGENIE — Fine filigree 14 kt. gold L'ELEGANTE —— 19 diamonds and 56 cultured 
case 17 jewel Lucien Piccard movement. Suede pearls in 14 kt. white gold case and bracelet. 17 jewel 
leather strap. Keystone $110.00. Lucien Piccard movement. Keystone $280.00. 


Be Sure to See the Outstanding Lucien Piccard ad in the December Issue of VOGUE and ESQUIRE 
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WHITING & DAVIS MESH ; 


Even though the material restrictions that have 
curtailed our production over the past several years are 
still a problem, we are happy to announce to our 

loyal customers that now we are making a slow return to 
normal production of our mesh bags and accessories. 


We shall do the very best we can to serve you, 

and although we still can’t promise quantity as usual ... 
quality as usual is a tradition at Whiting & Davis— 

a tradition that even material restrictions can’t disturb. 
Whiting & Davis Co., Inc., Plainville, Massachusetts. 
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SUIENGE'S SENSATIONAL NEW WATERPROOF 





LQ, 
* 





Not just ‘‘Water-resistant’”’ but Tested-Waterproof—Timex survives Hydraulic 


Shock Test; Revolutionary Anti-Shock Waterproofing Creates New Sales For You! 


Pion 
BALANCE WHEE 


- - AeA ae 


V-CONIC ESCAPEMENT— With Armalloy 
bearings cone-shaped balance staff is stronger 
than spindly pivot shaft of conventional watch. 
TIMEX cannot be over-wound! 







FEWER PARTS—Instead of 120 parts, many 
bridges, TIMEX has only 98 parts, 2 plates. 
Result: greater strength, greater accuracy, 
greater precision. 


SPLIT-SECOND ACCURACY—Checked by 
U.S. Time Timeograph that is calibrated to 
.001 of a second. TIMEX challenges watches 
costing five times more. 





TIMEX is the only low-priced 
watch you can time ona 
Watchmoaster. 
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the first Low-Price 
Waterproof Quality Watch 


Unlike ordinary ‘water-resistant’ 
watches, TIMEX alone withstands 
brutal “hydraulic” shock. It seals out 
damp and dust and opens up a new 
selling opportunity for you. For only 
TIMEX combines complete water- 
proofing with the revolutionary 
V-Conic Movement, so TIMEX is 
strongest where conventional watches 
are weakest. This anti-shock water- 
proofing—plus the finest American 
styling—gives you a quality watch 
to sell for a low price, not a cut price; 
at a full mark-up, not a mark-down! 


in time with tomorrow, fo sell today 
THE UNITED STATES 


World's Largest Manufacturer of Wrist Watches « 500 Fifth Avenue, New York 36, N. Y. 


oe OO ee met 
“ 





NEW! WATERPROOF! The new Timex is guar- 
anteed waterproof as long as crystal is intact, 
back not removed and crystal unimpaired. 


TIME CORPORATION iTIME 


CORPOR THIN 
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America’s Most 
Distinctive Line o /f 


Men’s Jewelry 












FLEUR-DE-LIs 


Regal Splendor in 
carved Mother of 
$6.50 tax ine, 





genuine hand 
Pearl. 







featuring... 


GENUINE HAND CARVED 
MOTHER OF PEARL 








AS ADVERTISED IN 














DOUBLE LINK 


Genuine Mother of Pear] 
in link motif. 


$6.50 tax inc. 


ROYAL CROWN 


Mother of Pearl in all its 
regal beauty. 


$6.00 tax inc. 





SOLD 
THROUGH WHOLESALERS 


CREATED BY 


leaders In The Men's Jewelry Field 
Since 1898 





TAUNTON, MASS A CH US$ E TT S 
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Keature the Leader- 


A /, V4 








MILLIONS OF AMERICANS have 
bought Coffeematics ... millions moré are clamoring 
for this famous coffeemaker. Year after year sales have 
boomed. Why? Because both dealers and consumers 
have recognized the value in the best 







Millions of enthusiastic customers build more sales. 
Millions of ad impressions every month have made 
Coffeematic a household name. Dealers have found it 
easier to sell the leader. Keep it up front in your store 
. .. Coffeematic means extra profit! 


monitos favorite. (ohhoomakor 


sy NO GUESSING 


Automatically brews coffee exactly to the strength you 
choose... Mild, Medium or Strong. 


% NO REHEATING q = 
: Automatically keeps coffee at perfect serving ~ ‘ 
temperature without increasing strength. 


| + NO WATCHING 
| Exclusive Redi-Lite flashes on automatically when coffee 
is brewed to the strength you choose. 


77 NO BOWLS TO REMOVE 


Coffeematic is complete in one unit, no extra, 
cumbersome parts to put on or take off. 


" ” 
NOW TO SELL COFFEEMATICS 
Ask your distributor salesman to show you the Coffeemaker story 


“It Took 1600 Years’. See the full-color transparencies that show 
you why and how Coffeematic out-performs and outsells any other. 





LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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GENUINE STONE 
Ogee 
1/20-12K GOLD 
* 


these Q-e<<co 


are also available 
in Genuine Onyx, Goldstone 
and a large assortment | 
of cabochons 





SOLD THRU WHOLESALERS ONLY AM; 
ee 


John M. Tonry Ollin B. Hamilton ss te c.. 
9 Maiden Lane, New York 38, 6339 Woodland Drive ; r R O Ve 0; | 
New York Dallas, Texas j / DE ° fe. 
a 
George A. Harrah Earl M. Barney —— 3, R 
657 Mission St., San Francisco 5, Cal. 157 Pine St., Providence 3, R. 1. i oHg 





West Coast Mid-West 
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You — and your customers — leave nothing to chance when you sell jewelry 


plainly stamped with the Gold Filled Mark. 


Saleswise ... profit-wise you benefit from the preven national acceptance of Gold 
Filled as the standard of quality in reasonably priced jewelry.* 


And your customers will benefit from the longer life . . . the enduring attractive- 
ness of any Gold Filled piece. 


Remember — only Gold Filled is made the Old Shefheld Way ...with a solid layer 
of karat gold bonded by heat and pressure to a supporting metal base. 


So — to be sure — turn the piece over... always look for, always show the Gold 
Filled Mark. *Proven by results of a nation-wide preference survey. 


RESEARCH DIVISION OF 

GOLD FILLED AND ROLLED 
GOLD PLATE MANUFACTURERS 
PROVIDENCE 7, RHODE ISLAND 


Quality is guaranteed under the terms of Com- 
mercial Standard CS 47-34 as issued by the 
United States Department of Commerce and ap- 
proved by the American Standards Association 
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NORTH ATTLEBORO * MASSACHUSETTS 


Outstanding in the design and manufacture of 
fine Sterling Silver Cigarette Boxes 
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Platima hia 


Beautiful, lavish fashion jewels in platinym-toned settings to complement your 
favorite ensembles. (A) necklace about $10.00 (B) earrings about $6.00 


1G ice erlearlvctia venom @O) mur leclcarlveltian Vem Oo) Mice crear lnellianemee 








(I) pin about $3.00 (G) earrings about $3.00. All prices plus tax. 





At leading Seelaas everywhere or write Coro Inc... New York 1 





non-tarnishable finish 
AMERICA’S ee DRESSED WOMEN WEAR CORO JEWELRY 


Write for “Your Coro Scope’, a FREE booklet containing helpful jewelry hints. ©) 1952, Coro Inc., Design Pat. Pend. U.S. Pat. Of 


AS ADVERTISED IN MADEMOISELLE MAGAZINE 












A A~@ 7° Westinghouse reaches the greatest audience in history presenting 26 
A y Political Debates in the campaign of the century.. 

tion Returns on CBS Radio and TV Network. 
commercials will make more people want to buy Westinghouse. 







PICK THE WINNER 
“GET- ACQUAINTED” DEALS 


Extra discount deals on these high demand 
items. See your Westinghouse distributor for details. 


NEW! 


Westinghouse 


GRILL-N-WAFFLER 
Fries © Grills © Bakes 















Westinghouse 
HOT PLATE 


NEW: Westinghouse TOASTER 


The Toaster that “Winks” 














Sate. 


Westinghouse 
WARMING PAD 


$995 


So handy to have 
when you need it. 


alae J (CECE pclae tone 5 
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To KEEP THE BAND WAGON ROLLING—ANOTHER SALES-MAKING WESTINGHOUSE PROMOTION 





. PLUS complete Elec- 
and, the Betty Furness 


PICK THE WINNER 
PROMOTION DEALS 


Full-profit consumer deals on the 
famous Westinghouse Open Handle 
Iron and Food Crafter Mixer. 








RSP 


$1295 


Give this handy, worksaving “Cord 
King’ (worth $1.25) to your customers 
for trying the Westinghouse Open 
Handle Iron. A $14.20 value for $12.95. 


2-IN-V OFFER q all 


Tell your custom- bs as 
if. 





ers,““Buy Now” and 
receive $4.65 Juicer a 
at no extra cost! Loe 

You sell Mixer 
and Juicer for 
the cost of the 
Mixer alone. 


Sell both for only 


$A} 20 


opto 





Westinghouse 











_ THIS LS NEW! 


ae 











S 
S 


law M 
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SHEAFFERSS 


WHITE DOT /®\ OF DISTINCTION 


W. A. SHEAFFER PEN COMPANY, FORT MADISON, IOWA, U.S.A. 
IN CANADA: MALTON, ONTARIO 
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How to get money 
Out of banks 


Banks — breweries, mills, factories and scores of other 
businesses, too —— are spending a small fortune on busi- 
ness gifts this Christmas. Here’s how you can be the one 
to sell them! 


Let them know you have the No. 1 Christmas Business Gift 
a of the year — Ascot’s fabulous new Florentine Dagger Lighter. 
eee Handsomely gold-finished. the Florentine is four gifts in one — 
oo OLYMPIA by ascot lighter. paperweight, letter-opener and distinguished desk 
= ae Another brilliant new ornament! 

ee . “business gift! 











Nationally advertised in full color pages in LIFE, the Dagger 
Lighter is recognized as the most distinctive of gifts. Gift- 
packaged in sheaths to match the black onyx, beige onyx or Jade 
green hilt colors. Or in a replica of an old dueling case! Custom- 
er’s insignia, message or monogram may be engraved on lighter 
hilt or sheath. 





Profit-minded jewelers are taking advantage of Ascot’s great- 
est sales-making aids and national advertising. And they're 
getting business! Get your share —- mail the coupon foday. 














WINDPROOF by ASCOT 
ideal pocket-lighter 
business gift! 





- a the world’s most 
Lighter Division, A.S.R. Corp. beautiful gift li zhters 


315 Jay Street, Dept. JCK-4. 
Brooklyn 1, N. Y. 





Please rush me your new 12-page booklet that tells how I can cash in on 


the Christmas gilt business in my town. 





PEP EPEEETEEEEUTERELERECECELELEE EET ce ccccee 
Ee fe ee ee ee a ee ee ae 
Ascot Lighters 
from $6.95 to $200 hc carte ccensewae ewes eden Ss «os ee 
SN 2 cheese eakesaeseeseeseaes Mss tbbe connie eee e eee wee 
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the jeweler’s 


BEST FRIEND 
is his 
WHOLESALER | 


Wholesalers carry the best jewelry store lines. They serve as your warehouse. They help 
to stabilize your financial structure. They weed out slow movers for you. They give 


you the kind of service you need. 


Strongly established wholesalers are the bulwark of the industry. 


Any successful jeweler will tell you that the wholesaler has played _=saler. He serves you in a great many ways, each of which con- 
an important part in the making of that success. tributes much to your annual sales figures and your general 


- well-being. 
The complex business that jewelry retailing has become, calls for 


; ' It’s time, we feel, to pay tribute to this important cog in the wheel 
assistance to the retailer from all possible sources. , pay P 9 


of jeweler distribution; to reaffirm our faith in the wholesaler and 
The most reliable, most unstinting of these is your jewelry whole- remind the industry of his great and lasting contributions. 


Published in the interest of your jewelry wholesaler by: 


JACOBY-BENDER, INC. L. HELLER & SON, INC. 

161 Avenue of the Americas, N. Y. 13, N. Y. Deltah 

LEO GLASS & COMPANY, INC. FEATURE RING COMPANY, INC. 
37 East 18th St., N Y. 3, N. Y. 126 West 46th St., N. Y. 36, N. Y.. 


Wholesalers interested in securing reprints may contact any one of the above manufacturers. 
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When these GEM EX ads come out, 


your customers will come in! 


That’s because more than 46 million readers of three great magazines, 








r 
Remembe LIFE, The Saturday Evening Post, and The New Yorker, will see these distinctive 
. 46,549,7 as Gemex color pages! Never before has there been a “watchband for 
. penn Christmas” promotion like this. Ads appearing right through your busy 
ea pre-holiday season. Unique watchband packaging—the clear, lucite “Yule Box” 
4 for ladies, the red padded Candy Cane for men. And a striking 
EMEA window display, too—to make the center of your $5 to $15 gift display! 
& HOL 
ADVERTISING! Order now from your wholesaler 


GEMEX COMPANY, UNION, NEW JERSEY 
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No. 640. Unique wall clock 
in the highly favored French 
style. Hour and 
Half Hour Bell Strike. 111,” : 
Retail $80 plus tax. wl 


(Right) 

No. 215. A masterpiece in 
Sheraton Colonial styling. 
793/,” high. With Westminster 
Chimes — Retail $585 plus 


tax. With Westminster, Can- . 


terbury and Whittington 
Chimes — Retail $745 plus 
tax. (West Coast prices 
slightly higher.) 


No. 
Case. 





(Right) 
700. Mahogany | 
134,” wide. Hour 
ond Half Hour Strike. 
Retail $40 plus tax. 


133/,” wide. i. 
Westminster Chimes. Retail = 
$75 plus tax. ee 














ON ieee 





No. 806. Gracious ond charm tit—t~*s 
Authentic 


No. 162. Ideal for desks, alarm in maple base. No. 600. 


ee 


Ready to bring you sale after sale. . . 

a complete array of finely crafted clocks for 
the home . . . from magnificent floor 
clocks to distinguished, imported,occasional 
clocks, including mantel, wall, table, 

alarm and marine type models . . . 

styled to please both modern and traditional 
tastes . . . all key wound to meet 

the growing trend. 


be Send for full color folder illus- 


trating and describing all 37 designs. 


THE HERSCHEDE HALL CLOCK CO. 
CINCINNATI 6, OHIO 


New York Office and Showroom: 37 West 47th Street 











(Left) 

No. 100. Bright, stunning 
design with jewelled 
movement. 7¥,” high. 
Retail $40 plus tax. 









No. 54. Soft and loud 


ies aa Rich elegance 

for pee rooms. ae Retail $10.95 plus tax. with bell strike. 73/,” 

wide. Retcil $18.50 plus high. Retail $195 plus 
tax. 
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Anew TRAFFIC BUILDER 
for you... 


Send for your free copies 


Irons & Russell Company has a timely selling tool 
that is designed to bring traffic into your store 
during the busy gift season. 


It’s a special blue and white mailing piece 
which describes and illustrates Irons and Russell’s 
new De Luxe line of palladium fraternal emblems. 


It suggests that these pure white precious metal 
pieces are the ideal gift for the man who appre- 
ciates extra quality—the perfect answer to that 


special gift problem. 


Send them to the people on your mailing list 
now. They will stimulate interest and bring cus- 
tomers into your store. 


Write Irons & Russell Company today for your 
free supply. Don’t put it off — remember the big 
gift season is just ahead! 


Platinum Metals Division 
The International Nickel Company, Inc. 
67 Wall Street, New York 5, N.Y. 
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Irons & Russell Company 
95 Chestnut Street 
Providence 3, R. I. 


e 
| 
| 
I 
| 
| 

Please send me copies of your free ) 

mailing piece on your new De Luxe Line of 

I 
| 
| 
| 
| 
| 
- 





palladium fraternal emblems. 


Name___ 





Address______ 


























TROPIC-AIRE 


Automatic Electric Blanket 


New, wide range of fast-selling colors. New, patented 
Comfortrol. New gift case and handy storage container. New, 
practical service plan and guarantee. Backed with big, hard. 
hitting, colorful advertising in leading magazines. From 


$42.95, retail. 


IOASIMA 




















Automatic Pop-Up Toaster 


Presold as no other automatic toaster is or ever has been. 
Highest in turnover, lowest in sales cost. America’s most- 
wanted gift toaster. The one that stays sold! Backed by 26 
years of unmatched performance, profit opportunity, policy 


fairness. $23.00, retail. 








*** TOASTMASTER™ is a registered trademark of McGraw Electric Company, 
makers of ‘‘Toastmaster”’ Toasters, ‘‘Toastmaster’’ Water Heaters, and other 


‘‘Toastmastcr’’ Products. Copr. 1952, TOASTMASTER PropucTs DIVISION, 
McGraw Electric Company, Elgin, [!linois. ff 


E LG! 
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ALL four lines represented here are capable of sales _ brand attractive and profitable to the trade, McGraw 








stardom. Each brand, “Toastmaster,” Tropic-Aire, Electric Company expects to do for Tropic-Aire, Ever- 
Everhot, and Manning-Bowman, has hot, and Manning-Bowman. 
been a winner independently for many GWE So let this strong team ‘‘go to bat”’ 





years. Now, they team up under the 
McGraw Electric Company banner. 
McGraw Electric Company merchan- 
dising experience has ‘‘coached”’ the 
“Toastmaster’’ brand into top position 
and kept it there through the years. 
What McGraw Electric Company has 
done to make the ‘‘Toastmaster’’* 


wa Housewares for you. ‘‘Toastmaster,’’ Tropic-Aire, 


Everhot and Manning-Bowman distrib- 
utors are located in all major markets. 
If you are unable to locate the distrib- 
utor who handles the line you are inter- 
ested in, please write the Sales Depart- 
ment, Toastmaster Products Division, 
McGraw Electric Company, Elgin, III. 





















| 

Manninc-Bowman 
De Luxe Roaster Oven Popcorn Popper 

nted Exclusive Turn-A-Knob Cover Best-looking, sturdiest popcorn popper 

New, Lifter opens, closes, and locks on the market. A big demand item. Ideal 


for TV parties, evenings at home. Sells 
on sight. Clear, heat-proof glass cover 
shows corn popping away inside. Pol- 
ished aluminum bowl. Cool handles. 


cover or holds it in any open 
position. Handy adjustable lift 
rack makes it easy to put in and 
take out food. Cooks a whole 








meal at one time—especially 14%-quart capacity. A top value at only 
popular with working wives. $9.95, retail. 
Nationally advertised. $44.95, 


retail. 


Automatic Combination Grill 


Bakes waffles or toasts sandwiches. 


De Luxe Interchangeable waffle and smooth 
Automatic Roasterette grids. Completely automatic. Sig- 


— nal light shows when current is on ‘ 
_ Favorite of a million homemakers. and when food is ready. Chrome-plated; cool plastic handles. 
A fine, all-purpose gift. Roasts, 


Always in demand as a gift item. $19.95, retail. 
cooks, bakes—right at the table. | 


Thermostat range from 150° to 
500° F. Nine-pound roast; 5-qt. 
liquid capacity. Heavily insulated 
with Fiberglas. Steel body with 
white, heat-resistant enamel. 
Backed with national advertising 


$21.95, retail. 


hectic 


ILLINOTUS 











Portable Food Mixer 


Unique upright design for easy use in deep pans. Re- 
movable handle fits on top or side. Three full-power 
speeds. Enclosed 1%-qt. bowl prevents splashing, is 
self-sealing to keep out dust when not in use. Two 
easy-to-remove beaters. Stores in small space. Always 
ready to use—so more women want it. $28.95, retail. 


Ceontie 
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Be Sure to See and Order 
THE NEW 


Phyllis 
Gold Filled and Sterling Jewelry 


and 
THE ENTIRELY NEW, HI-STYLED 








Scitarelli Jewelry 





To Retail from *9 up 
Beautifully Packaged 





Order thru your Wholesaler 


PHYLLIS ORIGINALS, Inc. 


536 Atwells Ave., Providence, R. I. 
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NEW COMPLETE LINE 10 





MODEL 551—G.E.'s 
Clock-Radio with phono- 
jack and Audio-Magic 
Switch and all automatic 
services. Mahogany 
(551), Pearl gray plastic 
(552). $49.95* 
*Slightly higher West and 
South. Subject to change with- 
out nofice. 


MODEL 535—Super-powered. 
Rich cordovan (535), alabaster ivory 
plastic cabinet (535W). $44.95* 





MODEL 546—Mahogany plastic. 
Alabaster ivory (547), Persian red 





MODEL 542—Wake up to music. 
Mahogany (542) and alabaster 
ivory plastic (543). $34.95* 
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MODEL 514—New price leader in 
modern-styled mahogany plastic. 
Fine toned radio. $29.95* 
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* With prices ranging from $29.95* to 
$49.95*, General Electric gives you a com- 
plete new line to outgross and outnet them 
all! Now you can offer America’s #1 Fa- 
vorite to fit every purse—and with no extra 
charge for choice of colors. 

Startling new Model 551 with phono- 
jack and Audio-Magic Switch opens up 
an entirely new market. For the first time, 
records can be played through a clock- 
radio and the volume of radio and records 


NEW 
COLORS 


QUTGROSS, OUTNET THEM ALL! 





@ Any record player can now be 
apuens through the new G-E 
phono-jack at back of 551 or 552. 





@ New G-E Audio-Magic Switch en- 
ables you to control record or radio 
volume by a twist of the knob. 






NEW 
PRICE 
RANGES 









MORE THAN EVER THE WORLD’S MOST USEFUL RADIO 


controlled with a single flip switch located 
on the front. Also for the first time, the 
record-player is connected with the Elec- 
tronic Servant—G.E.’s automatic appliance 
outlet. Now you can goto sleep or wake up 
to recorded music of your own choice! 

Added to undisputed sales leadership, a 
complete line and unmatched features, is 
the most aggressive advertising and sales 
promotion campaign in the entire indus- 
try. See your G-E Radio distributor today! 


General Electric Company, Receiver Department, Syracuse, N. Y. 


GENERAL @@ ELECTRIC 
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that will reach 


23,990,00 


people! 


LIFE 


November 10 Issue 
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A great new trinmph of 
watchmaking achievement... 


the world’s = \\ | 
thinnest and = | 
SECA may 
Self-winding 
waterproof* 


ELA 


Highest grade 17 jewel 
self-winding preciston 
movement, shock-reststant, 


AMY 


A 
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Now—for the first time—a wafer-thin automatic 
waterproof* watch! 


SANDOZ is proud to present a wide range of attrac 
tive dress watches incorporating all the important 
utility features. Available in nickel, steel and 18 Kt. 
gold. 


S 
s 


SANDOZ advertising will bring more Christmas trafic 
into your store. So don’t lose a sale—Order SANDOZ 
watches today! Write or wire for complete informa- 
tion. 


antt-magnetic, 
* waterproof —providing . 
crystal remains intact SHRIRO WATCH INC. 


and case unopened i dinicais otiel ck 6 11 WEST FORTY -SECOND STREET 
(tn 18 Kt. gold. $275. F.T.. NEW YORK,N.Y. 








Enlargement of Advertisement in LIFE 
»>HRIRO WATCH INC., 11 W. 42nd ST.,NEW YORK 


Jffices in Switzerland-Hamburg-London-Montreal- Honekone- Singapore 
Janann _ RAanils  Taliuin Neala Kaha Niabarta Inah Misrala | 
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for D9 i Yaatye See Motorola Radios 





Now! Clock Radios for every room in the house! 


Motorola Chek in 


0. 














kitchen....rumpus room 


bedroom....living room 
Top Line for Christmas Gift Sales 


Multiply your clock radio sales! Now Motorola moves one of 
your fastest-selling Christmas items out of just one room into 
every room in the house! Here is the new Pin-up Clock 
Radio, in four decorator colors, with a clock face you can 
see clear across the room and designed so that it takes up 
no shelf space. Look at the new 52C and 62C—precision 
timepieces plus Golden Voice radio combined. Notice the 
handsome, functional styling. 

The new Motorola line is priced and styled to bring you a 
fast turnover and bigger profits! See the new Motorola table, 
portable and clock radios now—at your distributor’s! 




















¢ New Pin-Up Clock Radio in 4 Decorator Colors—citron, off white, cherry, 
green, in bakelite that wipes clean in a split second. Timer $3995* 
automatically turns on radio programs. 


Table Models and Portables 





42B—$24.95* 


compact and powerful 


52X—from $29.95* 

power and sales appeal 
built in 

eeeeoeaeooeoeeeee0s 


52R—from $17.95* 


six decorator colors 
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52H—from $24.95* 62X—from $36.95* 52L—$34.95* | 
modern styling powerful and handsome with new long life 
batteries 
*Prices slightly higher South and West. *Prices subject to change without notice. 
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Keepsake “Package” Builds 


High Quality Sells, Satisfies and 
Gains Steady Customers for Keepsake 
Jeweler in Pensacola 









Richard K. Smothers 
Smothers-Coleman Jewelers 
Pensacola, Florida 





Rings enlarged 
to show details 
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Business for Smothers-Coleman 


Florida Jeweler makes good use of dealer helps and finds 
“national advertising really pays off for us.” 
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Ouly Keepsake Offers You All These Big Selling Advantages 


@ Saleability—Nationally Advertised by the e Keepsake prices are nationally estab- 
biggest campaign in brand-name rings. lished. 

e The strongest Guarantee in the trade... e Exchange privilege is assured if turned 
gives every Keepsake customer written in later on a Keepsake of greater value. 
proof of quality. e Guaranteed by the Good Housekeeping 

e The words ‘guaranteed registered perfect Institute. ~<qiw Obgeunn or 


a 40) 
* Guaranteed by @ 
Good Housekeeping 

Py ~ 


N 
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gem” appear on the Keepsake Tag. 
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DIAMOND DIGEST 


THE BARGAIN HUNTERS 


Almost any retail jeweler classifies 
his customers into two groups: The 
"regular" or steady ones, and the 
shoppers-——the bargain hunters who flit 
from one jewelry store to another, 
trying to stretch_each dollar. 

The consumer who shops around dces 
so by habit. Though he may not real— 
ize it, he is also a gambler who 
matches his wits and dollars with 
those of all the retailers in town. 
Because the odds are against him un-— 
less he is an unusually astute buyer, 
he generally winds up the loser. 

some jewelers themselves are in- 
veterate "shoppers" when it comes to 
diamonds. They go from one diamond 
source to another-——hunting bargains. 
As shcppers go, they are the greatest 
gamblers of all. 

A prime illustration of this came to 
our attention a few weeks ago. One of 
our larger customers, a periodic bar- 
gain hunter, triumphantly brought us a 
small paper of diamonds he had pur- 
chased elsewhere. "Look at these", he 
said. "They're exactly the color and 
quality I always use, and they're 
cheaper than I can buy them from you." 

We have heard this story before, 
and immediately called in one of our 
diamond experts to carefully examine 
the stones. First of all, many proved 
to be of poorer color than our cus— 
tomer thought they were. Among them 
were makes which did not meet his 
standards. Furthermore, that paper of 
supposedly "uniform" stones included 
diamonds that Arnstein Bros. & Co., 
with its carefully standardized 
assortments, divides into six differ-— 
ent qualities! 

Before we returned the paper of 
stones to the customer, we calculated 
the price at which we would sell them. 
It was, of course, considerably lower 
than the jeweler had paid. 

The jeweler was impressed——and a bit 
shaken. He had been so sure of his 
"bargain"! But he learned, we hope, a 
valuable lesson: that if he wants to 
save time and money, he should re— 
nounce "shopping around" and become a 
steady customer of a reliable house 
like Arnstein Bros. & Co. In addition 
to friendly and impartial advice, plus 
service, he gets the exact merchandise 
he needs, when he needs it-——and at 
the lowest competitive prices. 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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THE JEWELERS‘ 


T HE predominance of “flying 
saucer” stories now in circula- 
tion are seriously threatening to sup- 
plant the weather as the chief topic 
of conversation. Everyone used to 
talk about the weather but nobody 
ever did anything about it. While 
everyone is talking about “flying 
saucers’ these days, Gaston Moch, 
Montesano, Washington jeweler, de- 
cided to do something. Being an alert 
retailer, jeweler Moch took pictures 
of saucers carried in stock and super- 
imposed them on a photograph of the 
town’s City Hall. 

So unusual was Moch’s “evidence” 
of “flying saucers” that his saucer pic- 
ture was placed on page one of “The 
Montesano Vidette.” Just another 
example how an imaginative jeweler 
can capitalize on current events to 
gain publicity for himself, his store 
and his merchandise. 


© © 


AS television whetted your appe- 
tite for cloak and dagger 
stories? Well, try this one for size. 
The head of the U. S. Customs 
office in Washington received a tip 
from a man in Germany about a 
smuggler who was planning to bring 
$400,000 worth of diamonds into 
this country. 

Sure enough the tip turned out to 
be authentic and custom inspectors 
caught their man with the goods. The 
tip-off man was entitled to 25 per 
cent of the $400,000—tax free—but 
the inspectors had a difficult time 
locating the tipster. They finally 
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found him—in a German prison. And 
for what offense was he serving time? 
Smuggling! 


> © 


UR West Coast correspondent has 

informed us that MGM will cast 
Red Skelton to portray a jeweler’s 
nightmare in a yet untitled film. In 
the story, Skelton will play an ap- 
prentice diamond cutter who is as- 
signed the nerve-wracking task of 
cutting the world’s largest diamond. 


o © 
MAN cannot live by bread alone; 


he needs, among other things, 
a hobby. In the case of jeweler Paul 
Williams, Chicago, IIl., pedigree dogs 
are his pride and joy. So much so, in 
fact, Williams has ventured into a 
new enterprise—with his eyes wide 
open, too. Despite the disapproval of 
his brother Tex, Paul has opened a 
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poodle beauty parlor for the trim- 
ming, manicuring, washing, etc., of 
poodles. 

As all dog fanciers know, the trim 
or haircut of a poodle can make or 
break it in a show. Williams, a most 
versatile jeweler, is an expert poodle 
trimmer and his reputation is high 
among the canine-lover set. 

The poodle beauty parlor requires 
the full-time services of Mrs. Wil- 
liams, and we hear that the hobby is 
really paying off most profitably. 


© © 
ENRY G. DROSTEN, Drosten 


Jewelry Co. in St. Louis, is oc- 
casionally asked to lecture at local 
clubs and associations. To add a bit 
of drama and excitement to the lec- 
tures, Henry passes out a small enve- 
lope to each member of the audience. 
All the envelopes contain pebbles ex- 
cept two which hold diamond chips. 

He then asks the lucky folks hold- 
ing the diamond chips to bring them 
to the Drosten store in exchange for 
a special gift. 


© © 
PPRAISALS are thorns in the 


side of jewelers. A _ Detroit 
jeweler will no doubt vouch for this 
belief. It all stems from his encoun- 
ter with a customer who entered his 
store one day and asked to have an 
appraisal made of the stones in his 
cufflinks. 
“Low grade agate,” said the 
jeweler. 
“Agate,” bellowed the customer, 
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POWERFUL 





Continues To Build Sales For You Week After Week After Week, 


Powerful, high-penetration National Advertising, reaching tens of millions of homes — week after 
week — continues to build sales for Longines-Wittnauer Jeweler Agencies. 
Longines- Wittnauer is the only consistent radio and television program advertiser in the 
watch industry with established, exclusive prestige programs. 


Here is a thumbnail picture of how Longines-Wittnauer advertising dollars are 
building quality watch sales for you this week and every week! 





TELEVISION—(2nd consecutive year) 


The Longines Chronoscope — CBS, coast to coast, 3 times weekly 




















RADIO—(13th consecutive year) 


The Longines Symphonette — CBS, coast to coast, Sunday afternoons 














RADIO—(6th consecutive year) 


The Wittnauer Choraliers — CBS, coast to coast, Sunday evenings 














TELEVISION—(4th consecutive year) 


Special full hour gala Thanksgiving Day Festival — CBS, coast to coast 




















TELEVISION—(3rd consecutive year) 


Special Christmas Day musical treat — CBS, coast to coast 

















ANNIVERSARY Symphonette-Choraliers Record Album Promotion 


An exclusive November Pre-Christmas traffic building campaign for our jewelers 








NATIONAL MAGAZINES—(40th year) 


Merchandising advertisements for Fall and Christmas shoppers 

















SPORTS — (50th year) 


Millions of readers among the free-spending sports fans 
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ALL ADDS | ONE OF THE VERY LARGEST ADVERTISING 
UP TO... {CAMPAIGNS IN THE JEWELRY INDUSTRY 


THE JEWELER’S WATCH LINE 
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“what do you mean agate? These 
stones cost me $750.” 

“You were swindled,” said the jew- 
eler standing by his guns. “They’re 
not worth more than $3.00.” 

“Have it your way, the customer 
said as he roared with laughter. “But 
| still sav they cost me $750. The 
stones are gallstones, and that’s what 
the operation cost me.” 


e © 


T was bound to happen—what with 
the Russians claiming they have 

built the biggest clock in the world, 
etc.—the United States has now de- 
signed the world’s slowest clock, one 
that will tick once a year. 

It has been built by the Museum of 
Science and Industry at Chicago and 
was enclosed recently with other sam- 
ples of man's technical ingenuity at 
a cornerstone-laying ceremony. Pur- 
pose of the interment is to determine 
how certain materials withstand and 
react to long passage of time. 

Made from plans drawn by George 
G. Ensign, research director of Elgin 
National Watch Co., the thermostatic 
clock “movement” consists of a bi- 
metallic strip, held stationary at one 
end. The other end will rise and fall 
as the temperature goes up and down, 
respectively. 

The clock will register once each 


time the temperature falls to 20 de- 
grees after rising to 80 degrees 
fahrenheit. It will “tick” once each 
winter and count the number of years 
that have passed since the laying of 
the cornerstone. 

Compared with the century clock’s 
100 ticks in 100 years, the conven- 
tional wrist watch ticks 157,680,000 


times each year. 


o © 
RECENT check of Mother’s 


Day newspaper advertisements 


placed by jewelers throughout the — 


country shows that a good number of 
ads featured, of all things, wedding 
rings. No explanation was given ‘n 
the text of the ads as to why mother 
should receive a wedding ring as a 
Mother’s Day gift. 

(For a gag man’s view of the situa- 
tion, see cartoon below.) 


© © 
OME people wonder why after 96 


years of age no payments are due 
on their insurance policies. The in- 
surance mortality table stops at 96. 
What happens then? 

Rudolph Baude of Louisville, Ken- 
tucky, a 96-year-old retired jeweler, 
recently found out when he collected 
a $1,350 check on his policy which 
he took out August 10, 1880. Baude 
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“Suppose you let us worry about that!" 
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caught up with the insurance com- 
pany by outliving the life insurance 
mortality table. 


© © 


ORIS GAYNES, a Detroit dia- 

mond expert, hit the jackpot— 
the diamond jackpot, that is, when 
he established a new showroom near 
Seven Mile Road. The telephone com- 
pany conveniently gave him a most 
appropriate exclfange number: 


Dlamond 1-0447. 


Not to be out-shone by the tele- 
phone company, Gaynes managed to 
come up with a diamond of 10.447 
carats as an exhibit piece, which he 
now uses as a trade-mark. 


© © 


T HE concept of Time has for cen- 
turies intrigued philosophers. 
poets and even the ordinary man in 
the street. It is an interesting sub- 
ject, but it is a subject that has 
baffled humans from the early days 
of civilization. 


While man has failed to offer any 
acceptable explanation of Time, he 
has succeeded in creating devices to 
record its passage. From the rudi- 
mentary shadow clock of 3000 years 
to the newest chronometer, watch- 
makers have made a science of record- 
ing Time. Today civilization has 
grown dependent upon watches be- 
cause of their indispensable services. 
Modern man needs his watch; he is. 
in fact, dependent upon its services 
to get him to work, to business ap- 
pointments, luncheons, etc. 

How you can capitalize on the pub- 
lic’s continuing interest in Time, sce 
the series of articles in this issue on 
watch merchandising beginning on 
page 95. 


> © 


| N recent months may jewelers frona 
all sections of the country have 
sent in their unusual business experi- 
ence stories. The response attests to 
our belief that jewelers continuously 
meet dramatic and comic situations 
in their daily routine of meeting the 
public. 

Why not drop us a letter (literary 
style is unimportant) telling us about 
your most unusual business experi- 
ence story? JC-K, 100 East 42nd St., 
New York 17, N. Y., will pay $5 for 
each story published. 
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w sales-getters in 


Announcing: Two NE een-aent 


your fastest-selling 





REMINDER 3% million babies will be born this 
year, every baby with gift-giving relatives! 
Don’t miss a single day of this big business 
between now and Christmas time. ORDER your 
1847 Rogers Bros. baby gifts Now and assure 
early pre-holiday deliveries. 








1847 ROGERS BROS. J 


AMERICAS FINEST SILVERPLATE 


| NEw! O-PIECE FEEDING SET! 





Brightly colored, it’s a rattle, a doll, 
a holder for 2-piece “Educator Set. 


$2.00 retail. 


A new-design, long-handle spoon for easy 
infant-feeding, plus a “Learn-to-Eat” fork 
and spoon. Gift packaged in satin-lined 
box, plastic cover. $2.75 retail. 





ALI-TIME BEST SELLER | 
STEP-UP SET! 


Matched baby Silverware, from birth to 


we years. Includes: New-type Feedin 
— 2-piece “Learn-to-Eat” Set al 

piece “Youngster” set. In plastic gift 
case. $6.75 retail. = 
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.ONLY A JEWELER CAN SELL 


For centuries the jeweler has been recognized as the 
authority on fine watches. The smart jeweler today 
will capitalize fully on all the advantages that have 


come to him from this generally accepted recognition. 





4 PAGES OF WATCH MERCHANDISING 





Another Jewelers’ Circular-Keystone Merchandising Feature 
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Photo taken at L. J. Rad, Jewelers, West New York, N. J. 


The Customer Asks... 


For centuries, you know, the jeweler has been recognized 
by the public as THE place to buy a watch. You know too that through 
years of honest dealing there has been built up a community confidence in 
you as a jeweler. 

Thus you may wonder, after you have presented a fine selection of 
watches to a customer at the counter, “Why doesn’t he make up his mind 
and say he'll take one?” The answer may well be that you asked that ques- 
tion of yourself too soon; you haven't supplied the customer with all the 
information he needs to settle the questions (sometimes unexpressed ) which he 
had in his mind when he first said to you. “I want to look at some watches.” 
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You assume that the person facing you 
has confidence in your store or he wouldn't 


be there asking to see watches. Maybe he | . -an i Mave U¢ 
does—and then again he may be new to ) — 
the neighborhood or never personally had ceence {fl tilts 
the experience of doing business with you Cancn? 

on watches or watch service. Even if he JIVIC 


had, and was satisfied, he would like reas- 

surance. Such reassurance could take the 

form of a remark by you to the effect that 

you are pleased that you have been able to serve him well on watches and repairs 
and that he has placed confidence in you as evidenced by his current visit to look 
at watches. For those who are not acquainted with you, a statement as to your own 
personal interest in watches and your pride in the quality and selection of your 
stock, plus a remark on the value of dependability of source and reliability of 
vour service, provide a good foundation for a successful watch presentation. 


The customer is primarily interested 
in getting the most value, in merchandise 
and service, for the money he has decided 
to spend on a watch. He wants this if the 
watch is for himself or for a gift.. If it is 
for a gift he also wants a watch (and a 
jewelers package) which he will be proud 
to present and he will want to know the 
watch is backed bv service which will 
keep his gift “alive.” 

Despite the fact that the customer had enough confidence in you to approach 
you, there still remains in his mind the question of getting his money’s worth. 
This question you must answer in terms he understands and can repeat to others 
should he be called upon, by friends or family, to explain the reason for his selection. 








and in asking points the way .. . 


... TO MORE WATCH SALES 


It is in demonstrating how the pur- 

chaser will get his money’s worth in any é A/ bat Sh, 
watch offered, that the jeweler can support =" ite 
the customer’s confidence in him. To do Fring © 
this he will explain and actually show the _ | 
different characteristics, particularly of tne VWVaTcn | 
those watches which are up for final choice. - 
By careful presentation of these features TOnsidée 
the customer is able to make up his mind 

on a final selection, does make a purchase 

—and remains satisfied with his selection after he leaves the store. He will be 
a happy customer only if he makes up his own mind on the basis of facts you supply. 
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While it is true that a full-length book would be consumed in a complete pre- 
sentation of all the questions which enter customers’ minds in connection with their 
choice of a watch, there are some outstanding, or typical questions which are so 
common they can be classified as important. 

The following questions are obviously not all in the minds of all watch prospects 
because the same considerations would not apply to the selection of a watch for 
a middle-aged man (and even that would vary according to the gift occasion and 
the recipient’s economic status) as would apply to the choice of a watch for a 16 
year old. What’s more if the sixteen year old were a girl, the questions would be 
different than those for a sixteen year old boy. Between the two there would prob- 
ably be a complete reversal in the relative importance of two fundamental factors, 
ruggedness and fashion. 
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Here the customer is groping for a 
yardstick which he can apply; for he 
knows each watch is marked on this factor. 
Here is the jeweler’s opportunity to supply 
information which demonstrates his knowl- 
edge of the intricate machine he is selling. 
He should point out that each “tick” and 
“tock” of the watch is the sound of contact 
between two jewels and the metal teeth 
on a moving wheel; how that impact, 
thousands of times a day, must have the protection of hard jewels if the watch is 
to remain unworn and accurate. The degree to which the jeweler carries this ex- 
planation of the need for jewels depends upon his ability to explain it simply and 
the customer’s capacity and desire to understand. (The Swiss Watch Manufacturers 
and The Elgin National Watch Company, have recently produced, for counter use 
by the retailer, intelligently illustrated and easy to read “non-technical” explanations 
of quality factors in watches which the average customer can readily understand). 





This is one question, although often 

asked, which a sales clerk in an established 

° - T I is Wat cl L jewelry store can answer simply and to the 

| | i complete satisfaction of the prospective 
we Easily Serv- customer. | . 

The service and repair of fine quality 

icea ? jeweled-lever watches today has been sys- 

temized to the point where a jeweler or 

watchmaker has practically no trouble .. . 

loses little or no time. . . in securing the 

standardized, genuine factory-checked replacement parts needed in the servicing 

of the timepieces he sells. 

All reputable manufacturers, assemblers and importers of quality watches sold 
through established retail jewelry stores have on hand an ample supply of replace- 
ment parts for each new watch that they place on the market. And with the net- 
work of material distributors now in existence throughout the U. S., the retailer 
can get the parts he needs and which he might not carry in stock almost “around 
the corner.” And this applies to calendars, chronographs, and self-winding watches 
as well as to the conventional types of timepieces. 
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That the basic purpose of a watch case 
is to protect the delicate mechanism en- 


cased, it should be made to fit the move- 6 . W h at A re T h Se 


ment precisely and be carefully constructed ; , 
to keep out dust and air-borne grit which Signs of a Good 
might damage the movement. As _ to W at ch C ase , 


whether it should be steel, gold-filled or 

karat gold depends upon the type of watch, 

the personality of the wearer, and the use 

to which the watch will be applied. Well 

made, gold-filled cases are superior to too-light karat gold cases which are frequentl; 
made paper-thin to provide well sounding phrases for advertising, but which are 
easily damaged in every day use. Of course, of even greater interest to the con- 
sumer, particularly among women, is satisfaction of their questions regarding the 
styling of the case and attachment. 


This question is rarely voiced by watch 


“ff LAS | A | ‘ customers, but the jeweler selling a low- 
f VV al Mm © OU } . . h 
| : ew U | priced watch should recognize that the cus- 
‘'Drua-Store tomer has probably wondered about these 
—— a iain very cheap pieces. It behooves the jeweler 
Watches a t+ to be equipped with an intelligent expla- 
nation should the customer inquire. He 
h - ; . ‘. * ’ ~~ % — - ~ . . 
»D.).4Y VVITN tax: should point oat that the mechanism of 


such cheap watches are entirely different 
in that they operate on a simplified me- 
chanical principle and will not deliver accurate time for as long as a good jeweled- 
lever watch, even if he should get a copy that keeps good time at first. Point out 
that the watch is made abroad, must be shipped here, a duty paid and the various 
parties handling it make a profit from the $4.99 net retail price. The chances are 
the customer would not want such a cheap watch in his family. It is to have a 
clinching reply for such a question that the jeweler should carry a good, but very 
low priced watch in his store to show that no one can beat him when it comes to 
watch values at the lowest possible price. (One fine, cash-type jeweler in a big 
eastern city regularly carried a ten dollar watch, with their name on the dial, just 


for this purpose. ) 
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A customer visiting your store for 
the purpose of buying a watch often 
will show interest in other than the con- 
ventional type of timepiece. And the 
clerk, if he is on his toes, can ring up a 
sale for considerably more than the 
customer had originally intended to 
spend. 

Self-winding watches are special 


feature timepieces that help the clerk 
to “sell up” a customer, and the salesman should be prepared to point out the 


advantages of this “watch of the future.” In the same way, calendar watches 
are ideal for business men, and chronographs make excellent timepieces for en- 
gineers, radio and TV personnel, and laboratory technicians. But at the same time, 
be frank with your customers about the usefulness of the chronograph for a wearer 
who wants it only as a “gadget.” If he can make use of its special features, and 
understands that any servicing will cost more than for a standard watch because of 
its complex mechanism, don’t hesitate to recommend it to him. 
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The dictionary describes an adjective 
as a word used with a noun to denote a 
quality of the thing named. Too many lay- 
men are of the opinion that the adjective 
“Swiss” or “American” denotes a quality 
in a watch. It is the duty of the jeweler 
to correct any such impression. 

Now it is true that there are only three 
(or four) “American watch manufacturers” 
today. All offer good products. It is also 
true that all three (or four) offer, or plan to offer, watches—or lines of watches— 
with movements made in Switzerland. Therefore the jeweler should answer this 
question not on the basis of the national adjective, but in the same way he would 
answer a question regarding two different brands of watches, i.e., on the basis of the 
respective mechanical and casing qualities of the respective watches under con- 
sideration. There is performance-studded tradition behind both Swiss and American 
watch companies. There are full values offered under both banners. There is no 
reason to tear down the quality of any watch on the basis of its nationality—every 
reason to honestly explain whatever the customer wants to know about the background 
and present performance of any watch company and its products. 








The answer is that the most widely 
taf | known character watches (Mickey Mouse, 
iV. Are ¢ )}€,eLr- ete.) contain an unjeweled movement; are 

precisely engineered to enable them to 
adhere to the exacting requirements of 
economical production - line techniques. 
They are made of specially alloyed metals 
which withstand the wear of friction for 
years. They are designed for protection 
against the abuses to which young growing 
children subject them. They are priced low, they represent a gift suggestion the 
jeweler should recommend in order to get very young children in the habit of 
wearing and depending upon timepieces. The child will thus be that much closer 
to being a prospect for a jewelled watch of higher price. 





The Federal Trade Commission has 
steadily maintained a preference for the 
expression water-resistant when applied to 
a watch case. 

There are certain pressures which the ee 
Federal Trade Commission insists a sub- se 
merged watch must withstand without 
leakage before it is offered as water-proof 
or water-resistant. In either case the Com- 
mission emphasizes that no representation 
be made that tends to indicate that this Property will remain unaffected during the life 
of the watch or that it will not be affected by the opening of the case for repair or 
adjustment. Some manufacturers regularly subject their watches to these pressures 
before shipping them from their factories. 

The water-resistant (and at the same time dust-resistant) qualities of a watch 
present valuable sales arguments for prospects whose vocations or avocations subject 
their watches to wet, damp, humid, or dusty climatic conditions, but here (as in 
the case of shock-resistant watches) caution should be applied against the jeweler 
over selling the water-resistant qualities of a case. 
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Watches with shock-absorbing devices 
should be presented as _ shock-resistant 
watches. The proper presentation of the 
 C\c- benefits accruing to a watch equipped with 
a recognized shock-absorbing device is de. 
sirable, but caution should be applied 
against over-selling a watch so equipped. 
For, though a person may occasionally be 
able to drop such a watch from a fourth 
story window and find it still operating, 
no merchant wants to go through the experience of one jeweler who recently told 
a young man that the watch he was being shown was shock-proof. Taking the jeweler 
at the full value of his statement, the young man pitched the watch at the wall 
of the store, while the jeweler stood by helplessly in shocked amazement as the 
timepiece exploded in all directions at the impact. 

There are shock resistant devices such as Inca-bloc and others (described in 
detail in four consecutive issues of THE JEWELERS’ CIRCULAR-KEYSTONE beginning 
November 1950 to February 1951) which are used in virtually all watches today. 
Their purpose and function, in “springing” the balance staff and its jewel against 
damage by shock should be explained. Watches, intricate machines that they are. 
are not designed to be used as targets in trap shooting. 
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This is a point that the customer has pretty well settled for himself, for he 
would hardly have shown interest in a particular watch if he did not consirer 
that it had style appeal. All the customer needs from the jeweler are assurances that 
the watch he has selected is styled up-to-the-minute. The pointing out of these facts to 
the customer is a logical and important part of the jeweler’s selling job. 


A prospective customer who asks to 
see a $49.50 or $71.50 watch often can be 
sold a $91.50 timepiece—if the clerk will 
take the time to properly explain what has 
gone into the manufacture of the watch. 

Never assume the prospect wants an 
“average” watch. Many an unimpressive- 
looking watch customer who merely casu- 
ally asked to “see some watches” has been 
sold a big ticket diamond watch through 
proper development of the transaction by an alert sales person. Examples of such 
sales are to be found in any long-established store. 

The difference in the value of cases ‘s a fairly simple matter to point out to the 
prospect. A stainless steel case is understandably less expensive than a gold-filled 
—or 14 karat gold—or platinum—case. But the salesman must also take the time 
to explain that there also can be a vast difference in the workmanship that went 
into making the movement, such as the finish of the parts and the metals used, and 
in the case of the very fine models, the hand-finished assembly, checking and 
adjusting that was devoted to them by their manufacturers. On the more expensive 
“cadillac-type” watches the sales clerk can really wax enthusiastic by telling of the 
infinite care in the making of the parts, its painstaking assembly and the adjustment. 
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Begin on Your Order Pad 





by ALEXANDER M. FEKULA 


A WELL-ROUNDED selection of watches for 
any store is one which will have the broadest possible con- 
sumer appeal to the local market, it will be big enough to 
comprise an inventory that will provide a wide range of 
prices and styles for the consumer, yet small enough to 
produce a rapid and profitable turnover. 

One of the first questions to which the retailer must 
get an answer is, “What is the general income level of 
my community?” This need not involve expensive re 
search. You can get a pretty good idea right in your own 
store. There is a definite relationship between the various 
quantities of the different qualities of silverware, china, 
glassware and jewelry which you sell in your own store 
and the various quantities of the various qualities of 
watches you can sell. 

When you know the various percentages of sales by 
price ranges in the other departments of your store you 
can establish an inventory ratio for the various priced 
watches in your stock. This information can serve as a 
yardstick until you develop a watch sales history which 
will show you the rate of sale per price range, per brand 
of watch, per style of watch. 

Plan your purchases to cover seasonal trends based on 
this method and you will find a more profitable and a 
more rapid turnover in your watch department. Such 
planned and controlled buying will enable you to keep a 
compact and smartly new. constantly active stock of 
watches. 


ANALYZE YOUR MERCHANDISING POLICIES 


Most likely your merchandising appeals are directed to 
only a segment of the local economy. That’s natural and 
logical, but the nature of both a community and a store 
change. Have you recently analyzed the merchandising 
policies of your store as it is today, with the nature of 
vour trading area as it is today? Maybe a realignment 
of your policies are in order. For example, I know of 
several stores that have maintained such exclusiveness 
that they have virtually “excluded” themselves out of busi- 
ness. 

Then there are stores that are so careless in their mar- 
keting methods that a little housekeeping alone would 
attract additional consumers to their counters—consum- 
ers who would eventually buy merchandise in all depart- 
ments of that store. 

The income level, the taste level and the needs of your 
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customers affect the composition of a well-balanced stock 
of watches. 

Is your store surrounded by oil wells or by silos? Do 
shipyards or coal mines supply the main source of local 
income? Are you located on a fashionable boulevard 
far from industrial plants? Are you on main street in a 
good-sized city filled with tall office buildings or fac- 
tories? What are the geographic and climatic peculiar- 
ities of the portion of the country in which you live? All 
of these are guideposts to the type of watches most likely 
to sell in a community. 

Let us say, for example, that your store is in a farming 
community. The people do a great deal of their living 
out-of-doors, engage in much physical activity. 

Any watch used from day to day in such environment 
will be exposed to rain, dust, rough treatment and, in 
many sections, temperature extremes. This would sug- 
gest that you carry and promote a varied line of shock- 
resistant, water-resistant watches. The crystal should be 
tough, the case rugged, the attachment strong. 

There are many persons engaged in outdoor work who 
have little need to consult a timepiece frequently but who 
expect and respect pinpoint accuracy in their watches. 
For such people a selection of full-quality jeweled pocket 
watches represent an opportunity for good unit sales 
and important profits. This, because the size of pocket 
watches provide a ruggedness and lasting accuracy un- 
likely to be found in a comparably priced wrist watch. 

However, your stock in such a community should not 
be limited to utility pieces. The fiction that farm people 
live narrow, drab existences long has been blasted. In 
many instances the “country cousins” have more highly 
developed social lives than their urban counterparts. They 
live in smart contemporary homes and demand the latest 
labor saving appliances and all the luxury items that 
contribute to gracious living. 

This reminds me of an experience I had in Pittsburgh 
a few years ago while managing the watch department at 
Hardy & Hayes. It is a typical experience. Practically 
every jewelry store has many such incidents which illus- 
trate the wisdom of never underestimating the importance 
of a customer, no matter how shabby his appearance. 
Hardy & Hayes is one of the finest top quality jewelry 
establishments in the country, stocked with a complete 
and magnificent line of watches and clocks. A unique 
feature of the watch department is its deep carpeted pri- 

(Please turn to page 152) 
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M... need for personal timepieces is obvi- 
ous. The jeweler’s need for watch profits is equally 
obvious. Since timepieces were developed and perfected 
by jewelers, the contemporary jeweler naturally assumes 
that watch sales are his private domain. Though the 
public has traditionally associated timepieces with the 
jewelry store, recent changes have resulted in the sale of 
watches by less qualified outlets. This has led to con- 
fusion in the minds of many consumers who have thus 
lost sight of the technical aspects in connection with their 
purchase and the need for competent servicing by the 
store from whom they buy their watches. 

The problem confronting jewelers today is how to stir 
up public interest in watches and at the same time converi 
that interest into the purchase of a watch from a jewelry 
store. How then can jewelers arouse public interest in 
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watches’ This is nut a new question—it has been faced 
by others, so benefit from their experience. JC-K has 
assembled these ideas from actual case histories of 
jewelers all over the country. 

Many jewelers capitalize on the current fashion con- 
sciousness of Americans to sell a new or an “extra” watch. 
The effectiveness of fashion as a merchandising influence 
is and has been capitalized upon by the Jewelry Industry 
Council-sponsored “Watch Fashion Parade.” As _ sug- 
gested by the JIC, there is a “Right Watch for the Right 
Occasion”; indeed there are right up-to-date modern 
watches available for every day, for every occasion. You 
can also point out to customers that your store’s offering 
of watches is incomparable for beauty, accuracy, variety 
and price range. 

A Southern Jeweler, known among his townsmen as an 
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expert watch repairman, uses his prestige to sell cus- 
lomers New watches by capitalizing on the “right watch 
for the right occasion.” He often takes the intiative to 
pint out to a customer who wears a dress watch that he 
should also have a shock-resistant model for working 
hours. The jeweler suggests to manual workers in par- 
ticular that they have dress watches reserved for evenings 
and week-ends. 


COOPERATE WITH MANUFACTURERS 


An effective method in stirring interest in watches is 
through imaginative and constant use of display windows, 
the materials for which are often supplied by cooperative 
manufacturers. Such is the method successfully employed 
by Mermod-Jaccard-King, jewelers of St. Louis, Mis- 
souri. 

“If the jeweler is desirous of winning additional pres- 
tige and notice for his watch department, it will pay him 
to give the public a little background on each of the 
manufacturers represented in his store.” That is the 
theory of William Wurth, watch department manager for 
Mermod-Jaccard-King. During a period of two years 
Wurth has stimulated considerable public interest in and 
appreciation of his store’s watch department by using a 
series of windows, run at planned intervals, each oi 
which is devoted exclusively to a single watch manu- 
facturer. 

This window series impressed upon the average shop- 
pers mind the large variety of brand names carried in 
stock by Mermod-Jaccard-King. Furthermore. each dis- 
play had the faculty of building up a much richer appre- 
ciation of the individual manufacturer. in such a way 
that even the most casual passerby could remember it. 
Also. the general effect of Jaccard’s window displays 





convinced the public that the firm must have all of the 
leading watch lines available in the city. 

The acquisition of new watch models is the jeweler’s 
cue to publicize his store as a watch headquarters. Adver- 
tise: let the public know of the new addition to your 
watch stock. It is an event that lends itself to a dramatic 
announcement. 

Stirring up interest in watches is necessary, but it also 
is necessary that the interest stimulated lead to watch sales 
for jewelers. Watch business must not be allowed to 
drift to other types of retail stores. Newspaper ads placing 
emphasis on the services provided only by the jeweler 
is one effective answer to this problem. 


BACK UP SALES WITH SERVICE 


Watch business does belong to a store that gives service. 
Jerome M. Wilson, of Wilson’s in Syracuse, New York, 
says, “If we can let the customer know about the service 
we give, we feel we have a better chance to get the busi- 
ness.” Any item that is sold at retail, Wilson pointed 
out, must be backed up by a service department or the 
retailer is not fulfilling his obligation to consumers. 

To bring this home to the shopping public, Wilson’s 
conducted a strong “public relations” program aimed 
at educating the consumer about intelligent buying of 
watches. The firm ran a half-page series of newspaper 
ads built around the theme “Let’s Talk About Watches.” 

A typical ad read, “A lot of people have been attracted 
to watch sales advertised by non-jewelers. These non- 
jewelers have no conception of the responsibility of sell- 
ing a watch. As far as they’re concerned, when they sell 
a watch, they’re through—just like selling a pack of 
cigarets. or a can of beans. 

(Please turn to page 156) 


Watches for Others.. 


... CAN SELL THEM FOR YOU 


A roundup of performance-proven promotion 


ideas that sold watches for other jewelers. 
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Bo DIRECT MAIL 


This direct mail letter to prospective watch customers, one 
of several suggested in the Plan Book, is keyed to the fashion 
theme. "Have you looked at your watch lately?" the copy 
reads, continuing: “Well, of course, we know you look at 
the time more often than you can remember. But have 
you examined your watch as a stranger might do, if he 
happened to be standing near you in the elevator? It would 
be difficult to put into your wardrobe anything which gives 
you as much pleasure and service and contributes as much to 
your personal appearance as a well styled watch."" The copy 
goes on to point out to the prospective customer that he 
should take advantage of the showing of the latest watches 
at the jeweler's and emphasizes the 'Christmas-just-around- 
the-corner"’ angle and the store's layaway plan. 































eo 
fashion Parade—oet. 30 to Nov. 


ness underway as early as possible this year, the Jewelry Industry Council has put special 
emphasis on layaway promotion in the 1952 Watch Fashion Parade. Newspaper mats, 
direct mail suggestions, window display plans, radio commercials and counter cards, pro- 
vided in the JIC’s Plan Book for this annual promotion are all keyed to “The Early Bird 


Layaway Plan,” emphasizing to the public the advantages of early selection of Christmas 
watches. 


The material shown on these pages is only part of the complete promotion kit already 
mailed out to retail jeweler members of the Council. Other jewelers interested in obtain- 


ing the kit may do so by writing their request to the Jewelry Industry Council, 608 Fifth 
Avenue, New York 20, N. Y. 


If there is any remote 
possibility that another 
jeweler in your community 
might use the same ads, 
check with the advertising 
manager of your newspaper. 
He will make sure there is 

no duplication. 
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4... RADIO COPY 


This typical one minute radio commercial is one of several 
suggested in the Council's promotion kit. 

“It's Watch Fashion Parade time at Store Name," the 
copy reads. "Store Name is saluting the watch industry for 
the outstanding fashion job it has done. See Store Name's 
parade of watch fashions which includes the largest collec- 
tion of new watch designs they have ever displayed at 
one time. 

“The correct style in your watch is as important to your 
appearance as the correct time is to your schedule, and 
because Store Name can offer you watches as price-right 
as they are fashion-right, it is easy for you to be in style 
as well as on time with a modern watch." 























Wateh Parade Window 


Features Names, Types and Price Groupings 
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Watches are typed in groups in this integrated display designed to show store's complete line. 


= have shown that price is not gen- 
erally the first consideration in the purchase of a watch. 
The accuracy and dependability of the watch and the 
reputation of the maker are of greater concern to most 
purchasers. A/fter that, price does become a controlling 
factor. For this reason, we have planned our “JIC 
Watch Parade” window suggestion this month to feature 
a goodly number of manufacturer’s names and also pro- 
vide a means of grouping watches according to type and 
price. 

Autumn leaf cut-outs of heavy colored paper each 
carry the name of a popular make of watch. Watches are 
pinned to four framed copy cards from which slanting 
ramps extend to the window floor carrying additional 
merchandise. Curved pads on the floor also display 
watches and clocks. 

The framed plaques offer an opportunity for connect- 
ing a copy message closely with the merchandise. Each 
plaque can feature a particular type of watch—or a 
selection of various styles of watches for particular types 
of people—or any other group arrangement which suits 
your own selling story. 

Since neither price nor style are the primary buying 
motives in the purchase of watches, it is apparent that a 
selling story must be told in order to convince prospec- 
tive customers of the quality and dependability of the 
product since that is their first concern. From the adver- 
tising literature of the manufacturers. from books on 
watchmaking and from your own experience, you should 
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MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Material Source 


Wood or cardboard frames 
approx, 9” x 12” 


Display cards for frames 


Beaver board for ramps and 
free-form pads 


Fabric for covering ramps and 
pads 


Buy simple picture frames or 
have made 


Show card writer 


Lumber yard—Cut out in 
store 


Department store or Display 
Supply House 


Autumn leaf cut-outs of col- 


ored paper Make in store 


Lettering on leaves Show card writer 





be able to coliect a variety of facts about the manufacture 
of watches which will be interesting and convincing of 
quality workmanship to the average prospective pur- 
chaser. However much they demand accuracy in the 
product they purchase, most people understand very little 
about the construction of a watch. Most people are 
vague even about the purpose served by the watch jewels. 
Simple, understandable explanations of some of the more 
interesting machinery and inspections used in watch 
manufacture, the minute tolerances which are necessary 
and the almost microscopic size of some watch parts make 
good copy. If you can obtain some good photographs 
of watch factory processes these could be enlarged to fit 
(Please turn to page 164) 
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Suggested display at left emphasizes 





idea of early shopping for Christmas 
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gifts. The winged hourglass and copy 
dramatize the idea of fleeting time. 


by VIRGINIA DIXON 


Circular shadowbox is used for a 
showing of water-resistant watches. 
Adaptation of the fishbowl ideo, 
marine props are easy to make. 














Follow-Uhrough Displays 
For Watches in the Store 


‘ie JIC Watch Parade promotion is timed 
to implant watch consciousness in the public mind at a 
season of the year when sales records show that purse 
strings are apt to be more than usually loose and at the 
very beginning of the period when lay-away sugges- 
tions for Christmas can logically be made by the jeweler. 
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Arrangements for promoting Christmas layaway suggestions 
in early-season displays without too much holiday flavor. 





Window displays are a vitally important part of the 
campaign, but displays inside the store can also do an 
important job. They can back up the window displays 
which bring prospective customers into the store with a 
watch purchase definitely in mind—and they can also 
arouse interest in a watch purchase in those customers 
who are in the store for other reasons—especially repair 
department customers. 

This means that as much effort and imagination should 
go into your in-store displays as go into your window 
displays. Your stock displays should be neat and orderly 
and if possible grouped according to price and type; 
but in addition to these there should be, both in the watch 
department and in other parts of the store, dramatic spot 
displays which focus attention on watches. 

(Please turn to page 181) 





Paper sculpture hands of a 
man and woman are suggested 
for display in counter case. 
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“My Time. is Your Time" was the musical headline for this 
window. Silverware was used to set off displayed watches. 








Titled "Three O'Clock in the Morning,” this display 
featured collector's items along with new watches. 


Waren Rank & Motteram, Milwaukee jewelers, decided 
to capitalize on the 1951 Watch Fashion Parade, they hit upon a novel 
approach in promoting public interest in watches. For each of their 
large street-level display windows, they selected a popular song title to 
set the background mood for each watch brand stocked by the store. 
Each of the windows featured one line of watches and each had a musical 
bar motif at one side of the window on which was given the name of 
the line which was tied-in to a popular song title having some reference 
to time. For example, ““My Time is Your Time,” “Three O’Clock in the 
Morning,” “Time on My Hands,” “Now is the Hour,” ete. 

Featured watch brands in all the windows included American and 
Swiss lines, and watches ranged from high-fashion dress models to such 
special feature timepieces as automatics, calendars, and chronographs. 

A further note of charm was supplied by the addition of colorful 
background sketches of Autumn scenes: pumpkins in a field, ducks in 
flight over a pond, etc. All in all, music, fashion and Autumn were 
utilized together to create a dynamic series of watch window displays 


which succeeded in capturing the attention as well as the imagination 
of the public. 
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“Now is the Hour" proclaimed the theme plaque in this display. 
Silver candlesticks added an interesting touch to the exhibit. 





Promotion Sets Watch Names to Musie 





Musical theme of this window was “Time on My Hands," and 
clocks and watch attachments shared space with watches. 
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Boxed "his and her" sets of watches were spotlighted 
in this window. Autumn leaves lent a graceful touch. 
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Sells Watches From 


$69 to $39,000 
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fF Unusual window displays of expensive watches, 
= as above, are part of Linz’ merchandising pro- 
| gram. Counter cases, left, are never crowded. 


Linz Jewelists, of Dallas, Texas, are well known throughout the country for 


the outstanding quality merchandising and promotion program they carry on. 


Watches are included in the “treatment” and their sales results are phenomenal. 


A UNIQUE merchandising program for 
quality watches has been effectively carried out by Linz 
Jewelists, Dallas, Texas. This program is paying off in 
profits and involves the sale of four watch brands, all of 
which are handled exclusively in Dallas by Linz. Their 
entire watch-selling program revolves around this limited 
number of watch brands, each of which is in a particular 
price bracket. 

Some of the key factors in Linz’ success in watch mer- 
chandising include continuous watch advertising; con- 
stant use of the same two sections of windows for the 
sole display of watches; use of thoroughly trained sales 
personnel, most of whom have seen long service with the 
firm; and store promotions as, for instance, display of 
unusual and sometimes highly expensive watches, along 
with imaginative exhibits of watches in counters. 

All advertising is planned well in advance and is 
handled by one of Dallas’ leading agencies, under the 
supervision of Director of Public Relations Joe Linz and 
other store executives. About 30 to 35 per cent of the 
firm’s advertising budget is spent on watch advertise- 
ments. Practically all of this is on newspapers and maga- 
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by LORRY A. JACOBS 


zines. Most ads feature single or groups of new watches 
from the exclusive brands handled by Linz Jewelists. And 
all through the copy runs the theme of dependability, 
quality, value and “luxury-best.” 

While most jewelers continuously display watches in 
their windows, Linz never varies from using the same 
two sections of the front windows for watch display and 
much time, effort and expense go into the effort to create 
the finest in eye-catchers. 

All employees in the sales department are trained to 
sell in every department and they spend a great deal of 
their time studying and learning the stock. No watch 
customer ever has to wait for a salesman who “knows the 
line” although in some cases the customer may be passed 
on to someone higher-up . . . perhaps even to Victor 
Brazell, buyer, or to one of the chief executives. 

“We never want an employee who doesn’t intend to 
spend the rest of his life with us,” says Ascher Kahn, 
a top Linz executive. “We know how he feels before he 
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FREE! BUT SUPPLY LIMITED! 


Dramatic New Christmas Display 
Makes Prospects STOP...LOOK...AND BUY! 
Write for yours, today! 
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Let it work wonders for you.. as a super-salesman...as a win- 

dow dressing aglow with old-time Christmas spirit...and it’s Powerful Ronson pre-Christmas advertising 

FREE! Yes, this exciting new Ronson Lighter Display is yours builds demand for you via: 

for the asking! ® Full-color, full page ads in leading maga- 

. a ; zines @ Hard-hitting TV spots—appearing 

It sets up in seconds.. takes surprisingly little window space! ‘round the clock in key cities @ Publicity—in 

Yet, this handsome, full-color, three-dimensional Ronson the press, movies, theaters and TV shows. 

“Christmas Carolers” Display will show off more than a dozen This campaign is sure to make millions of 

different Ronson Lighters plus those you group around its base. shoppers who are thinking of Christmas... 
think of Ronson! Cash in on it! STOCK, 

Send for it! Set it up in your window! And watch those Christ- DISPLAY AND FEATURE RONSON! 

mas shoppers stop, look, and hasten into your store for easy, 





fast Ronson sales! 


TODAY, send for your free Ronson Christmas Display. 


WRITE: Ronson Art Metai Works, Inc., Dept. K-10 
One Aronson Square, Newark 2, New Jersey 
®) 


WORLD'S GREATEST LIGHTER 
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comes with us, and we practically never hire anyone 
except young men who expect to make this their life work. 
We pay them top salaries and commissions; in two years 
they are eligible for profit-sharing; in five years they get 
a sizeable insurance policy.” | 

Store promotions are held largely for the purpose of 
getting newcomers to Dallas and the Southwest acquainted 
with Linz Jewelists. And, for these, unusual timepieces 
or special jobs done by the manufacturing department for 
some special customer are used. The advertising and 
publicity usually bring a steady flow of curious, but able- 
to-buy customers. And, of course, Linz case displays are 
rich, luxurious, and glittering with diamonds but also 
conservative and likely to contain samples from the 
lowest price to the top. 

“Of course,” says Joe Linz, “the amazing wealth of the 
Southwest is also responsible for our success. And along 
with it goes the rugged individualism of Southwesterners 
known to get what they want when they want it. For 
instance, one man selected a $5,000 ladies watch, but he 
wanted it in a diamond bracelet. So we made it for him. 
The cost was $35,000, and he made no objection whatever. 

“Another customer is a collector of Patek-Phillipe 
watches, having a standing order for every stock model 
from stainless steel to platinum brought out by Patek- 
Phillipe. And lately he has extended the hobby to 
‘strikers,’ chronometers, and chronographs. He has the 
money to pay for them and, of course, you know he has 
an amazing collection.” 

Linz’ salesmen are quick to suggest to customers that 
an expensive watch deserves an expensive case and Linz’ 
manufactured diamond watch-cases house many an expen- 
sive watch sold by Linz. Customers are also encouraged 
to have special watches made to order. 

“So far,” says Joe Linz, “we haven’t had a request for 
a watch imbedded in the top of a cowboy boot... but we 
wouldn’t be surprised, and we’d likely try to fill the bill.” 

High ticket sales for “different” watches are common 
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About 30 to 35 per cent of the firm's advertis- 
ing budget is spent on watch advertisements, 
examples of which are shown at left and below. 
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Linz Jewelists' display cases are rich-looking and con- 
tain many highly stylized diamond watch models. 


at Linz. Victor Brazell, watch buyer, and Clifton Linz 
comb the national and European markets for unusual 
watches. 

“IT just sold a $2,000 watch, cased in a coin, this 
morning,” Brazell said, when interviewed. “They wanted 
something ‘different’ and they got it.” 

Location also is important. Linz’ beautiful store is 
located next door to Neiman-Marcus, nationally famous 
for high fashion. It is on the high road from the hotel 
to the theatrical district and as near the very heart of 
Dallas as anything could be. That tops off the entire 
operation and does its bit in enabling Linz to do one 
of the outstanding watch-selling jobs of the nation. 
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free ‘, diamond display cards 





Use these 3 diamond cards in your windows and on 
your counters...display the diamond slogan that is 
working for you in magazine advertising...and tie 
in with the all-out diamond promotion that is helping 


you sell. 


G@ Arich photographic card, in full color, designed for use 
in your window or on your counter, during the Christmas 
selling season. Size 9” x 12%”, easel backed. 


be A striking card, in handsome colors, may be used in 
your window or on your counter, at any time of year. 
Size 7” x 10”, easel backed. 


€ A chaste and simple card, for window and counter, right 
in any setting, at any season. 5%” x 32”, tent card. 


Limit, 2 free sets to a store. Enclose 25c to cover post- 
age and handling. Order from Diamond Promotion 
Department, The Reuben H. Donnelley Corp., 305 E. 
45th Street, New York 17, N. Y. Additional sets avail- 
able at 50c each, plus 25c for postage on entire order. 














plus Two national advertising campaigns: 1. The Engagement 


Diamond Tradition—in Life, Look, The Saturday Evening Post. 
2. Diamonds as Gems of Fashion—in Vogue and Harper's 


Bazaar. 
Publicity in newspapers, magazines, on radio and television. 


Lectures throughout the country. 


Diamond Sales Manual . . . Helpful FREE booklet, “More 
Dollars from Diamonds.” Order from Diamond Promotion 
Department, The Reuben H. Donnelley Corp., 305 E. 45th 
Street, New York 17, N. Y. 


Tie in with this all-out promotion—keep diamond sales coming your way 
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Once There Was a Watchmaker . . ’ 


His unrealistic approach to his customers prevented his capitalizing upon 


the biggest sales-motivating force in the jewelry business — sentiment. 


This story was told by Ming Rivenberg, Sales Research Manager of Hamilton 


Watch Co. before the HIA convention in Washington, D. C., this summer. 


= now and then | visit an old watch- 
maker friend just to sit around and talk and watch him 
work. His is a typical watchmaker’s shop, a little dull, 
but clean, comfortable and convenient. 

A short time ago I went in to see Uncle Joe and after 
the usual friendly greetings he says, “Come on back and 
sit a spell. I’ve got an old honker to finish up and then 
we can chew the fat.” He sat down at his bench, pulled 
down his eyeglass and went to work. 

1 walked over and looked at the board on which the 
repair jobs were hung; a typical assortment of timepieces 
such as you’ve seen on other such racks. One heavily- 
engraved pocket watch particularly intrigued me. I[ was 
looking at it when Uncle Joe pushed back from the bench 
and said, “There, I hope that pleases his nibs. I’ve got 
her down to five seconds a day.” 

“What’s the trouble this time, Pop? Did you run 
across another of those characters you swear is ‘out-of- 
poise’ ?”’ 

“No,” he sighed, “this is just another of those nause- 
ating sentamentalists. A young railroader. Got his 
granddad’s watch. The old boy was quite a high-baller 
in his day.” 


PEOPLE ARE SENTIMENTAL 


After a moment he continued. “Nothing peculiar about 
watches. It’s people that’s queer. You know, I some- 
times wonder if anybody owns a watch just to tell time. 
| swear most of the people who own them are suffering 
from some kind of an emotional disturbance.” 

“Like what,” I asked. “Like love for instance?” 

“That’s it, Bub.” he replied. “It’s love or a reasonable 
facsimile anyhow. An’ when that seeps into a watch 
you're really sunk. I just wish you could stand behind 
the counter and hear people go on when they bring 
watches in to be fixed. I ought to be Dorothy Dix or 
some other dame who writes those columns for the love- 
lorn instead of a watchmaker.” 

“Look, Pop,” I began, “I’ve always had a heap of 
respect for your intelligence and ability. I’ve envied the 
wisdom you seem to have stored away in that head of 
vours. But on one thing you've got a blind spot. In spite 
of the year’s you’ve spent observing people and watches. 
you don’t seem to know anything. about what makes 
people tick. 

“Tf.” I continued, “you’d only take half as much 
interest in people as you do in watches, you’d begin to 
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see what | mean. People are creatures of feeling; they’re 
not machines. It would help a lot if you could tune your 
teelings to those of your customers. You must if you are to 
be logical and analytical in your efforts to understand 
them.” 


LOVE IS THE KEY TO IT ALL 


Uncle Joe leaned over and picked up his pipe. “Go 
on,” he said, “you’re really wound up today. I| really 
would like to hear you out on this. You seem to be 
pretty convinced that your ideas are right.” 

| pressed my advantage, continuing, “No one can be 
arvund the jewelry business for very long without know- 
ing that peoples’ feelings have a lot to do with its very 
existence. Where do people turn to buy the traditional 
spoon for the new baby; where do they go for the gradu- 
ation watch, the engagement ring, the wedding presents, 
special anniversary gifts, important birthday presents? 
To a jewelry store, of course! Did you ever try to figure 
out why, Pop? No, not you. You've had your nose in 
watches too much. 

“Well, love, yes, love, is the key to it all. People do 
have warm feelings of affection for one another in the 
intimate chapters of their lives. And they do have power- 
ful urges to express those feelings with the bestowal of 
suitable gifts. No mere trinket will do, nor will a second 
or third grade quality. Human affections, I mean genuine 
human affections, will not be trafficked with. People 
know that instinctively. You haven’t noticed this be- 
cause you've been blinded by a strange unrealistic 
prejudice. What you don’t know, apparently, is that 
your prejudice and unrealistic approach to people is the 
rule rather than the exception. As a consequence, the 
jewelry business—at least on the retail level—never has 
really capitalized upon the terrific impact it can have on 
the lives of people. Whatever impact it does have 1s 
in spite of the attitudes that I’m talking about. 

“This absence of understanding people and what makes 
them tick shows up in many different ways. And I think 
the current wave of price cutting that is going on, not 
only in our business but in many businesses, stems from 
a lack of understanding of what motivates people to buy 
things. If you’d look at recent jewelry newspaper adver- 
tising. you’d think the only motivating force for buving 
or selling a watch today is the size of the discount. Dis- 


counts don’t make sales: they only reduce profits. Some 
(Please turn to page 146) 
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There never was a better time to take your own private 





poll right in your own community and count the num- 
ber of votes in favor of you and your diamonds. For 
without favorable public opinion of your diamond 
department you cannot dare hope to be elected to 
a position of leadership. America’s fastest-growing 


diamond house can help you WIN WITH DIAMONDS! 








SERS & ChALIG 


IMPORTERS 


DIAMOND 











LOS ANGELES 13, CALIFORNIA 
220 West Fifth Street 
MUtual 3173 





CHICAGO 2, ILLINOIS 
55 East Washington Street 
FRanklin 2-7791 


DALLAS 1, TEXAS 
1802 Main Street 
PRosnect 1041 

















Are You Getting All You Should 


From Your Repair Department? 


How does your repair volume compare with stores of similar size? Further 


information provided by JC-K’s survey of repair operations shows that the 


majority of stores attribute 10 to 40 per cent of total volume to repairs. 


Part Il 


I. the first part of THE JEWELERS’ CIRCULAR- 
KEYSTONE repair department survey report (September 
issue), it was revealed that jewelers do recognize the 
immediate as well as the intangible advantages of a repair 
department. Repair operations, it was said, are profitable 
in their own right, they serve as confidence builders, 
and they constitute one of the jeweler’s finest means oi 
creating store trafhic. 

To what extent are repair departments profitable? 
What percentage of a jeweler’s annual volume can be 
attributed to the repair department? You would, of 
course, also like to know how stores of similar sales 
volumes compare with your repair department business. 

To determine the facts on this hitherto untouched sub- 
ject, the JC-K repair department questionnaire included 
the question, “What percentage of your total volume do 
you attribute to repairs?” Answering this questions 
were 821 retail stores—821 stores which together are 
representative of the different groups of jewelry stores 
in the country having varying annual sales volumes. A 
complete breakdown of answers is given in the graph 
below. 


A glance at the graph will clearly demonstrate that 
there exists a set ratio between various annual volumes 
and the percentage of volume due to repairs. The larger 
the store’s annual sales volume the smaller is the per- 
centage of that volume attributable to income from 
repairs. Conversely, the smaller the annual sales volume 
of a store, the greater is the percentage of repair sales. 

Thus, we see that stores with annual sales volumes 
of $300,000 and up attribute 10 per cent—or at least 
$30,000—of annual volume to repair work. On the other 
hand, the majority of stores in sales volume classifica- 
tions under $20,000 show the percentage of sales attrib- 
utable to repair ranging from 10 to 40 per cent. 

The jeweler, by studying the chart below, can see how 
his store compares in repair volume with stores of similar 
size. He can readily see if his store is average. 


SYSTEMS 
As every jeweler knows, there exists a great need for 
an efficient system in handling repair work—a system 
that eliminates delays and resultant irritation on the 
(Please turn to page 142) 





Stores Classified by Total Dollar Volume 











Percentage of $500,000 | $300,000 | $100,000 | $50,000 | $30,000 | $20,000 | $10,000 | $5,000 
volune Over to te to to to to to to Under 
ERG tErEE #2000,000 | g909 999 | $199,999 | $299,999 | $99,999 | $49,999 | $29,999 | $19,999 | $9,999 | #5000 
kOF 100% 100% 100% 79% 67% 41% 3L% 27h 18% 11% 
rie; | 20% 23% 3Le 312 22% 6% LZ 
30% % 17% hd 2ue 17% 9% 
Ke, 4 0.5% 5% 6% 11% 21% 11% 
50k 1% 0.5% 1.2% 3% 7.5% 12% 18% 
60% 1% 6% 8% 1Lg 
70% 1.2% 1% 1% 8% 11% 
680% 0.62 1g 6% 134 
904 0.5% L% % 
No. of stomes | 8 ; 7 “Ee ae 2k 2 Rese eae 
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AS SEEN IN “LIFE™ 


THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


LE (OULTRE 


The name LeCoultre on a timepiece is a mark of utmost distinction. Since 
1833, LeCoultre has continuously combined great inventiveness with the 
highest quality — to create the most exceptional types and styles in watches 
and clocks. LeCoultre endows them with beauty, manufactures them to the 
highest standards of precision in all watchmaking. Your Jeweler will be 
happy to show you these, and other most exceptional LeCoultre timepieces. 


ATMOS — The Perpetual Motion Clock! This world-famous LeCoultre creation offers 
amazing, virtual perpetual motion in a handsome clock. No hand-winding, no electricity 
— ATMOS runs silently, accurately, powered alone by unfailing daily changes in the 
temperature. ATMOS, beauty-in-action, brings a dramatic touch to every home. An ex- 
ceptional possession, a most exceptional yift. Measures 914 x 844 x 64 inches. $175. 


LE COULTRE PATTON. Subtle distinction 
in rich simplicity for a gentleman. 18K 
gold hour-markers in high relief enhance 
the beauty of its most unusual dial. In 
a highly finished 14K gold case, $139.50. 





THE THINNEST WATCH IN THE WORLD. LE COULTRE FUTUREMATIC. Only LeCoultre’s exceptional skill could create today— 
A work cf unbelievable precision and deli- this Watch of Tomorrow! Engineered to be the most accurate automatic watch in the 
cacy of execution, with a LeCoultre move- world today, it is 100% automatic, has no winding stem! Cannot overwind or run down. 
ment only .0531 inches thick. Silhouette May be set to exact second with backsetting stem, shown in illustration above. Reserve 


of side view shown. In platinum, $1950. Power Indicator. Hand-finished gold-filled case, $99.50. In fine 14K gold case, $165. 





a 


LE COULTRE WRIST ALARM. An accurate watch LE COULTRE COUTURIER WATCHES — expressing high-fashion elegance LE COULTRE CALENDAR MOONPHASE. For a 
with a “golden voice” — a tiny bell reminds of with a captivating flair. Here are three of many exclusively styled LeCoultre science-minded man. It tells seconds, minutes, 
every appointment; awaken as a morning alarm. watches for ladies, offering historic assurance of accuracy and quality at hours; day, date, month and the phase of the 
Gold-filled case, $99.50; moisture-proof, $110. its finest. “Fantasie”; “Flair”; “Caprice” — in 14K gold cases, each $125. moon. Gold-filled case, $99.50. 14K gold, $150. 


LE COULTRE SULTAN AND SULTANA. Perfectly mated LE COULTRE ARISTOCRAT. This set in smart, wedge- LE COULTRE CORONET. The crowning touch! The re- 
fine watches, smartly designed for a noteworthy couple _ shaped cases is typical of the inspired, imaginative de- —_markable beauty of these twins-in-all-but-size is equalled 
— hers a dainty and exceptional duplicate of the fine signs ever to be found in LeCoultre’s watches-that- by the exceptional precision, an integral component 


watch he will proudly wear. Gold-filled. Each, $71.50. —_ match-in-the-highest-fashion. Gold-filled. Each, $71.50. of every -LeCoultre watch. Gold-filled. Each, $71.50. 
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Parade of Lines 


Emphasizes Extent of 


Watch Department 


by R. L. ATKINS 


The use of cards giving customers watch- 
buying tips helped create store confidence. 


National advertisements were used to tie-in 
with the display of well-known watch brands. 


a Bui 


In order to create a watch-conscious public, Bromberg’s devoted its twelve 


display windows to the nation’s leading watch manufacturers. A dramatic 


touch was added by the display of ancient timepieces along with new models. 


Wares sales were sharply stimulated and 
the number of visitors to the watch department were far 
above normal when Bromberg & Co., Inc., jewelers of 
Birmingham, Alabama, presented a “Watch Parade.” 

Mid-spring was chosen as the ideal time of year for 
honoring the nation’s top watch manufacturers because of 
increased interest in personal appearance, the closeness 
of graduation day in schools and colleges and, of course, 
the fair weather of the season itself. Also, the early May 
period coincided with an expansion of the store’s watch 
inventory. 

Unlike previous watch windows, in which the products 
of many manufacturers were simultaneously honored in 
a single window, Bromberg’s devoted no less than 12 
windows to the promotion, each window featuring an 
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individual watch manufacturer and including many props 
and display items furnished by the sponsor. In order to 
give the big event maximum interest, the Bromberg 
executives corresponded with every manufacturer whose 
timepieces are included in the inventory and subsequently 
got excellent cooperation in the form of materials, help 
from sales representatives, and coordinated newspaper 
advertising. 

The store’s watch parade led off with a huge central 
display in which an 8 x 4 foot oil painting depicted the 
march of time, with famous historical characters repre- 
sented passing Father Time on his throne. Displayed on 
a ledge along the front of the painting were historical 
watches, including repeaters, Nuremberg eggs, lapel and 
pocket models representing many uathinn wall a century 
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Reproductions of national ads were also used in 
this window display devoted to a noted watch name. 
Spring flowers provided an appropriate background. 


of development. Grouped around the sides of the windows 
were hour glasses, a magnifying glass and cannon time- 
piece designed to discharge a miniature cannon when the 
sun reached a certain elevation, etc. A Roman sun dial, 
clepsydra water clock and candles were also included. 

Remaining windows displayed separately the watches 
of leading manufacturers represented in the Alabama 
jewelry store's stock, with plenty of special interest fea- 
tures to hold attention. For example, in a window devoted 
to one manufacturer, a photo montage of the many 
steps required in factory production gave the public an 
inkling of the complexity of watchmaking. 

“Each window,” William Bromberg stated, “was 
planned to give the public an appreciation of why the 
watch involved is a national favorite. We felt that if any 
onlooker could remember only two or three facts about 
each watch, he would be likely to bring up the subject 
whenever watches are discussed and, of course, mention 
the store name.” 

Throughout all of the windows such curiosity attracting 
features as jars filled with watch screws, progressive dis- 
plays illustrating the making of watch faces and cases, 
spring manufacture, etc., were interspersed. The effect 
was a “gallery of watchmaking knowledge which brought 
more than ordinary interest.” 


Window cards invited people to see the movie "Progress 
of Time,'’ which was shown regularly during promotion. 
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To attract further interest in watches, the 
firm staged a guessing contest. People were 
asked to guess the number of watch screws in 
a jar, which was placed in center of window. 


A movie entitled “The Progress of Time” was shown 
on the fourth floor of the store at regularly scheduled 
intervals, whenever store traffic would permit. Since 
the movie was highly educational as well as entertaining, 
invitations were extended to local schools. A number 
of high school physics classes attended as a group; a 
number of school students came individually. The com- 
pany ran a daily newspaper ad on each of the watch lines 
emphasized in the windows, with an invitation to visit 
the store, see the movie, ask questions in the watch de- 
partment, etc. 

To further attract interest to watches, Bromberg’s 
staged a guessing contest. A number of screws were placed 
in a jar and people were called upon to guess the number. 
The closest guesser was awarded a Hamilton watch. 

Net results of Bromberg’s “Watch Parade” were a 
considerably better public recognition of the extent of the 
Sromberg watch department, far more traffic in the 
store and, finally, a steady increase in watch sales. 
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A U-shaped counter unit, located 
near the store entrance, houses 
most of Samuels’ Watch inventory 


by ROBERT LATIMER 


Store Reputation Supplements Brand Lines 


For Successful Watch Merchandising Program 


Emphasis on store reputation is the key to this firm’s watch merchandising 


program. The clever slogan “You might buy the right watch in the wrong store, 


but not the wrong watch in the right store” is used in watch display windows. 


ryy 

I HERE is a large watch market open to the 
jeweler who supplements his brand watch merchandising 
with an active store name selling program. That is the 
staunch opinion of Albert S. Samuels, head of the Albert 
S. Samuels Co., one of the San Francisco’s prominent 
jewelry firms. 

Samuels, whose four-story jewelry store is a step away 
from the Golden Gate city’s busiest downtown shopping 
corner, feels that stocking the watch department with the 
products of nationally-known manufacturers and depend- 
ing upon “brand advertising” to make sales is not a 
guarantee for sales. 

“In my own opinion,” he explained, “the jeweler 
becomes something of an automaton when he relies com- 
pletely upon national advertising and the promotional 
efforts of the watch manufacturer to do his selling for 
him. Eventually, watch merchandising becomes merely 
a process of window display, maintaining an inventory. 
and waiting for the customer to come in. With competi- 
tion keen from every aspect of watch merchandising and 
the same brands sold in many competitive types of re- 
tailing, the jeweler’s opportunities on this basis are 
sharply limited.” se 

Therefore, ever since the construction of Samuels’ store, 
this San Francisco jeweler has operated his watch de- 
partment on the theory that the store’s reputation and 


124 


guarantee are just as important in selling as the watch 

brand. While there are many nationally-known watch 

brands incorporated in the store’s huge stock, little issue 

is made of the fact in window displays, newspaper adver- 

tising, or even at the point-of-sale level. Instead, the 
(Please turn to page 160) 


A Samuels’ watch salesman carefully explains to a pro- 
spective customer the company's watch guarantee policy. 
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There’s a sure way to explore the possibilities of 
improving your packaging—as well as stimulate 
increased sales and prestige for your dealers— 
without expending money, time or effort. Invite an 
Arrow merchandising technician... to discuss with 
you the creation of a ‘‘custom-tailored” package for 
your new or redesigned product... Or perhaps, to 
help you in the development of a merchandising 
idea, combination offer, or a timely counter 
promotion... The Arrow consultant will help you choose 
the proper technique—in plastics, metal or wood, 
for any packaging or merchandising project. 





Turnover...” 





Says Jack Montgomery, Sales Manager of M. A. Meaq 
and Co., Chicago, and President of the National Whole. 
sale Jewelers Association, “‘is the key to greater profits,” 








Last month Jewelers’ Circular-Keystone presented 
words of counsel and advice to the retail jeweler 
. from some 40 manufacturers in the trade. This 
Ee month JC-K presents the advice of the President 
of the NWJA on what he considers of paramount 
current importance to the retail jeweler. 





To the Retailer -— — — 


DOES your memory go back far enough to remember what 
“normal” means in the jewelry business? If so, that will describe what has 
been happening in 1952. For at least ten years the pace has been fast and it 
has been difficult to apply sound business practices, but now we are at the 


point where I feel safe in saying “turnover is the key to greater profits.” 











It is time that you devote yourself to careful control of your inventory 

| and do not succumb to the buying habits of the past years when one purchase 
was to last through Christmas. Now, to control your inventory and enjoy 

the profits from “turnover,” you should buy where you can be served fre- 


quently. The order of business for 1952 should be “adequate inventory 


maintained by regular buying.” 





I feel that I would be derelict in my duty not to point out to you 
the advantages to the retailer as provided by the present day wholesale dis- 
tributor. He is able to release more of your time to selling by simplifying 
your buying and bookkeeping through concentration of your purchasing. By 
means of his nearby warehouse and sales organization, he can replace your 
inventory quickly and provide frequent sales helps on up-to-date merchan- 
dising. Under present “normal” conditions his knowledge and understanding 


of financial problems can be a comfort and a guide. 








There is nothing peculiar about your present business that good common 
sense will not handle. Remember, business can’t help but be good for the 
Christmas season. So, if you control your purchasing and arrive in January 


with a clean inventory, you can’t help having a good year. 
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HAMILION BEAGH PAYS 
[OP FOOD MIXER PROFIT! 


Costs Customers LESS! ; - 
Pays You MORE! |~ 


At $37.50 retail, less juice extractor, 
Hamilton Beach is the top consumer value. 
Yes, Hamilton Beach’s lower price broad- 
ens your market. And this mixer is easiest ss ‘ | x a 












ype eee 
Moth te ; 


to sell. 


In quality, Hamilton Beach is second to f 
none. More than 40 years’ experience | 
and 15 million appliances are proof. | 
What more could any product offer? 

It’s top quality ... Costs your customers 
less... pays you more! The sweetest profit. 
package you Can get. 
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HAMILTON BEACH 


Gives You Most Profit 
on Food Mixer Sales! 


MIXER ““A"" PAYS 

MIXER ‘‘B’’ PAYS 

nn vnoen é y Z ) 4 

MIXER “D" PAYS : HAMILTON BEACH — (4 home-permanco 

HAMILTON BEACH PPE ‘ Quick-Dry q_ aie f 7 sr oom 
very. 952) | Electric Hair Dryer 17 


RETAIL 






Dryer lifts off stand for 
portable use. Heat control 
at top. “On-Off” and “Hotr- 
Cold” switches. Light- 
ivory enamel. Gift pack- 
age doubles as counter 
display. 





July 1, 1952.) 
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NEW HAMILTON BEACH 
Home Drink Mixer 


Has a huge ready-made market. Millions 





i 


é g _ 
1975* RETAIL 





or 


Includes gift box, 


bracket, and screws The fastest-selling portable. All- owning freezer-compartment refrigera- 
for wall mounting. purpose; ideal in smaller kitchens; tors and home freezers (4,100,000 are 
for lower incomes—a big new in use!) have sent bulk ice-cream and 

°Priees tubiect to oh market! Hangs on wall or fits in frozen fruit juice sales soaring. 
—— drawer. Smart gift box also serves Makes real soda-fountain malteds and 
as counter display. milk shakes at home! Re-fresh-es frozen 


orange juice. Makes bar drinks, too. 


tf Family-gift item. Full 1414” high. Sturdy, 
in strong metal stand in white enamel. 
$2250* RETAIL 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 
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Left: Tara Jewelry by Sperry featuring 
modernistic dimensional links in a gold 
finish, adds shining interest to softly 
slim jersey dress, a season's favorite. 


Right: Dark rhinestones in filigree set- 
tings by Kramer give a "family treasure” 
look to choker and earring set. Jewelry 
intensifies the elegant air of a softly 
molded black crepe dress as shown here. 

















Right: “Question-Mark" gold necklace with 
pink quartz dangle was designed by Thelma 
Claire Brill, of Jewelry by Arthur King, 
Inc. Shown inside necklace is her brace- 
let of 14K gold wire ensnaring uncut gem- 


stones—amethyst, aquamarine and emerald. (Illustrations by Dorothy Burke) 


A WOMAN dressed elegantly in black is com- 
ing into the life of every retail jeweler this fall and winter 
Fashion is sending this woman and a flock like her in 
the jeweler’s direction because fashion is placing more 
emphasis on jewelry and accessories to complement the 
new fall and winter styles which are simple in line and in 
black-brushed color. 

Following are a few jewelry style hints that will help 
you key your merchandising and promotion to your 
fashion-conscious customers: 


Black is newly important in clothes . . . splashes importantly 
into the realm of black jewelry and accessories. 


Bracelets are being used to cover the forearms in dramatic 
cuffs, flexible styles, dangles or in groupings .. . sometimes 
are brilliantly massed to substitute for sleeves. 


Decorative rings are large and important. 
Bibs and lavish necklaces sparkingly fill-in yawning necklines. 


Pins pin-point attention on subtle details of new sinuously- 
slim siren frocks. 





Earrings swing low in magnificent hoops and pendants to 


by WINIFRED PARKER counteract close look of head-enclosed, hair-hiding hats. 
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Jecessories for the New Fall Look 


There's extra money to be made between October Ist 
and Christmas by jewelers who take advantage of the 
ashion angle in selling compacts, carryalls, cigarette 
cases, lighters, lipsticks, pillboxes, and all the attractive 
accessory items that are indispensable to smartly groomed 
women. 

For too long a time it has been the practice to give 
jewelry store accessories a little extra push only around 
Christmas time and other gift-giving times of the year, 
to toss them off as last-minute gift items for men shoppers. 

These are fashion items! They should be sold from 
the fashion-point-of-view! With the right kind of pro- 
motive handling they can become seasonal repeaters, for 
they certainly are packed with more fashion interest than 
the inevitably purchased new shoes and gloves. Women 
know that new accessories should be an integral part of 
each and every new costume, and that to be truly smart 
itis necessary to own a complete wardrobe of such pretty 
things. Ready and waiting are colorful cobra cases, sleek 
sophisticated leather cases, smartly gleaming metal cases 
—some color splashed in fascinating abstract designs 
for sport, daytime, and tailored wear; there are all sorts 
of sparkling and be-jeweled glamour cases for frothy oc- 
casions and elegant evening wear. The appeal is there, 
the merchandise is there, the women are there, it is our 
job to get them together. 

If the fashion message is presented strongly enough 
by the jeweler there are few women among his customers 
who will be sufficiently complacent to carry compacts or 
carryalls wearily left-over-from-last-year with their beauti- 
ful brand-new clothes. 

The manufacturers of accessories have styled their new 
lines in keeping with the leading trends in clothing and 


jewelry. The new pieces have refinement, elegance, deli- 
(Please turn to page 158) 


Blackinton's sterling silver accessories stress the 
top fashion look of elegance, refinement and 
delicacy for both daytime and evening ensembles. 
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Above: Elgin-American's black vel- 
vet carryall forms a formal basket 
with metal case always on display. 
Their Musical Compact (right) plays 
pretty tune when the lid is opened. 





Left: Sling carryall in black 
velvet by Wadsworth. Light in 
weight, it swings comfortably 
from the arm. Their new Birth- 
stone Calendar compact (be- 
low) is wafer-thin; lid is 
set with vari-colored stones. 





Left: Evan's accessories in the 
high fashion theme feature 
dramatic black cases brushed 
with pearls and rhinestones in 
scrolls of silver colored metal. 
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How to Capitalize on the Stone of the Month 


Topaz— Birthstone for November 


COLOR: 

A clear, rich brownish-yellow is the color usually asso- 
ciated with topaz in both the natural (yellow) variety 
as well as in the more common citrine or topaz quartz. 
The natural topaz occurs in several shades in addition to 
the yellow—blue, green, pink, red, as well as colorless. 


VISUAL CHARACTERISTICS: 

Both the precious topaz and the topaz quartz or citrine 
as used in jewelry are clear, transparent and brilliant 
stones. Both varieties<aére similar in looks although the 
“precious” variety is slightly more brilliant than the 
quartz. In addition, the former has the property of be- 
coming electrified like tourmaline and amber when rubbed 
so that it picks up pieces of lint, paper, etc. 


WEARABILITY: 

Precious topaz ranks just under corundum in hardness 
while the topaz quartz variety is slightly less hard. The 
former, however, is not as tough as the quartz and rea- 
sonable care should be taken in wearing it as a sharp 
blow may start feathers in the stone, even if it does not 
chip or fracture it. 


USUAL SHAPES: 
As used in jewelry today, precious topaz and topaz 
quartz are generally brilliant faceted on top and step 





faceted below the girdle, in the square, octagon and oval 
shapes. The colorless and sometimes the colored varieties 
are often brilliant cut. 


ASTROLOGICAL SIGNIFICANCE: 

Topaz has for centuries been the natal stone for those 
born in November. It is the gem of Sagittarius, the 
Archer. The “Stone of Strength” as it was once denoted, 
topaz stands for friendship, fidelity, loyalty and true love, 


ROMANTIC BACKGROUND: 

The exact derivation of the word “topaz” is uncertain 
but it is believed taken from the name of the island in 
the Red Sea—Topazios—the present island of St. John 
from which most of the wor!d’s supply of peridot is se- 
cured. In fact, it is believed that the name “topaz” was 
originally given to the yellow gem material chrysolite 
found on the island and the mineral was not topaz at all, 
Actually, in ancient times all transparent yellow stones 
were indiscriminately called topaz. 

Most of the precious topaz as well as the topaz quartz 
used in jewelry in modern times originates in Brazil. In 
the eighteenth century, the principal source of topaz was 


(Please turn to page 162) 





WINDOW DISPLAY 


Golden wheat and colorful autumn flowers spill from a small 
cornucopia to form a background for sparkling Topaz rings 
arranged on leaf shaped pads on the window floor. The copy 
is lettered on wood grain board. The cornucopia may be of 
plaster or papier mache or a crystal or china vase in this 
shape can be used. Dark brown or dark green felt is cut out 
for the leaf pads or they may be made of cardboard 
covered in velvet or silk. 


NEWSPAPER AD 


This suggested newspaper ad is a reproduction of an 


ad mat prepared especially by Metro Jewelry and 
Optical Service, 80 Madison Ave., New York, producers 
of a syndicated service providing ads for jewelers. 
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Dallas 


311 South Akard Sz. 


Los Angeles 


220 West Sth St. 
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Business always goes to the man 


with something EXTRA fo sell! 


Business will come to you when the good word gets around that you feature the 
famous Circle of Light Diamond . . . the diamond with EXTRA brilliance, 
EXTRA beauty, EXTRA size appearance. 


And business comes to us because jewelers throughout the country have recognized 
Baumgold as the prime source for diamonds of EXTRA quality . . . the most 
important source for the greatest variety of sizes and shapes . . . the only source 

for the famous Jagersfontein collection. 


And remember, you always get extra value in the Circle of Light Diamond 
because you buy direct from the cutter. 






Qosiend € RC L ‘ of 
Ny “Gy, 
& LIGHT diamond 


The diamond with the signature no other can copy 


— anafhliate of 


DAUMGOLD 


62 WEST 47th STREET, NEW YORK CITY, N. Y. 
Brothers, Ine. 








Melee Plant: 





Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 


305 East 45th Street, N. Y. C. 
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A Short Course in Gemology 


The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. 


Part XVI — OPALS 


= resemble no other stone, and have 
never been convincingly imitated. A tradition of bad 
luck has followed them for many years, a superstitution 
stirred by Sir Walter Scott’s Anne of Geierstein. Possibly 
this tradition sprang as much from jewelers’ bad experi- 
ences with the stones as from any other source. Their 
bad experiences stem from an inherent property of the 
stone, a property that is, in a way, responsible for its 
beauty, but which has resulted in stones cracking while 
still in the jeweler’s stock. 


SINGULARLY DIFFERENT FROM OTHER STONES 


Opal, unlike the other stones we have been studying, 
is not a clear, hard, crystallized mineral like beryl or 
tourmaline. The nature of opal is a little difficult to 
convey, for opal is a gel. We can, perhaps, think o! 
the word gel as being equivalent of jelly, a substance 
which contains water mixed with some more or less clear 
material which becomes coagulated on setting. The 
difference is that the silica, the silican oxide, when it 
combines with water makes. a gel that is rather rigid and 
hard; unlike the jelly made by organic matter. Just 
as jelly can be made very soft, by adding lots of water, 
or very firm, by adding only a little water; so do silica 
gels vary in hardness (and refractive index) according 
to the amount of water they contain. The water of the 
gel may not be permanently held, jelly in the refrigerator 
will gradually dry out and shrink and become rather 
tacky. Silica gel can dry out, too, but is too brittle to 
shrink and pull together, it just cracks, or “checks,” as 
the jeweler euphemistically puts it. That is the grea: 
drawback to opal, it is likely to crack, and it is hazardous 
to stock large white opals of any great value. White- 
bodied opals are most likely to crack, black or gray- 
bodied opals are least susceptible to checking. Some 
jewelers keep their opals in glycerin or oil in an attempt 
to preserve them from cracking while they are still in 
their stock; a practice which is hardly defensible since 
they are to be sold to someone who will not similarly 
safeguarded them. It is even questionable whether or 
not this measure of prevention is effective anyway. 

There has been, as yet, no wholly satisfactory explana- 
tion of the origin of the colors reflected from precious 
opal. The color pattern often has a granularity which 
is suggestive of the grain of marble. Many may well be 
substitutions of opal material (replacement is the geologi- 
cal term) for the calcite of a marble. Since rough opals 
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often assume the shape of fossils, it would require two 
stages, first the filling in of a space or a fossilization of 
some animal structure by lime, followed by an exchange 
of this calcite material for the opal. At this time, a 
pattern of cracks, or of layers of opal with different 
amounts of water mixed with the gel was preserved in 
this second replacement. Opal varies around 1.45 in its re- 
fractive index depending upon the water content. One 
theory suggests that reflected light returning to the viewer 
is affected by its passage through these bands of different 
refractive index, like light passing through a prism to 
make a rainbow, broken up in this way into its spectral 
colors. The light coming from the opal is actually a 
myriad of little rainbows; as each colored spot is turned 
its color can be seen to progress through the entire spec- 
trum. 

The first commercial source of opals was Hungary, and 
today we often call a white-bodied opal “Hungarian 
opal,”’ even though there is no production now. Probably 
the earliest opals, the “opalus” of Pliny was actually iris 
quartz. This is clear quartz, rock crystal, with a very nar- 
row crack with sides so close that they cause the inter: 
ference of light known as Newton rings, from the great 
English physicist. One occasionally sees stones cut from 
such colorful quartz, but they have no appeal today be- 
cause we are too flaw conscious. Newton ring colors can 
only be regarded as the sign of a frightful flaw. In Ro- 
man days they must have been something of a mystery, 
for they were colorful yet, to transmitted light, the stone 
was completely free of color. 


AUSTRALIA IS MAJOR SOURCE TODAY 


For many years now, opal has been almost solely a 
product of Australia. We do not too clearly understand 
the conditions that create opal, but in Australia they 
must have reached their optimum. The opal formations 
of Australia extend over a wide area of eastern Australia, 
outcropping in both Queensland and New South Wales. 
There are numerous localities, each with its characteristic 
type of opal, with two of most importance to the trade. 
The white opals of Queensland and the black opals of 
Lightning Ridge in New South Wales are best known. 
The Queensland opals occur as seams in boulders or in 

(Please turn to page 148) 
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IT TAKES ALL KINDS 
TO MAKE A SALE... 


Different people have different tastes. 
It takes a carefully balanced selection of 
diamonds to make the sale. 


That's 
where Kimberley's experience counts. 


DOOr 
OO 


When you order from Kimberley you 
know that from a_ vast selection, 


Oe oe 
OO 


Kimberley sends an assortment varied 
in taste and price to meet the prob- 
lem of even the hard-to-please cus- 
tomer. That's what makes sales. 


Try Kimberley for your next selec- 
tion and see. 


GOODS SENT 
ON 
MEMORANDUM 


WRITE TODAY 
FOR PRICE LIST 
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Greeting Cards Stop the ‘Passing Parade’ 


Too many folks were just looking at his store, not enough of them were stopping. 


What he needed, this Chicago jeweler reasoned, was a constant, year-’round. 


traffic-pulling item. And that item turned out to be the greeting card. 











The greeting card section is located at the rear of the Bates store. 


o« 

—— we have enjoyed a good, 
steady business since our opening in 1947,” says John 
C. Bates, owner of Bates Jewelers, 2406 West Lunt Ave., 
Chicago, Ill., “we noticed that many people too often 
just glanced in our window and then went on to the 
shopping district around the corner.” 

The Bates, father and son, realized that many of these 
people only thought to stop at the jewelers when watch 
repairs were needed or for the occasional purchase of a 
piece of jewelry or silverware for a gift. There must be 
some way, they thought, to bring more of these people 
into the store more often. 

When opening the small neighborhood store in 1947, 
young Jack sought the advice of his father, Clifford Bates. 
who had retired after 50 years in the jewelry business. The 
elder Bates offered to come in and help out while the 
new store was getting started. Today, he is still an active 
member of the firm. 

The Bates considered several possibilities before they 
settled on greeting cards as an item that had a steady 
day-in and day-out demand the year ’round. 

“Greeting cards have a natural association with out 
giftwares,” explained the younger Bates, “as well as with 
our regular lines of jewelry, watches, etc. A family pur- 
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chases on the average between 12 and 14 cards a year, 
so this seemed an excellent means of bringing more 
people into the store.” 

The store was completely remodeled and the depth 
was extended, providing a large corner which, with an 
island display rack, gave 31 feet of display space for 
the greeting card stock. Jack decided on the Hallmark 
card line because he felt that these cards were in best 
keeping with the high standard of quality which he 
maintains throughout the store. 

At the time of the remodeling, a short side corridor was 
made with its recessed wall lined with floor-to-ceiling 
display shelves. Here are shown a wide variety of china, 
glass and pottery items, with the emphasis on those in 
the moderate price range. This line was added a year after 
the store was opened and has been a successful part of 
the Bates’ operation. The specialty of the store, however, 
has always been the sale and repair of watches and 
standard jewelry items. 

The Bates marked the opening of their new greeting 
card section with several advertisements in the local 

(Please turn to page 163) 
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|. A new development in watchmaking is the Tissot 
"Automatic Navigator," a world-time wrist watch. It 
retails at $350 in I14K gold, and at $125, F.T.I., 
in stainless steel. From the Holzer Watch Co., N. Y. 


2. New diamond models in The Gruen Watch Co.'s 
fall line feature “clover-shaped" cases and dials. From 
left to right, “Cardiff,"" 8 diamonds, $350; "Floridan," 
4 diamonds $125; ‘Mariemont’ 6 diamonds $185. 


3. "Lady Cross" by Benrus has 17-jewels, yellow 14K 
aold case, unusual dial treatment and comes with a 
genuine leather strap. Priced to retail for $92.50. 


4. The Wittnauer "Envoy Automatic" features a thin 


automatic movement. Executed in 14K gold with a 
black or white dial, this model retails for $99.50. 


5. A strikingly modern look is achieved through the 
raised time indications on the watch case. “Index'’, 
from Wyler's automatic Dynawind series, is water and 
shock resisting, has !4K gold top; $110, retail. 


6. Strictly masculine is the new #2145 by Waltham, 
featuring a 21-jewel movement in rolled gold plate 
case with steel back. Retail price is $49.75, F.T.I. 


7. “Holly,” a new ladies’ model by Hamilton, has a 
silver and gold dial and is smartly recessed in a 
scalloped shadow-box like frame. Comes in either a 
natural or white gold-filled case; retails at $57.75. 
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1. The Bulova ‘Watertite” features a 1|5-jewel move- 4. 


ment with radium hands and dial, plus sweep-second 
hand. "“Watertite," style #151, retails for $33.75. 


2. Flex-Let's "Windsor'’ expansion watchband for men 
features baguette-type facets. Retailing at $10.95, 
F.T.1., the “Windsor” is available with yellow or 
white gold-filled top with a stainless steel back. 





3. Simplicity of design and striking contrast be- 
tween black dials and I4K gold-filled case are 
featured in Elgin's duet, "Black Night" for men and 
'‘Midnight"’ for women. Each watch retails at $87.50. 5. 


4. Seth Thomas model #15205C has |7-jewels and a 
10K gold-filled case. This ladies’ watch has a 
thick flat crystal and cord band. $55, FTI, retail. 


5. This ladies’ expansion watch bracelet has 1!/10- 
12K gold-filled top with stainless steel back. It 
is available in all lengths with yellow, white and 
pink gold-filled tops. Retails at $12.95; by Apex. 


6. A two-color effect features this Admiral watch 
band, in which jet-black Onyxite is used for con- 
trast. This model has 1/20 1!0K_ gold-filled top 6. 
and stainless steel back. By M.F.G. Watch Band Co. 
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Fashion-wise, profit-wise 
pearl-wise stores are going 
along with IMPERIAL on the 
new surge of popularity that 
marks the still greater use of 
pearls as adornment for 


daytime and evening wear 


IMPERIAL 
ULTURED 


are the easiest pearls to sell for 
holidays and all the year round! 





because they are known best 


... years of national advertising and international 
publicity have established the leadership of the Im- 


perial name 


because they are the best qualities 


. as world’s largest importers, we exercise great 
discrimination in our purchases; our resources are 





unlimited 
because they are merchandised best — FOR_FINE JEWELRY DEPARTMENTS 
. our own original promotions ensure profitable Exquisite necklaces, and thrilling selections of solid 


eold jewelry, with cultured pearls and precious 
stones, to retail at from $10 to $10,000 


FOR COSTUME JEWELRY DEPARTMENTS 


selling all the year round 


because they are Registered, 





Insured and Pre-Ap pra ised Ample selections of necklaces, and gold-filled jewelry, 
... the only such safeguards in the industry, for the with cultured pearls or Unconditionally Guaranteed 
protection of the jeweler and his customers simulated pearls, to retail at from $5 to $25 


America’s finest stores feature Imperial Pearls. 
If you want an Imperial Pearl Department in your store, contact our nearest office. 


IMPERIAL PEARL SYNDICATE 


Worlds Largest Importer of World's Finest Cultured Pearls 


NEW YORK: 607 Fifth Avenue—PLaza 8-1076 

CHICAGO: 5 No. Wabash Avenue—DEarborn 2-2844 
DETROIT: 914 Michigan Theatre Bldg —WOodward 2-1300 
LOS ANGELES: 607 So. Hill Street—TUcker 6159 
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1. "Luxette” is a petite and jeweled hand-wound 
alarm clock which stands less than 3" high and has 
a |" case. Metal dial model retails at $5.95 and 
luminous dial at $6.95, plus tax. By Lux Clock Co. 


2. Quartered-wood effect around dial adds richness 
to Telechron's electric clock ‘Telegrain."' Case is 
a mahogany color; bezel and hands are gold color. 
"Telegrain"” has a suggested retail price of $7.95. 


3. The French Provincial style is captured in this 
wall clock. The imported movement is enclosed in a 
light brown finish wood case; the clear toned bell 
strikes each half-hour $80 retail. By WHerschede. 


4. The “Beckoner'’ by General! Electric is an alarm 
clock styled in glistening ivory plastic. Numerals 
and hands are an ivory color; second and alarm-set 
hands red. The recommended retail price is $6.95. 


5. “Elegance,” a new electric chrome kitchen wall 
clock, is available in five dial colors: white, 
black, red, blue and green. Retail price is $5.95 
plus Federal tax. By The Sessions Clock Company. 


6. Lovers of traditional styling in accessories 
will appreciate this desk barometer. The case is 
red mahogany, polished and finished. It retails 
for $20. From Fee and Stemwedel, Inc., Chicago. 


7. Designed to relieve eye strain from television 
glare is this TV lamp with clock. It is 5" high 
and comes in a variety of colors. List price of 


Model 700 is $10.95. By Pennwood Numerchron Co. 
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CULTURED PRARES 


eFine quality pearl necklaces at all prices. 








eUndrilled cultured pearls. 


e Graduated assortments. 
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Repair Department 


(From page 118) 


part of both customer and jeweler. Furthermore, eflicient 
recording systems are indispensable in creating mailing 
lists and follow-up sales. 

Handling and recording of repair work should be 
thoroughly systematized. As each job is taken in a card 
should be made out for it which includes, the name, 
address and phone number of the owner, a description 
of the article—if a watch, include case and movement 
numbers—and notation of the work to be done, the price, 
date of delivery, and the initials of the repairman to 
whom the job is assigned. Such basic information is 
essential to conduct an efficient, well-organized repair 
department. 

The majority of the 866 jewelers who replied to the 
JC-K survey questionnaire sent in samples of their 
recording systems. A careful study of sample cards 
showed an innumerable variety of systems used in han- 
dling repair work. Some repair systems were highly com- 
plex; many were quite rudimentary. 

The information recorded varied, with some firms 
taking down only the customer’s name and addrss, date, 
nature of repairs and the price. A large number of 
jewelers used the same system to record jewelry as well 
as watch repairs. 

On the average most jewelers keep accurate and com- 
plete accounts of repair work and in doing so list the 
following information (for a watch) : customer’s name 


and address, watch brand, model, type of band, serial | 
number used by jeweler, price, repairs done, and date 
oi delivery. 


Many alert jewelers use their recording systems to 
make follow-up sales. Aiter a year, jewelers sent cards 
lo customers informing them that their watches were jp | 
need of periodic-check-ups. | 


CONCLUSION 

Repair departments do play important roles in the sue. 
cess of every retail store. This survey has proven that 
repair operations can be successful in their own rights, | 
as well as making possible the sale of new merchandise, 
but in order for the jeweler to derive the utmost benefits 
from repairs, he must learn to look upon the repair 
department and new merchandise as a team, each profit. 
able in itself, each helping the other, and each deserving 
and getting the management’s best thought and efforts, 





‘Come in and Meet the Staff’ 
Says Anniversary Ad 


In announcing its fifth anniversary, C. Leo Shaugh- 
nessy Jeweler, Springfield, Illinois, used a newspaper ad 
featuring members of the store’s staff. The copy read, 
“Help us celebrate our fifth anniversary; come in.., 
meet our staff and get acquainted with Shaughnessy’s, 
in its five years of successful business, it has built a 
reputation for showing and selling the finest quality of 
jewelry.” 
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-ENGAGEMENT and WEDDING RINGS 


Yiamonds are enlarged 
0 show detail. 








Treasured Always 


sTalaleMolUhmombi coh ohm dliletMeolaloM col (elim 70))] male 
tomer's eyes go unerringly to the Courtney rings. 
Their greater beauty and higher instrinsic value 


always invife a closer examination. 
For Courtney rings are made to demand 
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Courtney rings are sold when you display 
them—and they stay sold. Concentrate on Courtney! 


All Courtney rings are available in 14K yellow or 


white gold. 





‘“OUR FAIR NAME IS YOUR GREAT ASSET” 


JOHN J. COURTNEY & CO. 
452 Fifth Avenue, New York 
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House Warming Promotion Gains 
Patronage of New Home Owners 


A “house warming” promotion specifically designed to 
attract new home owners to his place of business, has been 
developed with good success by R. A. DeMarce, jeweler 
of Seattle, Wash. Since a considerable number of new 





DeMarce accepts a coupon from a new home owner. 


homes are built and occupied each month in his district, 
DeMarce’s purpose is to attract each new home owner to 
his store as soon as he has settled, and sooner if possible. 

Through the home building contractor, who presents it 


_—_—— ——_ --_ 


FINE FARMcores AND 
ROUNDS... SELECTED 
FOR Att MouNTINGS 
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to the home buyer, several retailers give a coupon which 
entitles the recipient to obtain his merchandise or service 
from district dealers. All the new home owner needs to 
do is to fill out the coupon with his name and address 
and present it at the store in person. Each home owner 
thus receives a considerable number of house warming 
gifts from stores in the aistrict, at the time he closes 
the sale for his home. The grocery store gives $5 worth of 
groceries, the hardware dealer a set of brass house num. 
bers, etc. 

The gift certificate given by DeMarce entitles the 
recipient to a $2.50 credit on any purchase in the store. 
including watch repair charges. Unlike some of the 
other dealers, with whom it is necessary, he does not 
place a time limit within which the gift coupon must be 
cashed. His reasoning is that if he forced recipients to 
cash the coupon quickly, they would do so just after pur- 
chasing their home and furnishings. They would be 
“feeling poor,” and many would be short of cash. The 
tendency would be to pick an inexpensive piece of cos- 
tume jewelry whose price did not exceed the value of the 
coupon. By permitting them to cash it whenever they 
want to, DeMarce believes that he has stimulated sales of 
additional merchandise. Out of about 150 new home 
owners who have come into the store to claim their 
credit during the last eight months, only two or three have 
made only a $2.50 purchase. The rest have applied the 
credit on purchase of higher priced items. 

Participating in a community promotion like this, 
DeMarce believes, is further much more effective than 
if he were to try to undertake a similar promotion indi- 
vidually. Though individually the gifts are quite small. 
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collectively they are considerable. Consequently, virtually 
every newcomer to the area cashes in ali of his coupons 
with every store in the district. 





Watchmaker 


(From page 116) 


jewelers are beginning to find this out. I hope more of 
them do before it’s too late. 

“As you well know, the majority of today’s jewelers 
were yesterdays watchmakers, the same hard-headed, 
independent, solid-thinking kind of people that you've 
been all your life. But what does your kind of people do 
when they are faced as we are today with this wave of 
discount selling? Do they apply their hard-headed com- 
mon sense; do they recognize they are tearing down the 
very thing to which they have subscribed all their lives? 
Do they realize, for instance, that their actions are con- 
vincing the American public that jewelers have perhaps 
for years been asking them to pay far more than the 
products are worth? No, of course they don’t. But they 
should! 

“All of these observations, Uncle Joe, probably seem 
far removed from my criticism of your unrealistic attitude 
towards people and their sentiments as on watches. I 
don’t suppose you see the relation between that lad with 
his grandfather’s railroad watch and the kind of con- 
ditions we have in the watch market today. 

“Look at it this way. Because people are creatures of 
feeling, because they want to express their respect and 


affection for one another, they search for symbols— 
symbols which they can use to express their sentiments 
it's no mere happenstance that people turn to jewelers 
tor the finest things to symbolize the finest sentiments. 
But what kind of greeting do they get? Do they get 
understanding and genuine interest in their problems? 
Too often they don’t, particularly now. Today, jewelers 
want to talk price—price, when they come face to face 
with people who are on the threshhold of some of the 
happiest moments of their lives. 

‘“There’s only one other business that | know of jp 
which human feelings play so great a part and that’s the 
funeral business. Here, people’s feelings are given fyll 
and complete recognition and with appropriate under. 
standing. Prices or discounts haven’t anything to do 
with it. Doesn’t it seem a little silly that jewelers who 
face people at the happiest and most joyous moments 
of their lives do such a relatively crude job compared to 
the treatment morticians give them during the unhap. 
piest days of their lives? 

“If you were half as crusty, Uncle Joe, as you'd have 
me believe, I’d be worried about you and the thousands 
of other fine watchmakers—the thousands of today’s and 
tomorrow's jewelers. 

You seem to have a fear that wearing your heart on 
your sleeve is a shameful thing for a craftsman. It isn’t, 
and I’m not making a plea that you be a maudlin senti- 
mentalist. I’m not asking you to stop joking about 
people’s sentiments—so long as you do it to people who 
know you don’t mean it. What I am asking you to 
understand is people, what makes them tick and why.” 
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And then I stopped. “Well,” I said, “gotta be getting article of jewelry. The most recent window display was 





along now. Uncle Joe raised his head. There wasn’t devoted to the Joseph Schlitz Brewing Co. 
any more fire in his CYS; in fact he looked very sober. “This is an opportunity for us to reciprocate for 
“So long, Bub,” he says, “give my regards to the family. patronage of the various important businesses whose 
Maybe there 1s more to this business than just wheels and products or services we advertise for them,” explained 
pinions. But don't get any idea that things are going to Louis R. Bunde, president of Bunde & Upmeyer. “Another 
change overnight. People are more complicated than purpose is to attract the attention of passers-by of which 
watches.” there are two types. One type is the person who passes 
every day, is accustomed to seeing silver in a window. 
Jeweler Honors Loeal Industries These new displays arrest their attention. The second 
° ° class is the passer-by who becomes startled to find a dis- 
In Display Windows play other then pelos and kindred merchandise, be- 
Bunde & Upmeyer Co., a 72-year-old Milwaukee jewelry comes curious, and makes inquiry. Obviously in both 
firm, recently inaugurated an interesting display window instances considerable conversation is incited, resulting 


in the frequent mentioning of our name.” 

The display window campaign has created great 
enthusiasm and appreciation on the part of those com- 
panies which are featured. In fact, the companies spend 
as high as $200 in preparing a suitable display. In 
addition to the Schlitz display, the firm has honored the 
Blatz Brewing Co. and Evinrude Motors. 





Let’s Get Acquainted 


Sketches of store personnel combined with jewelry 
merchandise were used effectively by Edward’s Jewelers, 
Springfield, Illinois. “Get acquainted with Springfield’s 
friendliest jewelers, Edward’s,” read the newspaper ad. 
campaign recognizing Milwaukee business and industry, Featured along with store personnel, were diamond rings, 
which in turn usually award their employees with some watches, silverware, rings, etc. 
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OYSTER GROWN 


CULTURED 
PEARL 
“GEM OF THE OCEAN” 
PROMOTION 


FREE 


WITH THIS PROMOTION 


GIVES YOU A 
CULTURED PEARL 
DEPARTMENT 
FOR YOUR STORE 


Write: MR. M. GREENHUT, Sales Manager _ Executive Offices at 550 Fifth Ave., New York 36, N. Y. 





Actual Size 20” x 16/2” x 9” high | 


For Greater Sales — Greater Profits 


the 
NEPTUNE CULTURED PEARL SYNDICATE 


takes great pleasure in introducing 
to the Retail Jewelers all over America 
their NEW, DYNAMIC 
POWER PACKED 
"GEM OF THE OCEAN PROMOTION" 
The Greatest promotion of its kind—designed 
to stimulate consumer demand for 
greater Cultured Pearl Sales 
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Gemology 
It’s li k e (From page 132) 


. , | white nodules, the Lightning Ridge opals may be jp 
f in d in w w 0 | dl ’ nodules (fossil sponges ?) and in small irregular masses, 
| Other interesting types of Australian opal include the thin 
{ , brilliantly-colored seams on brown iron-stones usually too 
thin for use, or the solid opal cores of little pebbles 

called “Yowah nuts.” 

The white opals have a tendency to check. They are 
very unpredictable, however, for there are white Opals 
which have been worn for years that have not checked 
and there are, of course, many more white opals which 
have checked almost as soon as they were taken from the 
ground. The desirable qualities of opal are the same. 
however, whether the material is black or white. Black 
opals, in contrast to white opals, have a black or gray 
body color, the blacker the general effect the more de. 
sirable the stone. When contrasted with a gray-bodied 








The Case of the Broken Mainstay 


During its seven years of service to the community, 
the Tick-Tock Shop, Arlington, Va., has been called 
upon to repair many articles not exactly in the jewelry 
line. But the store’s personnel has taken the various 
requests for repairs in good stride. To please a cus- 
tomer the salesmen at this Southern jewelry store have 
even fixed handbags, lamps, glasses, etc. 

A short time ago a rather buxom woman entered 
the store and shyly approached the repair counter. 














This booklet shows how to | After some hesitation she told the sales clerk she had 
" | something with her she wanted to have repaired. 
save up to 30°% on insurance! Reaching into her paper bag she plucked out an 


If you’re looking for ways to hold down 
expenses (and who isn’t?) send for this 
free booklet that tells how you can save 
up to 30% on fire, jewelers block, business 
interruption and extended coverage in- 
surance. It explains how we can offer 
you top quality protection—Non-Assessabil- 
ity—excellent service by men who 
understand the jewelry business—and at 
the same time return 30% of the premiums 
to you as dividends! 











elaborately wired, gargantuan brassiere. The main- 

















No obligation to stay had broken, she explained, and rather than pur- 
pi chase another she would prefer to have the wire sol- 
you of course. pn 
MAIL THIS | The clerk didn’t bat an eyelash—perhaps due to 
Coup | shock—and said he would undertake the job. 
ON Now! | Several days later she returned to the store. The 
a------------------- ae YOU'LL GET THE | manager explained why this mainstay couldn’t stand 


soldering. Though the store couldn’t fix her brassiere, 
the woman went out happy and convinced that Tick- 
Tock jewelers had at least tried. 

Unfortunately, the sales clerk has not as yet recov- 
ered from this unusual experience. It is reported that 
he seems to avoid any large female customer who 
shyly sidles up to any counter. 


BOOKLET te. 
JEWELERS MUTUAL INSURANCE COMPANY 


Jewelers Insurance Bidg., Neenah, Wisconsin 


Please send me the free booklet, '"You can save 30% ... 





Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St., New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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opal, the greater charm of the truly black opal becomes be outlined in black, known as harlequin opal. This is 


at once apparent. The pattern of color within the opal generally considered to be the most desirable type. The 
can be the same in each type, black or white, and per- ideal opals, then, in summary, would be a very black 
fection in one is also perfection in the other. harlequin opal with flashes of red, yellow, green and blue. 

Such a stone could retail at $200 a carat; it can occasion- 
ApPRAISAL OF OPAL QUALITIES ally be obtained in sizes up to 30 or 40 carats; or larger, 


though the number of of really top quality, large size, 
black opals could be counted on the fingers of two hands. 
Such a stone would not be likely to check. , 

Next in frequency are the Mexican opals which were 
once so picturesquely sold to the tourists at the railroad 
station of Queretaro, not far north of Mexico City. These 
are of two types: a colorless to slightly milky opal, full 
of flashes of fire and very likely to check, to a fire-free 
clear orange opal, known as fire opal or cherry opal. 


There are several things to look for in the appraisal 
of an opal, though some of it is also a matter of taste. 
Color in the fire may vary from only blue, or blue and 
green, through the entire spectrum, with emphasis on reds 
and yellows. Of the two types of fire, those with the red 
and yellow hues in addition to the blues and greens are 
the more desirable. The body color is a matter of taste 
in part, but blacks are both safer to stock and generally 
considered today, more saleable. This was not always 
the case, as a matter of fact the ascendance of black opal 


is a 20th Century development which started with the MEGAN INGUSTRY Hes Ove 


U. S. acceptance of the new (1903) jewelry stone. The Mexican opal industry has largely died out, so 

Next, we look for the color pattern. This can vary we see very few fine Mexican opals today. Beautiful as 
from a single flash spectrum over the entire surface of the finest are, they were never high in price; this may be 
the stone (or two or three very large ones, depending partly the explanation of the approbrious condition of 
upon the size of the stone) to a busy pattern of tiny the Queretaro lapidaries. The transparency of the fiery 
little sparks of color. Each type of fire pattern has its material is a drawback; one mine produced a remarkable 
name, though naturally we also find transitional types type that could be heated red hot without crumbling 
that are hard to assign to any particular group. Those which, on cooling, turned opaque and gray without losing 
with the large single flashes are known as flash-fire opals. its fire. Unfortunately its strength went with its clarity 
The very fine all-over color pattern is known as pinfire so, though they look fine in the paper, they don’t last 
opal. The latter not giving enough distinctive color to long enough to be set in a mount. Many of the small 
the stone, is generally speaking the least desirable pattern. Mexican opals sell for ten or twenty cents, a really nice 
Thirdly, we have a pattern of irregular but roughly one should not cost more than about $10. They are always 
equidimensional checks of color, sometimes appearing to sold by the stone, not by weight. They are never, of 
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America’s Best Dressed Women Wear... 


















... That’s why your fashion conscious customers 
will love Art-Craft’s Jade creations. In the 
treasure rooms at Art-Craft is one of the 

largest selections of the finest Jade 
jewelry ever to win the heart of 

a customer. Place your order 

today and see why Jade bl 
can be a big seller 14K Gold Cabachon Jade 
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ee ~ Fs & nm Your stove. Drop Earrings with Cultured 
Se ; Y Pearl—$150. 


RoE: 


14K Gold Carved Jade 
Bracelet—$130. 


See 
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America’s Leading Manufacturer 


Art-Cratt Jewelry Co.. 1 west 47th st, N.Y.19, N.Y. of Jade Jewelry 
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Any holes in 


your Umbrella? 





Here is the way to plug those holes in your 
umbrella—a way to eliminate the un- 
certainty and inconvenience of several 
policies for limited amounts—policies 
which may not even cover certain losses— 
or coverage which may be inadequate. 


Plug the holes in your insurance coverage 
with a St. Paul Companies’ JEWELERS’ 
BLOCK POLICY—the most inclusive 
jewelers’ insurance protection available. 
Individually written, this block policy is 
tailor-made to fit your particular needs. 


Compare the costs and convenience of hav- 
ing ONE policy take the place of several. 


Simplified, complete coverage can be yours 
with a St. Paul Companies’ JEWELERS’ 
BLOCK POLICY—from the company 
with the longest and one of the strongest 
records in the jewelers’ block insurance 
field. 


SEE YOUR ST. PAUL AGENT OR BROKER 


St. Paul Fire and 
Marine Insurance = 
Company? Az 
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Insurance Company 


EASTERN DEPT. 
90 John Street 
New York 38, W. Y. 


Mercury %, Saar” s 
: + sr par ™ 


PACIFIC DEPT. 
Mills Building 
San Francisco 6 


HOME OFFICE 
111 W. Fifth St. 
St. Paul 2, Minn. 














course, in calibrated sizes. Better-cut fire opals are Some. 
times commercially available. 

The U.S. has produced precious opal from three local;. 
ties. Best known are the very dark brown replacements 
of fossil wood from Virgin Valley, Nevada. Trunks and 
brances of trees that were buried in a volcanic ash are 
found here, partly replaced by common, non-fiery opal 
and partly replaced by glassy precious opal. Though mag. 
nificent in color, with wonderful deep red flashes, prac. 
tically every specimen soon checks and loses its beauty. 
Nevada opals have a better chance of remaining un- 
cracked if they are left uncut, as mineral specimens. 





‘*The Sound and the Fury” 


It was one of those hot summer days when business 
is as active as a chess tournament. Norm Yurman, 
manager of Paragon Jewelers, Winnipeg, Canada, had 
just about given up hope on using his cash register. 
He was just waiting for 6 P.M. to roll around so he 
could head for home and a cool glass of lemonade. 

“The time was one minute to six and I had the 
keys in my hand all ready to lock up,” relates Yur- 
man, “when the door flew open and in walked a 
lady followed by a man. ‘Customers, at last,’ I said 
to myself.”’ 

“How much will you charge to fix that?” the lady 
asked as she handed Furman a man’s wrist watch in 
such a manner that he was forced to grab hold of it 
by the end of its wrist strap. As he did so, the back 
part of case with movement still in it went crashing 
to the floor. 








9 


“You clumsy ox.” shouted the woman, who then 
launched into a vicious display of temper. The jew- 
eler, upset by the circumstances, volunteered to repair 
the watch at no charge if she would only leave it 
for the next day. This, however, only increased her 
anger. 

“My husband and I are not leaving till you have 
that watch running again, you chiseler.” 

To avoid further embarrassment, the jeweler re- 
paired the watch as the woman and her husband wait- 
ed. As he handed the repaired watch to the lady, she 
said to her husband, “See?” and a big smile covered 
her face. “‘And you were going to pay those crooks 
down the street $5 to repair it!” 

The husband’s face turned crimson. As a way of 
compensating for his wife’s behavior, he asked Yur- 
man to show him some expansion bracelets. Much 
to his wife’s consternation, he bought the most expen- 
sive bracelet the jeweler had to offer. 


Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 

be used in story unless request is made to omit it. 
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Two other U. 3. localities have yielded opal: Idaho 
and California. In both of these the opal is found in 
cavities in a hard volcanic rock, rather than in a soft 
sedimentary rock. Since the rock is hard and the opals 
small, there is nothing commercial to be done here. 

Some pale yellow to white opal, with good fire in two 
examples has come from Ceara in the northern part of 
Brazil. A few of these stones appeared in the New York 
market around 1944 but none has come up since. Judg- 
ing by the two good examples seen, there lies a poten- 
tiality of good opal in that locality, which up to now has 
not developed. When it was first found it was thought 
by local importers to be Australian material that had 
somehow found its way to Brazil; and the Brazilians were 
so unfamiliar with opal that they were cutting it with 
facets! Up to now the stones have not checked. 

There has never been a satisfactory or even convincing 
imitation of opal, though there are a lot of bad imitations 
around. The commonest appears to be a double layer 
of orange glass, with an irregular lower surface of the 
upper layer reflecting a bluish sheen. Sometimes these 
have an additional touch of color beneath the blue sheen, 
a bit of orange, red or yellow in an effort to make them 
better imitations of finer opals. 

The significantly less expensive substitute for fine black 
opals are the widely used and generally accepted opal 
doublets. These are cemented opals, assembled from 
two layers of opal, that of the upper layer full of fire. 
with the back common gray to black opal (“potch’’). 
bonded with a black shellac. The type of opal used in 
these doublets is a very clear opal with good fire, but 


without the black backing these opals would have no 
more appeal than the Mexican opals. Doublets are easily 
recognized, for they are flat stones with a girdle showing 
the contact line and the cement. For this reason opals 
should be mounted so that the girdle line is exposed; 
the buyer should expect a doublet if the stone is mounted 
so that this center line does not show. 

Opals are relatively soft stones, they cannot stand abuse 
and shouid be treated with great respect. Sudden temper- 
ature changes, excessive heat, or a hard blow can break 
them. White ones particularly, tend to crack even without 
any of these more violent forms of abuse. Nevertheless, 
the beauty of a fine opal is unlike that of any other 
jewelry stone. They should find wider use. Unfortunate- 
ly, only the white stones are cut in calibrated sizes and 
used in manufactured rings. The more expensive types 
are too individual for this use. 





Confidence Helped Build This Store 


An unusual newspaper ad was used by Stout’s Jewelers, 
Springfield, [linois, to publicize its 38th anniversary. 
Sketches of the store’s personnel formed a border around 
the copy, which read: “Thirty-eight years of public con- 
fidence helped build this jewelry store. When we founded 
this business 38 years ago, we were quick to realize the 
importance of having the confidence of the public. That 
quality mercnandise in itself was not enough. In select- 
ing precious articles for gift occasions. folks want to 
know their jeweler, so that ‘they may buy with confidence. 
Only time and performance can build such a reputation.” 














Trade Mack Registered ia 
Unued States and Canads 


Te a discriminating and quality-conscious clientele 
such as yours this richly plain 14 Kt. gold link 


bracelet will especially appeal. 


A matching choker featuring the same A 


distinctive Church styling is also available. 





newspaper mat reproducing this 
advertisement is available to our customers 


COMPA N Y mameen 
MANUFACTURING JEWELERS 
2 Garden Street ab 
Newark 5, N. J. Member American Gem Society 
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Watch Sales 


(From page 103) 


vate watch sales room where a watch transaction can be 
handled in an atmosphere of privacy. 

Into this environment of beautiful jewels and time- 
pieces there entered one day an odoriferous (a la barn- 
yard), unshaven, meek sort of character. He approached 
my counter; a $35 watch prospect if I ever saw one. 

The customer remained quiet for a moment, then said. 
“Today is my 25th wedding anniversary and my wife 1s 
the most wonderful woman in the world.”’ Somehow, the 
way in which this man spoke and the sincerity of his 
expression caused me to look upon him as the symbol 
of something more than just another watch sale. 

As a consequence I reached in the case, selected a 
watch, laid out a black crystelle counter pad and with 
great reverence placed upon it a truly beautiful diamond- 
set platinum watch. 

I said, “Sir, you have just told me that your wife is 
the most wonderful woman in the world. Because of that, 
I can only show you the most wonderful watch in our 
store.” 

He answered, “Gee, that’s pretty! How much?” 

“Twenty-five hundred dollars,” I said. 

“T’ll take it.” 

It later developed he was a prosperous farmer who had 
dashed in from a small town; a man who in spite of his 
personal appearance at the moment, had a definite 
appreciation of fine jewelry. 


The requirements of styling in watches varies from one 
region of the country to another. For example, in the 
southwest, along the west coast, in Florida and in certain 
sections of the southeast, the current trend is toward 
color. Daring hues are evident in straps and dials. The 
trend is to bright, gayly decorated watches. Other areas 
demand a simplicity of design carried through into more 
conventional, restrained colors and traditional lines, 

There is no pat rule for providing a comprehensive 
stock. It can only be accomplished by an extensive and 
continuing study by the individual jeweler. 


KEEP INFORMED ON TRENDS 


Know your area and its people. Keep informed on 
economic and social trends. Check retail stores in other 
fields. Is there an unusual number of successful fashion. 
able women’s shops in your town? If so, it would sug. 
gest that jewelry stores of the area should have a line of 
smart, up-to-date watches complementing the fashion of 
the moment. Incidentally, it is a fact that successful 
watch styles closely parallel trends in ladies fashions. 

Know the occupational needs of your potential watch 
customers and you will have a good insight into the gen- 
eral types of watches you should carry, the functional 
values and the fashion qualities they should possess in 
your area. 

Get away from your store frequently. Visit establish- 
ments in other cities where the jewelers will talk freely, 
where you and they can exchange ideas without fear of 
giving a competitive advantage. Be active in your state 
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Shrine Buttons 


Six distinctive palladium buttons 
illustrated include three partially 
paved with fine diamonds and three 
set with single diamonds. 


These Shrine buttons (and all your 
other emblematic jewelry needs) 
feature the indelible stamp of quality 
craftsmanship when made by... . 
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jewelers organization, attend its meeting and conventions. 
This is an excellent, informal and inexpensive method of 
management consulting. Certainly, of course, you should 
study your trade paper regularly. 

Your selection of the makes as well as the types of 
watches is of course important. 

Again, a series of questions may organize your plan- 
ning in this connection. These can be applied to all the 
lines you are evaluating. 

Does the company market a quality product? What is 
the company’s sales policy? Is it interested in selling 
through or to the jeweler? Is the product advertised in 
such a manner that the jeweler may effectively gear his 
local advertising to the national campaign? What is the 
company’s service policy? Will it be easy to get replace- 
ment parts for your repair department? 

In short, the company from which you buy should be 
the one whose program ties in most closely with your 
own; the company with your interest in mind. 


GOOD HOUSEKEEPING IS A MUST 

As to actual display and sale of watches to the custo- 
mers, this is perhaps the most vital step in the entire 
merchandising scheme. A million dollar advertising pro- 
gram, a scientific and theoretically perfect selection and 
purchase of a watch line, all can be literally kicked out 
the front door by a breakdown of this link in the retail 
chain. 

Good housekeeping is the prime guidepost to watch 
selling success. 

The watches themselves, their surroundings, the people 





Unusual Ad Sells Store Name 


In the August 3 edition of the San Francisco Examiner, 
Gensler-Lee ran the full-page ad below stressing “Two 
famous names, Gensler-Lee diamond rings and Gruen 
diamond watches.” While no merchandise is actually 


eee LEE @ DIAMOND SPECIALIST . c kw 
D.omond Rings ond Gruen Diamond Worche on . ” 
enc vi vetyt , ? \ 


See the smart new styles of ony of the Gemiler Lee f 
=e 
Caliterma Now 
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heo famous names 





HSER LEB incre ngs BRU EN icmerd Hales 
promoted in this unusual ad, the firm’s reputation as 
diamond specialists is combined with the well-known 
watch name. The fairy tale picture is accompanied by a 
minimum of text: “See the smart new styles at any of the 
Gensler-Lee stores all over California. No money down. 
Take a year to pay.” 


FOR OCTOBER, 1952 


' 
| 











Perfect Marcasite 
Jewelry 


® 





HAND SET GENUINE MARCASITE 
STERLING RHODIUM FINISH 





ALL PRICES ARE KEYSTONE 


Our 1952 Catalog 


mailed on request to rated Jewelers only 


KIMLER & DANIEL, Inc. 


Exclusive Manufacturers of 


Marcasite Jewelry 


83 CANAL STREET, NEW YORK 2, N. Y. 
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who handie and display them must be immaculately clean. 
Not a vestige of dirt, dust or tarnish should be present in 
the entire display. 

The stock should be kept polished to an exquisite 
brightness. Nothing is so discouraging as to step into a 
jewelry store. stop before a counter and see there a watch 
that has passed through the hands of the world’s finest 
workmen, is the product of the greatest design engineers 
in their field, and has been promoted to the heavens by an 
outstanding collection of advertising minds. There it 1s 
in what should be all its glory, defaced by a fingerprint, 
an insult to the watchmaking profession, the watch itself, 
and a deteriment to the reputation of the store. 

Inside the case may be the finest timekeeping mecha- 
nism known to man, but it is the case the customer sees. 

Similar care also must be taken of the reserve stock 
which should be ready at any time for immediate display. 
You'll prevent inventory losses if you keep a well-marked 
and accurately checked minimum reserve stock. 


CHECK YOUR COUNTER TOPS 


Remember, too, that the customer usually has to look 
through a glass counter top at the watches. The counter 
should be clean and free from scratches. It should, in 
fact, be so transparent as to make the customer unaware 
of its existence. Counter tops must be inspected regularly 
and from the customer’s viewpoint. If scratched, they 
should be replaced immediately. The cash outlay is in- 
significant in comparison to sales results. It has been my 
unfortunate experience to enter stores where the only 
really good view of the watches was obtainable from a 


squatting position and peering through the side of the 
display case. 

Now that the watches are presentable and clearly 
visible, how to display them? Is the customer confronted 
with row upon row of watches drawn up in orderly but 
uninteresting lines? Watches are designed to be indi. 
vidualistic and should be displayed as such, not as 
crowded ranks which confront the customer with a mo. 
notonous sea of watches making selection almost impos- 
sible. Such conglomeration will confuse, rather than 
entice. 

The display counter should be neatly arranged as to 
type, style and price range of the product. With just g 
little care it is possible to surround each watch with the 
environment it deserves. Careful lighting can contribute 
creatly to a good display. Most of the leading manu. 
facturers provide display aids which, when used properly, 
can greatly enhance the display counter. 

Remember, a beautiful setting compliments a beautiful 
watch. 

Be sure the tags are properly placed, easy to locate and 
in plain view. Take care that each watch is securely set 
in its package as it was intended to be. Thousands of 
dollars are spent by companies just to design these dis. 
play packages. 

Gleaming, well displayed watches are your biggest 
competitive advantage in the watch retailing business, If 
you treat them as precious jewels, your customers will 
accept them as such. 

The final consideration is the personal contact made 
in your store. 
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at Satisfied Customers with Star King Style and TANT 





Fashionable fingers wear STAR RINGS. For November’s lady—a dainty 
cluster of genuine, oval topaz stones encircling the round center. His ring, 
a synthetic golden sapphire set in an eye-catching mounting with rich white 
gold trim. 


Order through your wholesaler now! 
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A planned retail sales training program can be im- 
mensely effective in increasing jewelry store sales. You, 
ourself, are aware of what your sales people should know 

and the proper ways to approach the various customer 
types. Take time to instruct them. 
“It is true that watch retailing presents a number of 
problems. However, when approached individually and 
then as a comprehensive whole, the questions are easily 
resolved. 

Stay abreast of the times by conducting a personal 
campaign to keep up with fashion trends and regional 
changes. Select your watch lines with care, control your 
inventory. study the rate of sale by style, price and 
brand, advertising them adequately and in keeping with 
manuiacturers national campaign. Maintain your stock 
in peak condition; display it beautifully. Provide your- 
self with a well-trained, efficiently organized sales staff 
and success will be yours. 





About the Author: 





Alexander M. Fekula is Director of Merchandising for the 
Elgin National Watch Company, of Elgin, Ill. His present posi- 
tion is backgrounded with a career packed with experience in 
watch merchandising. 

A graduate of Cornell University, he was manager of the 
watch department at Hardy & Hayes Co., Inc., well known Pitts- 
burgh, Pa., jewelers, for five years; buyer of watches for Mont- 
gomery Ward Co. for two years, and vice-president of Julius 
Goldstein & Son, Mobile, Ala., jewelers. 


Free Gasoline Offered to New 
Charge Account Customers 


The Wallace Jewelry Store, Rupert, Idaho, plans a 
repeat this coming Christmas of a special “Free Gasoline” 
offer to increase the store’s charge account customer list 
—an offer which was very successful last year. 

Last Christmas during a nine-day period just before 
the holiday, Wallace Jewelry offered five gallons of 
gasoline absolutely free to every person who came in 
and opened a new charge account at the jewelry store. 

There was no limit on the charge account purchase to 
be made—the free five gallons of gasoline applied to 
every purchase, large or small. 

The firm issued each customer opening a charge ac- 
count a slip—to be given to a local gasoline station— 
which entitled the holder to five gallons of gasoline. 

Officials of the firm said the unusual offer resulted in 
“quite a few” new customers and the response was enough 
lo merit a repeat performance. 
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RACINE Presents The World’s 
Largest Selections of Fine 


TIMERS 


For Science * Industry * Sports 


Write for the Latest 


RACINE CATALOG 


Featuring Timers and 
Chronographs for Every 


Sport and Technical Use 


x 


* GUINAND and GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY. INC 


Specialists in Fine Timers — Since 1890 


20 WEST 47th STREET, NEW YORK 19, N. Y. 
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Special: 
LOOSE YELLOW PEARLS 
for EXPORT 


Meralds | 2: 222... 
uitured Pearls 


LOOSE PEARLS 
MABES (half pearls) 
NECKLACES 


— ss 





























Z. I. LEVKOV 


565 FIFTH AVE., at 46th | 
NEW YORK 17, N. Y. 
Telephone PLaza 3-9727 








Your wholesaler has 
hundreds of appeal- 
ing Fisher charms 
which you can make 
up into custom- 
made bracelets 


like this. 





J. M. FISHER COMPANY, Attleboro, Mass. 
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Ideas That Sold Watches 


(From page 105) 


“At Wilson’s, in view of the fact that we are jewelers 
first, last and always, we take the sale of a watch serj. 
ously, and realize our responsibility to the buyer. Yoy 
should buy your watch from a company that gives yoy 
good service. We have the best trained men in the indus. 
try. They are here at Wilson’s to work on your watch.” 

A jeweler can make his store a watch headquarters jy 
selling his store’s service department by using the various 
methods at his disposal: advertising, display windows, 
and, at the point-of-sale, personal selling. He can run a 
regular series of ads devoted to the various brands he 
carries and how his service department is equipped to 
service watches; he can set aside an area of his display 
windows dedicated to a permanent display of timepieces: 
he can take advantage of his prestige as a fine jeweler to 
influence customers on the need to buy watches at a 
responsible, reputable store. 


WATCHES FOR ALL GIFT OCCASIONS 


Watches make appropriate gifts for engagements, wed- 
dings, anniversaries, school graduates, employees, etc. 
They are ideal for all gift-giving occasions, occasions 
which require something special from the jeweler. Watch 
merchandising is not seasonal! 

Watches, we know, are traditional gifts for high school 





Can You Top This? 


Some people, it seems, just exist for the sole pur- 
pose of making others miserable. 

Louis Salaman, Victor’s Jewelers in Philadelphia, 
met his nemesis about a year ago. The nemesis took 
the form of a watch purchaser who selected a wrist 
watch and placed a $5 down payment on it. 

One month later the customer returned with his 
watch and said he would like to exchange it for a 
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camera. Salaman granted the customer’s wish. No 
more than three days had elapsed when the watch- 
camera customer returned. No, he didn’t want to 
exchange the camera—he wanted his money back. 

Jeweler Salaman, at the end of his patience, told 
his nemesis that it was the store’s policy not to make 
refunds. 

And what do you think the customer did? He de- 
manded to see the “policy.” 


Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 








— 
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sraduates. A survey conducted by the magazine Senior 
Scholastic indicated that watches are the most wanted 
uation gift among high school seniors. Of the 384 
high school senior boys queried, 62 per cent listed watches 
as their number one preference. Among 949 girls, watches 
led with a 57 percentage. A check was made to deter- 
mine what these students actually received as graduation 
sifts. And here’s the rub! It was revealed that the 
praduates received gifts far down on their preference 
list. The blame for such a tragic situation can only fall 
upon jewelers, who obviously failed to promote the idea 
of watches as the most wanted gifts to the parents, who, 
after all, were the ones to be sold the idea of watches as 


grad 


gifts. 
STUDENT PROMOTIONS 


A tragic situation, surely, but not for Irving Chayken 
of Armstrong Jewelers, Hammond, Indiana. 
are big business for Chayken and he sees to it that local 
high students get those watches which they prefer. He 
has, in effect, made himself one of the student body at the 
local school. When the school basketball team, for ex- 
ample, plays an out-of-town game, he'll arrange passage 
for students who cannot afford the trip. Anything needed 
by the spirited school athletic teams gets a helping hand 
from Chayken. In turn, practically the entire student 
body purchases their watches from Armstrong Jewelers, a 
feat by Chayken which was so amazing that it was re- 
cently featured in a national business magazine article. 

Consequently, watch selling for all occasions—grad- 
uation, engagements, weddings, anniversaries, etc.—must 
be a year-round merchandising endeavor for all jewelers. 
Consistent advertising and window space should be dele- 
gated to the watch department. 

Keep in mind that the youth market for jeweled 
watches is expected to increase 60 per cent in the next 
five years, but jewelers will have to use special selling 
appeals to assure themselves a fair share of this tremen- 
dous new field. Where there are today an estimated 10 
million young people in high school, college and prepar- 
ing to get married, their number will grow to 16 million 
during the next five years as the huge crop of “war 
habies” begins to come of age. 

Yes, in modern civilization there is a personal need 
for timepieces. And for jewelers there is a need for 
watch profits which so rightfully belong to them. But 
these profits must be worked for and a well-planned watch 
merchandising program is the solution. 





Jeweler Creates Own Trade Mark 


Barker’s Jewelry Store, Heber City, Utah, has created 
a clever “photographic trade mark” which they have been 
using in all newspaper ads and which help emphasize 
the bargains available in the store. 

In each Barker ad is inserted a photograph of the 


store’s doorway and each is tagged “A Doorway to | 


Bigger Values.” 

Officials of the store say the small photographic cut of 
the store’s doorway has become more or less a “trade 
mark” of the store and helps emphasize promotional mer- 
chandise. 

Officials of the firm believe that every ad and every 
jeweler should have some sort of “trade mark” which 
will become synonymous with the store. 
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AUTOGRAPHIC 3028 
Self-winding plus ex- 
clusive Reserve Power 
Gauge. 17 jewels. Wa- 
ter and shock resistant. 
In stainless .. . $71.50 
Gold Filled .. . $89.50 


Zodiac 


Clebar 


CHRONOGRAPH 4537 
CALENDAR. Shows day, 
date, month, phases of 
moon. 30 min. register. 


. $125.00 


17 jewels . . 


Prices include 
Federal Tax 


y 


oreal 
lines to 
TIA KOIFTI Ne 


In the fast-selling 


Zodiac and Clebar 
lines you have no dead 
or slow moving num- 
bers. They’re priced 
’ 


right...styled right! 


Unconditionally guar- 
anteed. 

There’s a Zodiac or 
Clebar watch tor every 
customer...from the 
handsome 400 Series of 
diamond watches to 
popular priced water- 
proofs. And only 
Zodiac has the famed 
Autographic. 


Nationally advertised 


LIFE 
Esquire. 


and Television 


ZODIAC WATCH AGENCY - CLEBAR WATCH AGENCY 


Divisions of Edward Trauner, Inc. - 521 Fifth Avenue, New York 17, N. Y. 
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CULTURED 
PEARL 
NECKLACES 


AND ALL SIZES OF 
LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 


Quality Cultured Pearls 


Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 
MUrray Hill 8-0648—0649 


Pacific Coast Office: HUBERT A. WOOD 
649 So. Olive St.. Los Angeles, Cal. Phone—Van Dike 0966 


Tel. 
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A truly revolutionary end-piece 
which once and for all ends that 
troublesome “point-of-sale” 

fumbling— = 





Click it’s open 
— snap it’s shut. 


Available in our complete line 
of distinctive watch bracelets. 


Call or write for infor- 
mation or name of near- 
est representative. 
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Fashion 


(From page 129) 


cacy, and are definitely in the jewelry manner. We suc. 
gest that you begin right now to show your cumin 
some clever fashion co-ordination in your window dis. 
plays, counter displays, and in your promotional adver. 
tising. We suggest that you begin right now, at the be. 
ginning of October, and for the following reasons: 

(1) You probably have time now to plan a complete 
program for your accessory department before being 





jewelry by Napier. The 
modified bib necklace with matching bracelet and 


and-formed ‘contour’ 


earrings are tailored with a heavy gold look but 


are very light in weight. 


caught in the hurry-scurry of holiday selling—and the 
mark-up in this department is well worth some concen- 
trated effort. 

(2) Women are already softened up _ because of 
fashion-pressure directed at them through their fashion 
magazines, as well as by department store and specialty 
shops who bombard them with ads, and stack their win- 
dows with strikingly styled clothes. Jewelers should bait 
their windows with sparkling lures—and entice as only a 
jeweler is able! 

(3) Women are inclined to shop early for Christmas, 
and accessories are the sort of gifts they are apt to buy 
for each other. You can take advantage of suggestive 
selling while they are selecting their own appealing new 
items, and accomplish two types of selling at one time. 





A Free Ride with Every Purchase 


The Grover Jewelry Store, Rexburg, Idaho, won the 
hearts of the young folks in town recently—and also 
the business of the parents—when they offered free 
merry-go-round tickets with every dollar purchase. 

Grover Jewelry Store made arrangements with the 
operators of the merry-go-round for a block of tickets 
to be presented to the youngsters of store customers. 

One merry-go-round ticket was given with each dollar 
purchase and the unique offer drew plenty of youngsters 
—and plenty of parents—into the establishment. 
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‘Step Inside and Browse Around’ 


Every summer thousands upon thousands of tourists 


the liquid. On each of the rose petals was placed one or 


more cut diamonds while small printed cards standing 


near each base gave the details on the weight and price 





fock to the popular Mississippi gulf coast. To attract shits 


this substantial market of free-spending tourists into his 
store, R. O. Besse, Jr., Gulfport, came up with a success- 
ful but simple idea. 

In the center of the main display window, Besse 
‘nstalled a prominent sign. Spelled out with bone-white 
letters on a black velvet background, the sign invites 
customers to “Come in and browse around as you wish.” 

R. O. Besse, Jr., remarked, “Though brief, the sign 
means volumes to passersby, who usually perceive in 
reading it the guarantee that they will not be bothered 
by sales people or ‘high pressured’ into making un- 
wanted purchases. Since the sign was put in use, our 
trafic has increased and it is notable that many tourists 
who might otherwise pass the store by are broughi 
inside daily. Naturally, the larger the number of visitors 
who enter the store, the more are ‘exposed’ to merchan- 
dise on display, and our sales have gone up in direct 





proportion.» a i 
lying-in with this window theme was an extensive 


display of brochures on diamonds on the store counters. 

Schwanke also used replicas of the famous Jonkers, 
Hope, Orloff, Blue Tavernier, and other diamonds as 
interest creators in his three large street windows. 

On the request of women’s civic and cultural groups, 
Schwanke often delivers lectures on diamonds. Movies 
and slides, which he made himself, are an important 
part of his talks and they have helped make people 
diamond-conscious. 





Champagne, Roses and Diamonds 

A window display set up at the Schwanke-Kasten 
Jewelry Store. 331 E. Wisconsin Ave. in downtown Mil- 
waukee, Wisconsin, aroused much favorable comment. 
Called the “Champagne Diamonds” exhibit, William H. 
Schwanke, president of the firm, worked out the idea 
for this display. It consisted of a row of seven cham- 
pagne glasses in which a rose petal was set gently atop 






















Smooth russet cowhide with 
detachable leather pass case. 
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Geb HA BIG HAND / 


Stitched, stitchless, and laced styles. Smooth 
calf, hand grained Morocco, ostrich, ’gator, pin 
seal, California steer, pig in black, hazel, 

natural, or blended Tritone—Many, many others! 
Smooth and Spanish tooled. Over 150 marvelous 
values to retail at $2.50 to $25.00. (Over 30 at 
$5.00!) Send for Bosca’s complete catalog! 
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Black calf. 


One piece 
construction. 


SPRINGFIELD OH!O 
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Antique J ewelry 





Our many years of ex- 
perience in purchas- 
ing, restoring and 
reproducing antique 
jewelry, has gained for us the reputation of “The 
Antique Jewelry House.” 

All work is completed in our own workshop. 


¢ Unusual “Calls” fulfilled 
¢ Estates Purchased 


¢ Special Order Work 


8. Schneider 


manufacturing jewelers and 
traders in antique jewelry 


New York 36, N. Y. 





74 West 46 St. 


Ese. 1918 


































Necklaces 
Bracelets 
Earrings 
Discs 

Key Chains 
Tie Clips 
Cuff Links 
Sport Chains 
Watch 
Attachments _ 


poe ~ 







ALL 
ACTUAL 
SIZE 





7 West 45th Street, New York 36,N.Y. 
Specializing in Gold and Platinum Chains., 


160 








Store Reputation 
(From page 124) 


Albert 5. Samuels Co. has attempted to develop an jn. 
peccable reputation for fine, dependable timepieces anq 
to sell each on its intrinsic eye-appeal plus the store’, 
guarantee. 

The entire merchandising program revolves around a 
clever slogan which is reproduced in each watch display 
window and case of the Samuels store. All watches, jing. 
dentally, appear on velvet trays, 2 feet long by 18 inches 
wide, which slope at an angle of 45 degrees, along the 
rear of waist-height windows, on the right side of the 
enclosed entranceway. There is thus more than 20 feet of 
continuous watch display, with a minimum number of 
watches shown on every tray, carefully selected for jp. 
dividuality, and tilted at such an angle that customers 
may give each an unusually close scrutiny, without com. 
ing inside the store. 

At the base of each of the trays, the slogan is lettered, 
“Remember That The Name on the Dial is Not Nearly 
As Important As the Name Over the Door FOR You 
Might Buy the Right Watch in the Wrong Store, But 
You Could Not Buy the Wrong Watch in the Right 
Store!” Repeated in each separate window, and again in 
the watch department, this slogan has caught the interest 
of thousands of San Franciscans daily, ever since its 
development, and as time goes by, it has worked its effect 
upon discriminating watch buyers. 

‘“‘We have a simple story to tell every watch customer,” 
said George Graham, who manages Samuels’ big watch 
department. “The first idea we get across to each watch 
customer is that it is necessary to select a watch which 
will give guaranteed, dependable service, for many years. 
We point out that every watch in the display cases has 
exactly the same guarantee, will keep accurate time, and 
give satisfaction. This has always had an immediately 
noticeable and impressive effect on the watch purchaser— 
particularly those who are buying timepieces for their 





Florida Jeweler Spotlights Silver 
For Christmas Gifts 


A simple but striking window display of Underwood 
Jewelers, Jacksonville, Florida, suggested silverware for 
Christmas shoppers. Floor and mounds were covered 


with black velvet and in the center of the window was 4a 
large candy cane and a snow man garbed in a red cap, 
smoking a pipe. Featured were silver coffee sets and 
individual pieces of hollowware. 
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Window Display Promotes Engraved 
Stationery and Christmas Cards 


Cognizant of the many weddings, formal dinners and 
dances during the holiday season, Schwabacher-Frey, 
Los Angeles, turned the spotlight on their deluxe station- 
ery as well as Christmas cards. Knowing that they would 
be rushed with orders at holiday time, they arranged a 





striking display in November, complementing it with an 
ad urging interested parties to place their orders early 
in order to be sure of receiving same at the time desired. 

In their window they showed an engraver’s bench, 
with all his tools. In front was his stool, and at one side 
stood a life size cut-out of the engraver. A card said, 
“Invitations, announcements, at home cards, reception— 
every social requirement in wedding stationery available 
in the finest stock.” At each side were boxes of sta- 
tionery, and down front were engraved invitations, an- 
nouncements, etc. 





own use. The customer is encouraged to buy a watch 
which exactly suits his personal desires, rather than tak- 
ing the watch which comes closest to them, from a brand, 
which national advertising has convinced him offers max- 
imum value. In this way, we are able to lend an equal 
amount of confidence to the sale of any brand of watch, 
and we show no favoritism whatsoever to any particular 
type.” 

The Samuels’ watch department, which is located im- 
mediately to the right inside the entrance, lends itself 
admirably to display on this basis. Most of the displayed 
watch inventory appears in a U-shaped plateglass case, 
facing toward the interior of the store, around which 
the customer walks, to reach the main watch department 
which takes the form of a backbar case containing 24 
drawers, in which the main watch stock is kept, and an 
8-foot sit-down watch display counter. Almost as many 
watches are kept in the windows of the Samuels store as 
in the actual watch inventory, which insures plenty of 
window appeal at all times, according to Samuels. 

Net results of operating on this unusual plan have been 
a considerably increased watch volume, the ability to 
handle many exotic and unusual styles of wristwatches 
and pocket watches, which otherwise would be regarded 
as “specialties,”’ plus much public curiosity in the watch 
department. “We’re convinced that this plan broadens 
sales horizons tremendously,” he added, “and that we 
are giving our watch customers far more satisfaction 
and personal pleasure through de-emphasizing brands, in 
favor of the store name.” 
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1952 A & G CATALOG 


Here, between the covers of a single book, is a com- 
plete inventory for your store .. . featuring the more 
than fifty famous brands for which Aisenstein & 
Gordon has won fame and following since before the 
turn of the century. A long tradition of service and 
experience is behind the A&G Catalog. Use it to 
sell from ... all year round. 


“ONE OF THE FAMOUWS 50° 









































Telechron Alarm (Model Guest) 


¢ DIAMONDS « 
A COMPLETE LINE OF FINE STONE RINGS 


Established 1895 


FINE JEWELRY TOILET WARE 
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POWERFUL 24y-4-way 
BUSINESS PULLER 


a> * ] Sparkling Colors 
) 16” wide 22” high 


3 bimensiona 1 Display merry Leh 
hang or stand 


AOE A PSE MOLE MMO PELE Tek coma rapeS | oe 
oid 


aa wal 
a $5 Value only 72” each 
right and left $40 


combination pair 
14 West 23rd Street, 


* 
Inc. N.Y. 10, N.Y. 


when ordering specify +52LK 














JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios. 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full particulars 


CHINESE JADE CORP. 


L—__: West 47th St. © New York 19, N. YY. ©@ 











JUdson 6-1666 





DIAMONDS oz EXPORT 
BARBER sx. SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON, ae, eae 
SLUBAR - LONDON 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 
a OlLUr 


LONDON, ANTWERP. ano 


CABLES: 


AMSTERDAM 
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Stone of the Month 
(From page 130) 


in Saxony in eastern Germany. Precious topaz, the yel- 
low variety, is quite rare today in sizes over a half inch 
and this is naturally reflected in the price for these stones, 
Russia, Siberia, Ceylon and the United States are jp. 
portant sources of topaz in the other than yellow colors 
and colorless varieties. 

Like most of the other stones, topaz was credited with 
certain curative and preventive powers by the ancients 
who believed the strength of these powers increased oy 
decreased with the moon. It protected its wearer during 
epidemics, soothed the wild passions and gave a glimpse 
of the beyond; it gave strength to the intellect, protected 
from drowning and, in the presence of poisons, lost js 
color. 

In past times the-colorless variety of topaz was often 
mistaken for diamond because of their nearly equal com. 
parative weight. Probably the most notable example of 
this mistaken identity was the 1680 carat stone in the 
Portuguese crown jewels, believed for many years to bea 
huge diamond. This stone, in the Braganza, was later 
identified to be a white topaz. 

The Portuguese call these white topazes “Slaves’ Dia- 
monds,” the Brazilians call them “Pingo d’Agoa,” and 
the French “Gouttes d’Eau,” meaning drops of water. 


RADIO COPY 


Topaz for Women 

Announcer: City Jewelers have fashion news brushed 
with the touch of Midas! He was the king with a golden 
touch ... remember? And this season, a touch of gold 
on their costumes is a fashion must for smartly dressed 
women. City Jewelers suggest that you achieve your 
touch of gold in a doubly individual manner .. . with 
golden topaz . . . the November birthstone . . . selected 
from their distinctive collection of birthstone jewelry. 
City Jewelers have a beautiful choice of golden topaz 
jewels in beautiful settings of 14K gold. Each piece is a 
top fashion design, and the price is surprisingly modest. 
If you wish, budget terms may be arranged. Topaz, you 
know, is supposed to cure dimness of vision . . . and I 
think we can guarantee you'll open plenty of eyes if you 
choose topaz jewelry for your golden touch of fashion! 
City Jewelers are at .. . Main St. in Your City! 


Topaz for Men 

Announcer: City Jewelers tell us that a mist-hidden 
island gave the November birthstone its name, for the 
men who sought this ancient island called it “Topazios” 
which means . . . to seek . . . and the yellow gems they 
found there, they called Topaz! Today, topaz is cor- 
sidered a perfect gift because this jewel retains the ro- 
mance of its past naming, and the gift of a topaz implies 
you seek the friendship and love of the one to whom it is 
given. City Jewelers are proud of the topaz jewelry in 
their great birthstone collection .. . which is one of the 
finest in the United States! In the men’s department you 
will find fine yellow topaz in massive settings of 14K 
Yellow gold. The choice is complete all the way from 
rings to tie-bars, and the price range is wide! If you 
wish, budget terms may be arranged. City Jewelers are 
at the Main St... in Your City! 
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Famous Diamonds of the World 
STAR OF SOUTH AFRICA 
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This is the diamond which is credited with turning the 
tides of fortune in South Africa. It was the discovery of 
this stone in 1869 which really started the diamond rush. 

Two years before that, a little boy named Erasmus 
Jacobs, son of a Boer farmer, picked up some pebbles 
near his home on the Orange River and carried them into 
the farmhouse. His sisters played an indoor game in 
which stones were used as markers. One of the stones 
attracted the attention of young Schalk Van Niekirk, a 
neighbor, who showed it to a traveling trader. Eventually, 
it was pronounced a fine diamond of 21 carats. 

Van Niekirk was now on the alert. Early in 1869, he 
heard that a shepherd boy on the Zendfontein farm near 
the Orange River had picked up another curious stone. 
Hurrying to the spot, he offered the lad 500 sheep, ten 
oxen and eight horses in trade. It was practically his entire 
fortune and the native thought he was crazy. But a few 
days later in Hopetown, Van Niekirk sold the “pebble” 
for $56,000. This news traveled quickly and soon pros- 
pectors were pouring into the district. 

Meanwhile, the Star of South Africa was bought by 
Louis Hond, a cutter, fashioned into a fine brilliant of 47 
carats and sold to the Countess of Dudley for $125,000. 
She had it mounted in a handsome ornament for the hair, 
surrounded with additional diamonds. 





Greeting Cards 


(From page 134) 


weekly paper. The results were nearly immediate. While 
the new greeting cards were still being arranged in their 
racks on the first day the brightly lighted display was 
installed, three separate gift sales were made to cus- 
tomers who came into the store to buy cards. 

Since then the greeting card section has brought a 
steady flow of new faces into the store and total sales 
volume has had a steady upswing since then. 
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WIN WITH FOOTBALL CHARMS 
by Qisher 


You can be the big winner in the midwinter athletic banquet 


season by selling charms to the many champion teams. 
Build for permanent leadership in this field with Fisher 
oleh AUN LAMESD(-1allile Pm Oto) (ob ali (-to MM. Co) i (-to ME @1e) (eM (ol - Mame lale) 
Karat gold, (10K and 14K). Always through wholesalers. 


J. M. FISHER COMPANY, Attleboro, Mass. 




















, @ Best Forei 
What is " Giatenee 
the secret to ®@ Volume Purchases 
QUALITY @ Volume Sales 
DIAMONDS ® Minimum Profits 
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Whether your diamond purchases average $100 
or $100,000 we can fill your needs at prices that 
are a challenge to the trade. Be convinced that 
there is a diamond house that does a volume 
business on a minimum profit basis. 


Write for our 25th Anniversary November “Silver 
Saver.” A parcel of seven to twenty point loose 
diamonds will be sent on memo for your inspection. 


$135 Baa 





YOUR 
COST 
ONLY 








o00000 
WRITE FOR FREE CATALOG 


Bon Cobdlberg & Ca 


29 E. Madison Street 


Chicago 2, lilinois 
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Watch Parade Window 










@ at their (From page 108) 
Wing aC S very finest the frames or mounted on the panel with a Copy ex. 
with non-corrosive planation. 

smooth action springs You may be able to find simple wooden picture frames 

‘ | eepatiietetenietiens, which can be used for this display—or you may prefer 

2 Your choice of two distinctive to make your own of wood or heavy cardboard. Whether 

: designs. The snap opening the frames are painted or fabric covered, they should be 

> snap closing is mechanically simple in design so as not to detract from either the 


perfect. Immediate delivery 


er atin merchandise or the copy message. The ramps which 


extend from the frames to the window floor are cut from 
beaver board and covered in fabric. They can be lightly 
padded so that it will be easier to pin the merchandise ip 
#2—14K, SILVER place. The ramps should be placed at a steep enough 
OR GOLD FILLED angle so that the watches get good visibility in which 





Can You Top This? 


You can never judge a book, or a customer, by its 
cover. This is a belief that Mary Riegel, Riegel’s 
jewelry store, Selinsgrove, Pa., has come to accept. 

One day Mrs. Riegel found herself looking across 
the counter at an elderly man garbed in dirty, old 
work clothes. The customer said he was interested in 
buying eight wrist watches. 


=1—14K GOLD 





sydney Herman & CO., inc 


102 CANAL STREET, NEW YORK 2,N. Y. © CAnal 6-3802 

















JEWELERS PRICE TICKET 
#950 COMPLETE WITH CONTAINER $12°° 





actu WITH EACH SET YOU GET: 


1092 INDIVIDUAL TICKETS 
150 PLASTIC EASELS 
100 TABS 


PECIAL ADHESIVE 
-a ng th ote CHOICE Mrs. Riegel didn’t take him seriously but neverthe- 


SIZE A—Ivory with Black Figures less proceeded to show him the store’s offerings. The 
ll 4 oo A —— B—Black with Silver Figures customer looked them over carefully and then selected 
25¢ to $1000.00. C—Half Black & Half Ivory a water-resistant model and wanted eight of them. 
“Being a small business and Christmas only a 
week off,” Mrs. Riegel relates, “I could only find 
two watches. He said he wanted them right away ard 
would I accept his personal check. Seeing that I was 
neil Franklin ItG P(IRP ROR Wey; puzzled, he gave me references to call, which proved 
. MASS. ; ; 

ds satisfactory.”’ ; 
After a thorough search, Mrs. Riegel came up with 
seven watches, just one short of the desired amount. 
The poorly dressed, unkempt man made out a check 








CAN ALSO BE AFFIXED TO WOOD—GLASS—METAL—FABRIC 
AVAILABLE AT YOUR JOBBER OR ORDER DIRECT 








and took the seven watches. Before leaving, he re- 
20 INCHES HIGH quested that the jeweler hold off the check for an 
ELECTRIC F-L-A-§-H-E-R extra day—a request that didn’t make the jeweler feel 


too comfortable. 
The following morning, immediately after the store 


& LAY-A-WAY SALE 
x Layaway S GETTER 


: 4 An artistic masterpiece in 11 opened, the man appeared at the store. He selected 
4 plan 7 i — colors and 3 dimensions! 16 another watch which brought the total purchase to 

:  7hes — inches wide. Diamond fiit- eight watches. To the surprise of Mrs. Riegel, he then 
iota Oy =— tered wood base, trimmed | 


handed her sufficient cash to redeem his check. 
The watches were Christmas gifts for the “poor” 
man’s employees. 


sa cancenites “™. with white cloth leaves, spat- 


tered with gold and red ber- 
ries. Electric flashing lantern 
attracts attention day and | Write us a note about your unusual business experience 
night. ONLY (Literary style is unimportant.) $5 will be paid for each 

$990 story published. Address JC-K Editorial Dept., 100 E. 42 

2 for $19.50 St., New York 17, N. Y. No manuscripts returned; all 


e become property of JC-K. Jeweler’s name and town will 
Edwin Prced INC. be used in story unless request is made to omit it. __ 
14 W. 23rd St., New York 10 ; 
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case it will probably be necessary to pin them in place 
to prevent their sliding off. 

A simple autumn leaf pattern can be cut from heavy 
cardboard and used as a pattern for cutting others from 
colored paper. These can be sent to your lettering man 
for filling in with the manufacturers’ names. Use as 
many leaves as you have names you wish to promote— 
repeat names if you wish. Lettering in facsimile of the 
manufacturer's trade-mark can be used, but is not neces- 
sary if all the lettering is clear and legible. The same 
style of lettering should be used for all names unless 
you are using facsimiles. 

This window can be made very colorful by using 
different autumn leaf tones for the leaf cut-outs—red, 
gold, orange, rust, deep purple—against a dark green 
background. Copy cards and ramps could be matching 
tones of gold or rust with brown frames. 


The Book Shelf 


Watch Papers 


American Watch Papers, by Dorothea E. Spear, Published 
by the American Antiquarian Society, Worcester, Mass. Copies 
may be obtained from the American Antiquarian Society, 
Worcester 9, Mass., at $1.25 each. 

Watchmakers, antiquarians, and people interested in 
Americana will no doubt find Dorothea Spear’s book 
fascinating reading. The American Antiquarian Society 
has gathered together a collection of American watch 
papers. 

Originally these circular watch papers were used as a 
packing or cushion between the inner and outer case of 
the watch to keep the case more firmly closed and to 
protect the works from possible dust. They became popu- 
lar as keepsakes in the mid-eighteenth century. Miss 
Spear provides a brief background to the origin and use 
of watch papers. 

The majority of the 76 pages are devoted to a descrip- 
tive list of the watch papers in the collection of the Ameri- 
can Antiquarian Society. The list provides names and 
addresses of early American watch and clockmakers. 
importers and jewelers. 








Watch Repairing Hints 


Helpful Hints on Watch Repairing, by Joseph Dean. Pub- 
lished by the Dean Co., Daytona Beach, Florida. 64 pages, ap- 
proximately 100 illustrations, paper covers. Price 75 cents, post- 
paid from publisher. 


As the title suggests, this booklet is not in any sense a 
comprehensive treatise on watch repairing; but it is a 
useful little collection of odds-and-ends of information on 
minor operations that have to be done in repairing 
watches. For example, there is given an illustrated ex- 
planation of the rather new type of connection between 
winding stem and crown in some bracelet watches, the 
“snap-crown” showing the appearance of the parts and 
explaining: what to do to separate the parts, when remov- 
ing movements from cases and replacing them. There 
are numerous other bits of information of everyday use 
that, to the beginner, or to a watchmaker of limited 
experience, could be very helpful. Within its limitations, 
as explained in this comment, this booklet seems worth its 
price. 
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SALESMEN 
WANTED 


For Midwest and Pacific Coast 

territory... 

* Well-known manufacturer's 
line of rings and mountings. 

* Lucrative, long established 
accounts. 

* Commission and drawing ac- 
count. 

* Full house cooperation. 

Splendid openings for ambi- 

tious salesmen looking for per- 

manent connection with reliable 

manufacturer. 


REPLY IN CARE OF DEPARTMENT "X" 


SIMONS-MICHELSON CO. 
ADVERTISING 
LAFAYETTE BLDG., DETROIT 26 
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SINCE 1907... 


A half-century of skilled craftsmanship 
stands behind their e eye-catching design 

@ superior materials @ lasting durability 

@ prover: sales-appeal. Send for catalog. 


d.by ARCH CROWN TAGS, INC. 277 Halsey St, Newark 2, WL 
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1635 BROADWAY A AT 17TH 





Examples of Davidson & Licht's institutional ads. 


Prestige Program 








Stresses ‘Quality’ Link with Store Name 


Supplementing Davidson & Licht’s regular newspaper advertising is a series 
of small-space, institutional advertisements. Each ad in this series high- 
lights a key selling point designed to foster public confidence in the siore. 


1. EVERY CITY of any size in the country 
there are many jewelry stores; each is trying to catch 
as many of the buying public’s dollars as they can, and 
by any method they hope will be successful. 

Some companies hold sales of their merchandise two or 
three times each year; others offer premiums with pur- 
chases amounting to certain sums, or to the first 50 or 
100 customers to make a purchase at the store on “sale” 
days. These methods are SOP (Standard Operating Pro- 
cedure). In Oakland, Calif., Davidson & Licht Jewelers, 
located at 1635 Broadway, at the corner of 17th Street, 
have developed a novel style of their own. 

They believe that price slashing and premium giving 
tend to undermine the public’s confidence in a jeweler 
and to lessen his opportunities in the field of repeat 
orders, so they have built their firm on a foundation of 
honesty, both in price and quality of their merchandise 
and in their advertising methods. 

“Advertising is the best way to keep your business be- 
fore the public, and you have to keep them reminded if 
you are going to do business with them,” Arthur Licht, 
only active member of the partnership since Mr. David- 
son’s retirement, says. “We have used practically every 
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by VIOLET JAYNE BAXLEY 


medium of advertising there is except television,” he con: 
tinued. “We use billboards, direct mail and spot radio 
announcements, beside our newspaper advertising, but 
the newspapers are still our best medium.” 

“But there are only a certain number of things you 
can say in advertising a jewelry business,” Licht went on. 
“The very nature of the merchandise in all good stores 
is practically the same. Consequently the ads tend to be- 
come more or less standardized after you’ve been writing 
about it for 32 years, as we have, and the public begins 
to see it without being impressed. It’s the same in every 
business, so you have to dig for something new.” 

He continued, “That’s why we decided, last September, 
to try out our new angle of advertising. It was designed 
and written by our advertising manager, Lee Wenger, and 
he calls tt our institutional ad. It’s a smaller ad than 
our regular merchandising advertisement, and _ stresses 
the policy of our company against the background of 
some valuable piece of merchandise which the public 
over a period of years has come to know and to trust the 
value of. We have had a nice reader response to the first 
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WALLACE STAINLESS 


the tableware that needs no care 


Here is excellence of quality and modern 
design unrivalled in the tableware field. 
World famous Wallace craftsmen have cap- 
tured in CITATION and VOGUE the modern 
feeling for sleek, simple, uncluttered lines. 
Designed for contemporary living, this 
top quality graded stainless is being na- 
tionally advertised this fall over the 
famous Wallace name. They are available 
in open stock and 24 and 52-piece sets. 
Order now from Wallace salesmen. 


ConTeEMNpPortany neo. 
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ads of this kind, and believe that the interest in them 
will continue to increase the interest in our store.” 

And Davidson & Licht Jewelers institutional ads are 
different. They quote no prices, nor any specific brand 
of merchandise sold by the firm. 

For instance, there was their sterling silver ad, the first 
of the institutional ads to be used when they began their 
new and novel method of attracting more attention to 
their store. 

It pictures the business end of a salad fork, below the 
large sidewalk clock picture which is Davidson & Licht’s 
trademark, and in heavy type asks pointedly: “BUYING 
STERLING? 4 good points to remember.” Then, lead- 
ing off from the end of each of the fork’s prongs is a 
point. 1: D & L offers a complete sterling selection; 2: 
Credit is convenient—no down payment, no interest, 
no carrying charge; 3: Payments are as little as 50¢ per 
week; 4: Credit is simple . . . choose it, say “charge it,” 
then take it. 

Davidson & Licht used the above ad, greatly enlarged, 
as a background for their three dimensional sterling silver 
ad which was used in their 17th Street window several 
weeks after it appeared in the newspapers. It was a 
strikingly handsome display with the large black and 
white ad rising against the window showcase wall. In 
front of it several well-spaced sets of gleaming silver 
coffee services rose above the display of softly lighted 
sterling silver table services. It attracted a great deal of 
attention by its very simplicity and the uncluttered 
arrangement of the silver on display. 

Another of the institutional ads featured a chain of 








Recreate your diamond 
heirlooms at 


Your cherished family heirlooms although outmoded. pomem 
prictles sentimental value To be fully appreciated they 

Must be worn and enjoyed, Davidson & Licht can wanstorm your 
heirlooms into s madern platinum or 14K gold eaclunvely 
Geuigned soliuaire. diamond wedding ring or lansh diamond 
watch. The con 1 
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diamond rings, neatly linked together, chain fashion, 
across the corner of the ad opposite the D & L clock. 

This ad stated simply: “NO WEAK LINK AT D & L 
There is no weak link in the Davidson & Licht diamond 
selection. Every diamond is the finest quality.” 

And here again in this ad, as in the foregoing silver 
ad, the prospective customer is reminded of the no down 
payment, no interest and no carrying charge policy of the 
company. 

Because of the tremendous amount of interest these 
first ads created in the store and its merchandise, they 
will be kept as a permanent part of the Davidson & Licht 
advertising program throughout the year. They will 
eventually cover each of the D & L store’s departments, 
and will later feature watches, watch repairing services, 
desk sets, silverplate and photographic supplies. 

“The institutional ads are still too new a feature in 
our advertising to judge the eventual possibilities of their 
actual dollar and cents value to us,” Licht said. “How. 
ever, they have already created enough interest and con- 
sequent sales and they are bringing in a finer type of 
buyer; those in the reliable middle income group with 
which we like to do business.” 

“This type of buyer is careful and wants his money's 
worth,” Licht continued. “Our new ads have aroused 
their curiosity, but once they have given their confidence 
to a store, they remain faithful, year-after-year cus- 
tomers and that is what we want.” 

The institutional ads have not increased the cost of 
Davidson & Licht’s advertising expenses. They were 


(Please turn to page 177) 


Beside its institutional ads, the firm has a regular program 
for merchandise ads, examples of which are shown below. 
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Big Buyer on her own! 
Earnings and allowances give 
these girls $3,700,000,000 a 
year to spend, fancy free. And 
they fancy jewelry! 





THAT YOUNG WOMAN IN HER TEENS 


Getting gifts galore! 
For birthdays, graduation, 
Christmas, hope chest. And 
givers nearly always buy her 
just the gifts she wants. 


Coaching Mom, Dad‘ 
She sparks many household 
purchases... flatware, glass, 
china and appliances. Will 
your product get her okay? 


Here comes the bride! 
More girls marry at 18 than 
at any other age. They’re 
picking products, buying 
brands now for “that day.” 





THERE’S ONE BEST WAY TO REACH THE 7,500,000 YOUNG WOMEN IN THEIR TEENS: 


seventeen sells’ 


NEW YORK + BOSTON «+ CHICAGO + HOLLYWOOD =» ATLANTA 
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Effective advertising support... 
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Special Introductory Offer / Two royal-blue velvet-covered plaques hold 

6-piece place settings. Can be used separately 

This display is yours with purchase of 2 place or assembled as shown. $8.00 value (quantity 

settings in each pattern, on which you make purchase). 26” x 18” assembled. Two-Plaque 
your regular profit! De Luxe Display No.7960. 
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will help you introduce 
and sell the great new 


JNEIDA CUMMUNITY 


ing 


1 
| fr 
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Ue 
Here’s a fine, new sterling with a famous name your cus- 
tomers know and respect! Here are two great patterns... 


new patterns ... by designers and craftsmen with a long 
record in the production of successful, selling patterns. And 
here are the solid, selling tools to help you present this new 
sterling to your customers! 

Full-page advertisements like the one on the back cover 
will appear in the 5 important magazines shown on the 
opposite page—starting in October! 

The display of the two patterns is yours with a purchase 
of only 4 place settings! 

Together, they’ll build extra sterling sales for you—if you 
take advantage of the magazine advertising by promoting, —__ 
displaying, suggesting these outstanding patterns in famous- @a——— 
name sterling! | —_ 



































SX TRADEMARKS OF ONEIDA LTD. 


_ 


DISTRIBUTED EXCLUSIVELY BY WHOLESALERS ...ORDER TODAY! 
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—a modern floral pattern 
with a graceful motif. 


These two fresh new patterns are right now being 


We Are Ready to Help You 


the great new 


ONEIDA 


announced in national magazines. Be ready for the 
consumer response. Place settings at $28.50 Federal 


Tax Included. Handsome display for your window 


or counter ties your store in with the promotion behind 


this fine sterling with a famous name. 





Mlennttite éx Gordon Gre. 


Est. 1895 
Distributors of 
Fifty Famous Lines 


712-714 Sansom St., Philadelphia 6, Pa. 
Phone WA 2-3995 


for the best of SERVICE 
on COMMUNITY—use 


BALDWIN-MILLER CO. 


INDIANAPOLIS, INDIANA 





|. ALBERTS’ SONS INC. 


373 Washington Street 
BOSTON 8, MASS. 


Wholesale Jewelers Since 1898 
“ALBERTS’ FOR SERVICE” 


Wsoas Ses Ltd. 


Formerly Boas Hatowski & Sons 


WHOLESALE JEWELERS 


55 East Washington Street, Chicago 2, Ill. 


Specialized Distributors of Sterling & Silverplate 
for over 50 years 








BENJ. ALLEN & CO., Inc. 


10 South Wabash Avenue, Chicago 3, II. 


Wholesale Jewelers and 


Importers of Diamonds 





ADOLPH BRAUDE COMPANY 


Wholesale Distributors @ Established 1919 


29 EAST MADISON STREET oe HEYWORTH BUILDING 
CHICAGO 2, ILLINOIS 


DEarborn 2-6900 


"Immediate Delivery" 


—— 
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Meet the Consumer Demand for 4 
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DISTRIBUTED EXCLUSIVELY BY 





EMIL BRAUDE & SONS 


338 SOUTH WABASH AVENUE 
CHICAGO 5, ILL. 


Wholesale Distributors for 58 Years 
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sterling. SF a 


rne" 





elon 





WHOLESALERS... ORDER TODAY! 





A. FRISCH & CO., Inc. 


373 Washington St. 
BOSTON, MASS. 


Wholesale Distributors 


Oneida Community 
Oneida Sterling 





S.H. CLAUSIN & COMPANY, Inc. 


Spokane - Minneapolis - Salt Lake City 


The Northwest's Leading Distributor 


The Gerwe Brown Company 


817 Main Street Southland Life Bldg. 
Cincinnati 2, Ohio Dallas |, Texas 


WHOLESALERS FOR SIXTY YEARS 





THEA. H. FICKEN COMPANY 


850 Euclid Avenue, Cleveland 14, Ohio 


Call Ficken for Community 





The Gorenflo Company 


1940 EAST JEFFERSON AVENUE 
DETROIT 7, MICH. 


THE HOUSE OF SERVICE 
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We Are Ready to Help You 


the great new 


ONEIDA 








—a modern floral pattern 
with a graceful motif. 
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This display is yours with purchase of 2 place settings in each pattern, on 
which you make your regular profit! —Two royal-blue velvet-covered plaques 
hold 6-piecé place settings. Can be used separately or assembled as shown. 
$8.00 value (quantity purchase). 26” x 18” assembled. Two-Plaque De Luxe 
Display No. 7960. 





GRAFNER BROS. M. A. MEAD & COMPANY 


CHICAGO e DETROIT 
818 LIBERTY AVENUE, PITTSBURGH 22, PENNA. INCORPORATING 
Prompt Service Assured EDWARDS & COMPANY 
from our complete stock of Community KANSAS CITY 





B. KLEITZ & BRO. CO. K.A.Murphy Company 


SIXTH & MARKET STREETS BOSTON, MASS. 





WILMINGTON 99, DELA. 


WHOLESALE JEWELERS SINCE 1891 


Complete stocks in 
COMMUNITY TUDOR PLATE 
FLATWARE AND HOLLOWWARE 





L. LURIA & SON, inc 


The Silver House” 


160 Fifth Ave., New York 


Atlanta, Ga. Miami, Fla. 





New Jersey Jewelers 


260 Washington Street, Newark 2, N. J. 


New Jersey’s Leading Wholesale Dis- 
tributor to the Jewelry Trade 





174 


THE JEWELERS’ CIRCULAR-KEYSTONE 





=, 


Meet the Consumer Demand f or 





—reminiscent of classic 
designs in English 
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*Trade-marks of 
Oneida, Ltd. 


DISTRIBUTED EXCLUSIVELY BY WHOLESALERS . . 


. ORDER TODAY! 





D. C. PERCIVAL & CO., Inc. ALEX SABIN & SONS, INC. 
Serving the Jeweler Since 1864 Wholesale Jewelers 
ONEIDA DISTRIBUTORS 20 West 47th St. New York 36, N. Y. 
In New England, New York State, LUxemburg 2-2560 

and No. Penna. 
373-387 Washington St. BOSTON, MASS. 














BUuULtLDING witH# ser «\)vice _taw en 18 9 2 
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GEOPRILUIPS: Aff] | E#:Saxton Company 


387 WASHINGTON STREET 
Saw , oo BOSTON 8, MASS 
Fachcally everything sold Andes aSEV ‘ar 


Wholesalers For 50 Years Wholesale Distributors Since 1885 
Syracuse, N. Y. Scranton, Pa. Richmond, Va. 





The Wallenstein-Mayer Company 

EK. 1\ "2 Reynolds Company 31 East mney Street, Cincinnati, Ohio 
Wholesale Jewelers 

Los Angeles San Francisco 


: 50 years of service plus 
enema panei Write for our 1953 Annual Catalog 





ee 
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1. Styled for the times, these 2 gold overlay narrow 
tie clips are $4 each, keystone. They are manu- 
factured by R. F. Simmons Co., of Attleboro, Mass. 


2. Made of genuine steerhide is this hand-painted 
matched handbag and billfold. The ornamental hand- 
tooled design is painted in lasting colors. Items 
may be sold separately. From the Meeker Company. 


3. "Fleur-De-Lis," a tie clip and cuff links set 
of genuine hand carved mother of pearl, is from 
Squire line of Taunton Pearl Works, Taunton, Mass. 


4. Model #5297A is a new emblem ring from the line 
of Goodman & Co., Indianapolis, Ind. Made of 14K 
gold, model #5297A is priced at $55.00, keystone. 


5. This sterling silver, rhodium finished hand-set 
rhinestone heart slides on an invisible attached 
chain. It is priced to retail at $10.80, F.T.I. By 
Arbor Jewelry Company of Providence, Rhode Island. 


6. Chunky pieces of semi-precious stones wrapped 
in gold wire make up these cuff links, which may 
sell at $12.50, keystone. By Thelma Claire Brill 
(formerly Arthur King), 679 Lexington. Ave., N. Y. 


7. This die struck cluster creation when properly 
grouped as one unit, can give small melee the ap- 
pearance of one large stone. By Karlan & Bleicher. 
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Prestige Program 


(From page 168) 


gtted into the budget which the store had already set up 
gs its yearly cost of advertising and which they regard 
as a normal part of their operational expense. The only 
ossible increase of this yearly budget which they allow 
‘; in the change of newspaper space rates, and those are 
made allowances for, just as are the changes in the cost 
of other merchandise, with a small percentage of leeway 
for each year. 

“It’s impossible to state exactly what our budget will 
be for advertising each year,” Licht says, “because we 
do not control the cost of space rates. We manage to 
come pretty close most of the time so that we rarely have 
to go above our estimate.” 

Beside their regular advertising, Davidson & Licht 
conduct seasonal campaigns four times each year. In 
January they stress the fine quality of their watches as 
the perfect gift for the mid-year graduating classes of 
Oakland’s high schools, and in addition to this advertis- 
ing, they give each graduate some little gift from the 
store as a sort of extra credit for their achievement. They 
also give a gold ring to every baby born each year in 
Alameda County. 

Their April advertising campaign features their dia- 
monds, both as the birthstone of the month and, with 
wedding ring ensembles, for the prospective bride. In 











Is There a Jeweler in the House? 


A few years ago W. A. Alexander, sales representa- 
tive for The International Silver Co., was calling upon 
Nathan Sharfman & Son, Worcester, Mass., when a 
distraught lady followed by her teen-aged daughter 
burst into the store. 

The woman was in trouble, Alexander relates, and 
she needed help desperately. Her daughter’s ring had 
become too small and her finger was swollen and in- 
flamed. The mother was in tears as she told Nathan 


8 


a 





Sharfman that a doctor had not wanted to try to re- 
move the ring. 

The jeweler immediately went into action. With 
the skill of a consulting psychologist, Sharfman put 
both “patients” at ease with some softly assuring con- 
versation. He then removed the ring with a circular- 
saw ring-remover, to the great relief of both mother 
and daughter. 

Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 





ANNOUNCING... | 


A New Line of Sterling 
with a Famous Name 
Your Customers 


KNOW...TRUST... PREFER... 


onerae COMMUNITY 
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with TWO NEW PATTERNS 


Engagement* 


—a modern floral pattern 
with a graceful motif. 
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M elbourue* 


—reminiscent of classic 
designs in English 
sterling. 
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Special 
Introductory Offer 
DeLuxe Place Setting Display 
An $8.00 Value 
No Extra Charge 


with purchase of 2 Six Piece Place 
Settings in each Pattern 





*Trade-marks of 


Poi Oneida Ltd. 


oo WEL OS 


* 


/ cern \ 










Be ready toshow 
your customers 
these two fresh 
new patterns 
when they are 
announced in 
leading maga- 
zines starting = eats 
September 19. Six Piece Place Settings at 
$28.50, Federal Tax Included. Order now 
and be prepared. 


JOS. B. BECHTEL & CO., INC. 
729 SANSOM ST., PHILA. 6, PA. 
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From Italy, from Germany, 
from Denmark... 
seven contemporary patterns... 
each distinguished in design 
and superb in craftsmanship. 
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— To retail from $5.75 to $9.75 
a five-piece place setting. 
Write for illustrated material 
and price information. 


FRASERS, ww. 


2409 Telegraph Avenue, Berkeley 4, California 


: Importers and distributors of 
contemporary table appointments 
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September they feature their camera and photographic 
supplies, pen and pencil sets, and other necessary schoo] 
supplies, but in December they have a storewide campaign 
which covers all departments which might contain any. 
thing suitable for Christmas gilt giving, and in a jewelry 
store, that covers everything. Occasionally, during the 
year they also offer specials on some of their merchap. 
dlise. 

“Advertising is the foundation of modern business,” 
Licht says, “with the next two most important ingredients 
of good business being a firm’s integrity and dependa. 
bility, plus thoughtful. considerate employees who make 
a customer feel that his time is valuable, and his ques. 
tions important, and who will take the time to see that 
he is satisfied before he leaves the store. Then he will 
come back when he thinks of buying something else, and 
that is what we want, because the buying public remem. 
bers how it was treated longer than it remembers the 
product of any store.” 





Store-Wide Emphasis Placed on Silver 
For Christmas Shoppers 


In order to feature their tablewares as Christmas gifts, 
J. Jessop & Sons, San Diego, Cal., created a genuine holi- 
day atmosphere in the store. The floor was covered with 
cloth of gold, and suspended from the ceiling were lacy 
white branches with tiny red, blue and green bulbs. 

Sterling silver place settings were prominently fea- 
tured. Scattered over the floor were a wide variety of 
sterling serving pieces, each tagged with an identifying 
card. Suspended from the ceiling was a panel containing 
20 patterns of sterling silver forks. 

The interior display was complemented in the window 
display. In the window along with numerous sterling 
pieces was a card which read, “Happy holiday gifts in 
sterling silver. Fine sterling silver from Jessop’s famous 
silver room is one of the most thoughtful gifts vou can 
sive for Christmas. and one of the nicest you can receive.” 





Silver for Christmas 


Silverware as appropriate gifts for Christmas shop- 
pers was the theme of one of J. Herbert Hall’s display 





windows. This Pasadena, California, firm used a small 
figure of Santa Claus and a Christmas tree to set the 
mood. Displayed were a variety of sterling silver flat- 
ware patterns, hollowware, sterling picture frame, etc. 
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"Crest of Arden," above, is a modern 
interpretation of an I8th century 
design. A 6-pc. place setting re- 
tails at $42.50. By Tuttle Silver 
Co. Available in all 5 Community 
patterns is this 2-pc. serving set, 
left, which retails at $2.95. The 
regular retail price is $5.70. 





Towle's sterling pattern Southwind," 
left, is a return to a free, natural 
form. A 6-pe. place setting retails 
at $33.50 with the flat handle but- 
ter spreader. "Spring Lily," right, 
is a pattern in International Silver 
Co.'s "Steelsmiths Stainless" line. 























, : Millions read this in Reader’s Digest... 


Pacific Sitwer Cloth rated best 
tne tpepartial laboratory tests! 













Impartial laboratory tests, reported in Reader’s 
Digest, proved that no other form of protection 
tested prevented tarnish as effectively as Pacific 
Silver Cloth . . . recommended by leading 
silversmiths and jewelers! 

Your customers read about Pacific Silver 
Cloth’s proved protection every month in these 





national magazines: 




















HOUSE BEAUTIFUL HOUSE AND GARDEN 
: . WOMAN S HOME COMPANION GOOD HOUSEKEEPING 
Display Pacific Ct BRIDE S REFERENCE BOOK BRIDE S MAGAZINE 
Cloth where your cus- 
pee can see it! Point | New visual Pacific Silver Cloth 
| ger ah _ tify Wrap display moves wraps fast! i. ee a 
nw , PACIFIC MILLS, Dept. 10R, 1407 B’way, New York 18, N. Y 
the genuine Paci ee Se ae salle a tatiagiiy 
Silver Cloth acific | Gentlemen: Please send me names of suppliers and descriptive | 
. ° ee . : | literature on Place-setting Rolls ——, Hollow Ware Bogs ——, | 
Tiny silver particles un Lined Chests ——, Packets ——, Wraps (yard and “%-yard) —— 
Pacific Silver Cloth trap | 
tarnish gases . . . prevent | | 
them from reaching hol- r Name Title 
low ware and flatware. 
| Store Dept 
| 
2 | Y I / | Address | 
/ , f (pe 
Onty PACIFIC Silver Cloth | | 
| City Zone State | 
J 


posilively prevents tarnish | 
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Stainless Steel Blades 


by “Moctham plou 


For New Goods or Repairs 








Bottle Opener (Ring Type) 
Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 


NORTHAMPTON CUTLERY COMPANY e 
ESTABLISHED 1671 


Cap Lifter (Hook Type) [i 
Cheese Scoop 








NORTHAMPTON 2, MASS: * 
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Here's a hard 

hitting, outstanding 

catalog that will bring 
you more business. 


® You feature the brands 
you select. 

© Your store name and 
address appears in four 
places. 

© You get your own, indi- 
vidual store policy. 

© Low syndicate prices. 


Write for 
free samples. 















CREDIT FORMS | 


Contracts Collection Letters 
Receipt Books Paid Up Letters 


Write for free samples. 


S.J. SURNAMER CO. Inc. 


N.Y. 1, N.Y. 











VAC Al. we-\ 7-9 
Tel: LOndacre 4-6650 
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As important as fine stones — 


W. R. C. Quality Findings 


SAVE TIME, MONEY — ASSURE SATISFACTION 


Our 75 years’ service to jewelers every- 
where has given us leadership in our field. 


ORDER FROM YOUR MATERIAL JOBBER 


W. R. COBB CO. 


101 SABIN STREET 
PROVIDENCE 3, R. I. 





If you haven't a 
WRC Catalog, 
write for one now. 
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ACTIVE — INACTIVE AND OBSOLETE 
STERLING FLATWARE PATTERNS CAN 
BE TURNED INTO CASH NOW! 


Many of your customers are interested in changing 
their incomplete or obsolete patterns of flatware for 
new patterns, providing they can receive a fair price 
for their old silver. We are prospective customers for 
this silver and will be pleased to make a tentative 
offer on receipt of information as to quantity, con- 
dition, etc.; or, a definite offer on receipt of the 
silver. This will enable you to obtain a much higher 
price for the old silver. We are also interested in 
purchasing any sterling silver your customers wish 
to dispose of or any sterling flat or hollowware stock, 
either new or used. 


Correspondence Solicited 


We are also interested in your traded-in 
or surplus jewelry and diamonds. 


Julius Goodman & Son 


MEMPHIS 1, TENN. WA 
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Follow-Through Displays 


(From page 109) 


Don’t neglect the material which your watch sup- 
lers can furnish you for both window and interior dis- 
plays. Most of your customers rely on the reputation of 
the maker of the watch for their assurance of dependa- 
bility and accuracy and these manufacturers spend large 
sums for advertising and for promotional material to 
build up such reputations. You most certainly should 
take advantage of this expenditure by tying in with the 
material furnished by your own suppliers. It is created 
for your benefit. 

The accompanying sketches suggest several ideas for 
interior case displays which should gain added attention 
for your watch department. The first sketch urges 
prompt action in choosing a new watch for self or gift 
with a winged hour-glass dramatizing the idea of fleeting 
time and the copy—‘‘Now is the time to choose that fine 
watch for a most welcome gift or for your own pleasure 
and satisfaction.” The hour glass may be painted on a 
background panel or it may be a compo-board cut-out 
with paper wings attached—or if you can beg or borrow 
a real old-fashioned hour-glass, it can be suspended by 
wires and decked with wings of paper or stiff net. Copy 
is lettered on a cloud-shaped card placed against the 
background and watches are displayed on mailing tubes 
placed in both upright and horizontal positions. Mailing 
tubes make excellent inexpensive display fixtures for 
strap watches. They can be covered and recovered in 


various papers and fabrics to match the setting in which 
they are used. They afford an easy means of giving 
height to the display arrangement and getting the mer- 
chandise up to eye level—especially important with such 
small items as watches. Background for this case could be 
light blue paper or cloth or a sky effect could be air- 
brushed or dry-brushed on a paper background panel. 
The floor might be deep blue or green with mailing tubes 
covered in white. 

For a shallow counter display case, paper sculpture 
hands or composition full-round hands are suggested, 
placed flat on circular pads with watches extending in an 
arc around each hand. A wrist watch should be displayed 
on each hand. Other watches may be shown in boxes and 
copy is lettered on a curved display card from behind 
which each model hand extends. The circular pads on 
which the watches are laid should be covered in a fabric 
of contrasting color to the covering on the base of the 
case itself. An arrangement of this kind lends itself 
excellently to price groupings or groupings according to 
type of watch. .. . “For the Business Man”. . . “For the 
Business Woman”. . . “For the Sportsman” . . . “For the 
Socialite” ... and so forth. Small cards placed between 
the fingers of the hands can carry such group identifica- 
tion with general copy on the larger card. If you have a 
number of counter cases for showing watches. several 
such groups could be used. Instructions for making 
paper sculpture hands were given in this column in the 
March, 1952. issue. Paper cuffs—plain black for the 
man, lace paper for the lady—can be added. 

A circular shadow box is suggested for a showing of 
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GOLD -: SILVER - 











| Strictly Refiners 
Not Manufacturers 


of J ewelry 


l} 
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21 West 46th Street 








Metals of Guaranteed Purity 


PLATINUM °- 
IRIDIUM - RUTHENIUM - RHODIUM ° OSMIUM 


W. solicit your Sweeps ~~ 


i - Filings — Scrap Gold and 


Your Ol Gold Shipmen ls 


Kastenhuber & Lehrfeld, 


Tel. LUxemburg 2-2320 


Platinum — Metals 


WILL RECEIVE 
Special At lention 


Ine. 


New York 19, N. Y. 














FOR OCTOBER, 1952 


181 








DEATHIE 


The only lighter 
with the flame 
you can point 






Ck 





LIGHTER 





UPRIGHT 


™, tor cigarettes 
> \ and cigars 



















TILTED | 
jet flame for pipes ‘. A 


7 reasons why 
Beattie Jet Lighters 
sell more easily 


Two flames—jet for pipes—regular for cigars 
and cigarettes. 


Wick that needs no replacement. 
Longest flint. 

Huge fuel capacity. 

Slip cover for easy fueling. 


FULLY GUARANTEED against defects in mate- 


rials and workmanship. 
@ Consistent advertising in consumer magazines. 


RETAILING AT: 
Re I TTC ETT - $ 6.85 Tax Included 
Pigskin or Black Morocco 8.00 Tax Included 
Satin or Bright Chrome 8.00 Tax Included 
Engine Turned Chrome 9.25 Tax Included 


Bene ee eee eee Pare ee eT ae oe 


eee ee eoeeeeeeeeneeeeeeneenenenene 


eevee eeeee ee teen eeeeeneneeeveneae 


Si i ee 10.00* 

Heavy Gold Plate, Leather Covered .............. 15.00* 

Heavy Gauge Sterling Silver ...................... 27.50* 

Desk Model, Genuine Leather ..................... 10.30 Tax Included 
Extra Large Beattie Flints retailing.............. 25c per pkg. 


*Subject to 20% Retail Excise Tax 


Ask your favorite wholesaler or write direct 
to Beattie for name of distributor nearest you. 





Beattie Jet Products Inc., Box JC-K 
17 E. 48th St.. New York 17, N. Y. 


Rush complete price lists and dealer discounts for Beattie Jet 


Lighter to: 





® 
FIRM NAME 





ADDRESS 





' 
i 
! 
! 
! 
! 
i 
' 
. NAME 
I 
j 
! 
! 
| 
| 
! 
| 
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waler-resislant watches—accented with a cardbvard (or 
papier macne) anchor, paper-cut-out fish and white 
couon cord. Lhe showing otf water-resistant watches in 
smail glass bowls of water has been done over and Over 
and over—but there really seems no other way to en. 
phasize this selling feature—short of flooding the whole 
window with water! It is a convincing demonstration 
when the watch is kept wound and running accurately, 
Pieces of coral or sea fan in the bowl make it a bit more 
decorative. The watches in this case are displayed on 
circular pads covered preferably with moire fabric and 
edged with white cotton cord. The anchor is simple to 
cut from heavy cardboard or.compo board and paint 
black. The fish may be silhouette cut-outs which yoy 
can make yourself or some of the cellophane or plastic 
fish, available from display supply houses. may be used, 
If a circular case is not available, of course the arrange. 
ment can be adapted to whatever shape of case can be 
used. 

The last group of sketches show an arrangement for 
promoting Christmas lay-away suggestions in a group 
of adjacent cases featuring a different price range in each 
one. Cut-out bells or bells of papier mache or tissue 
paper mesh, in graduated sizes are suspended, one in 
each case with a copy ribbon extending from each carry. 
ing the price message. In the first case, a Santa Claus 
mask is placed to one side. Watches are laid on slanting 
ramps in each case with additional watches in gift boxes 
placed on elevated stands at each side. Ramps should be 
fabric covered. Deep blue and white. dark green and 
silver or red and gold would be good color schemes for 
such a grouping of cases as this—the same color scheme 
in all cases to keep them a unit. For an early Christmas 
display. the colors and decorations should be toned down 
from the brilliance which is appropriate for the final 
Christmas showings. It is good to get some Christmas 
atmosphere in evidence early in the season. but such 
displays are out of place and detract from later showings 
when they are too much and too early! 





Keep Those New Customers 
Coming Back! 

How do you treat your new customers—that new bride 
who came in vour store for the first time the other day, 
the woman who just moved to town and made her first 
purchase in your establishment just last week? 

When a new customer comes in your jewelry store for 
the first time and makes that first all-important pur- 
chase. you should see to it that she returns and keeps 
on returning. 

It’s one thing to get new customers, and it’s another 
thing to keep them. 

You should have a planned program to cement rela- 
tions with the new patrons of your establishment. When 
she—or he—first comes into your store, have a set plan 
to insure continued patronage. 

One successful way to promote good relations with 
new customers is the personal letter method. A few 
days after that first purchase, some jewelers send a letter 
thanking the customer, hoping for her continued busi- 
ness, and stressing the fact that the customer is always 
right at their store. 
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hl Stemmed Beauties... Low tbatormals 





LIBBEY 
HAS BOTH 


fo retail at about 


(polished cuttings) 





and 


(gray cuttings) 





Nationally advertised this Fall 
in HOUSE BEAUTIFUL, 
HOUSE & GARDEN, 
LIVING, BRIDE’S 
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and MODERN BRIDE. 


Here are eight of the fastest selling glass- 
ware patterns America today because 
they are today’s best stemware values! Beau- 
tifully designed and bargain-priced, they 
fill the bill with today’s big market of 
newly-marrieds and about-to-be-marrieds. 


Tall-stemmed Carlton, Fernwood, Jenny, 
and Glenmore patterns for people who 
preter the more formal table. Low-stemmed 
Baguette, Neptune, Terrace, Repose pat- 
terns for today’s casual living and informal 


enter taining. 


Backed by big advertising 
and merchandising program. 
We’re backing these money-makers with 
advertisements like these this Fall in HousE 
& Garpen, House Beautirut, Livinc For 
Young HomeMAKERS, Bripe’s MAGAZINE, 





Mopern Brive. And, there'll be plenty of 


promotional material available to you. AMERICAN GLASSWARE 


JUBILEE 


Stock up on these sets now and be ready ocr oo 
when your customers ask about them this 
Fall. To order, write direct to Libbey Glass, 
Toledo 1, Ohio. 





LIBBEY GLASS “Dititie Glonae, QD 


ESTABLISHED 1818 


FOR OCTOBER, 1952 


_— GLASS, Division of Owens-Illinois Glass Company, Toledo |, Ohio 
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This picture department has been successful for the past 30 years. 


Jeweler Finds Profit in Pieture Frames 


—_— display of framed pictures has 
proved profitable for Anger’s Jewelers, 118 West State 
Street, Rockford, Ill. 

Mildred Hawkinson, manager and buyer of the pic- 
ture and gift department, says that this established jewelry 
firm, founded 65 years ago, has been merchandising pic- 
tures successfully for the past 30 years. 

In building store traffic, Anger’s uses coordinated win- 
dow and interior displays of pictures and jewelry. Pic- 
tures also are promoted in weekly newspaper advertise- 
ments. Special window promotions for holidays such as 
Christmas, Easter and Mother’s Day feature picture items 
depicting appropriate themes. Tie-in sales of pictures 
and jewelry have proved especially effective in the case 
of religious pictures and ecclesiastical jewelrv. 

Other services which attract patrons and encourage re- 
peat sales are a bridal registry and the store’s policy of 
lending picture items on a test basis to families who are 
furnishing their new homes. The buyer said these ser- 
vices were effective in stimulating interest in pictures and 
helped to increase volume significantly. . 
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by JOHN PERFILIO 


Picture items are displayed throughout the store in 
glass showcases and hung above wall racks. Small pic- 
tures are arranged on shelves with gift items. The 
largest items are exhibited on wide chairs and center 
tables. 

The bulk of the pictures range in price from $2.50 to 
$35 with some priced up to $100. Miss Hawkinson re- 
ported that high priced items sold briskly although most 
sales are recorded in the medium price bracket. 

In addition to many lines of jewelry, Anger’s carries 
five leading brands of silverware and plated hollowware. 

The store, which has been doing business at the pres- 
ent location for 40 years, is associated with the R.B. 
Anger Co., of Oshkosh, Wis. Jack Anger, of the Rock- 
ford store, represents the third generation to become 
actively engaged in the business. 
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Don’t Get Caught Napping! 


The ancients had a superstition that sleeping in the 
light of the full moon made a man crazy. 

Here at Fostoria, we think it’s the other way 
around; a man’s crazy to get caught napping then. 
That’s the time for him to be on his toes. To make 
more profits, he should be following the Full Moon- 
Fostoria Plan. Here’s all there is to it: 

Instead of stocking up with only a few big orders 
a year, follow the full moon with a stock check 


once a month, then reorder the items you’re short. 
That way, you’re never out of items that would 
cost you lost sales. Those frequent small orders 
tie up less of your capital, too. You'll not only 
turn it over oftener, you'll up your gross profits 
with larger total business in fine Fostoria crystal. 

Remember—check Fostoria stocks every time the 
moon is full—it costs no more, and it’s a sure 
business-builder for you. 








s¢ Four reasons why it will pay you to reorder Fostoria every full moon (>) 


1. FREQUENT REORDERS MEAN 
FASTER TURNOVER 


Ordering six months’ Fostoria at one time does not give 
you the full use of your money. Why not make it work 
harder by ordering frequently (of a size that will make an 
economical freight shipment) to turn your money more 
times a year? 


2. LOW STOCK MEANS LOST SALES 

If you only reorder Fostoria glassware two or three times 
a year—instead of every time the moon is full—your 
stock is below normal at least half the time, and your 
competitor gets the sale. 








3. FOSTORIA SALES PEAKS OCCUR OFTENER 
THAN TWICE A YEAR 


If you gear your buying to just two seasons—say June 
brides and Christmas—you’re missing a bet. Customers 
have a way of getting married almost every day of every 
month. With stocks kept full by Full Moon reorders, you 
can cash in on other glassware buying times, too—from 
Valentine’s Day to Thanksgiving. 


4. IT COSTS NO MORE TO KEEP 

YOUR CUSTOMERS HAPPY 
With no increased investment on your part, you can keep 
your customers happy by having the merchandise they 
want, when they want it, if you will remember to use 
the Full Moon-Fostoria Plan. 
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FOSTORIA GLASS COMPANY 


MOUNDSVILLE, WEST VIRGINIA 


Member of Glass Crafts of America 


FOR OCTOBER, 1952 














1. “Blue Tower" 


2. Silver and China 





3. Floral Pattern 





4. Gold on Bisque 


[j 1. “Blue Tower"—a favorite Spode pattern since c.1780 
printed underglaze in deep Staffordshire blue, has Eng- 
lish scene done in Chinese manner with border of flowers. 


Stocked by Copeland & Thompson, Inc., 206 Fifth Ave., N.Y. 


[] 2. Salad set has 9!/."" bowl in "Moss Rose” design in Rosen- 
thal China mounted in sterling silver; servers are in 
mahogany with sterling handles; it may be retailed for 


$30. From Sheffield Silver Co., 17 Crosby St., N.Y.C. 


3. Rich shadings of pink and green are used in china 
dinnerware pattern, the "Peony," finished with beading 
and line in gold; 5-pc. place setting may be retailed for 
$14.75. From Castleton China, Inc., 212 5th Ave., N.Y. 


* 


4. Dramatic color effects and texture of these Westware 
vases is obtained with 14K gold on bisque in jade, black, 
or brick. They may be retailed for $8 apiece. Sold by 
Sherman Wade, 527 W. 7th St., Los Angeles, California. 


CJ 





5.China Figurines 


[] 5. Part of a new line are these imported figurines made 
in Lenwile China-Verithin. Representing children's figures, 
with birds, butterflies and flowers, they are distributed by 
Ardalt Imports, Inc., 95 Madison Avenue, New York, N. Y. 
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Rare 






OLD CHARLEY $9.50 SAIREY GAMP $9.50 


Profit Ropally 
with Roval Doulton 





Sell Royal Doulton character jugs to 
your customers for as little as $2.00... 
Royal Doulton figurines from $6.50. 
Only genuine English Royal Doulton 
offers you the prestige of a top name 

in the china world. Only Royal Doulton 
offers you the support of one of the 
biggest advertising campaigns in the 
whole industry. Thirty-four national 


ads in 1952 in twelve leading magazines: 
FALSTAFF $9 


RO 


AMERICAN HOME + BETTER HOMES and GARDENS 
ee MADEMOISELLE + BRIDE’S MAGAZINE 

ca a GUIDE FOR THE BRIDE - MODERN BRIDE - HOLIDAY 

} HOUSE & GARDEN - HOUSE BEAUTIFUL - NEW YORKER 

LIVING FOR YOUNG HOMEMAKERS - SUNSET 


Pr Visit our displays at the Gift Shows in 
oe Los Angeles, Chicago, New York, Dallas. 
Or come to our New York showroom. 


ae DOULTON & COMPANY, INC. 
s | 11 East 26th Street, New York 10, N.Y. 





VIVIENNE $35.00 AULD MAC $9.50 
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2. Viennese China 








4. New Wheat Pattern 


[] 1. Orrefors glass bowl from Sweden was designed by Simon 
Gate; 7" wide and 5" high, it is cut in the "Thousand Win- 
dows" design and may be retailed for $25. Sold by Fisher, 
Bruce & Co., Philadelphia; and by Axel Zacho, Los Angeles. 


[] 2. “Black and Gold Fantasy" is distinctive pattern from 
Royal Vienna Augarten, decorated by hand on white, trans- 
lucent china; open stock, place settings with matching acces- 
sories. From Hudson Art Importing Co., 225 5th Ave., N.Y. 


[] 3. A wide sweep of lace skirt characterizes this porcelain 
figure, one from varied group of imported modelings of this 
type in different sizes and prices; all white or pink and 


white. From Paul A. Straub & Co., Inc., 19 E. 26th St., N.Y. 


[] 4. Just introduced—"Franciscan Wheat,"" embossed wheat 
design with rich amber glaze, made in complete dinnerware 
and pitchers, platters, cookie jars, etc.; starter set, $10.95 


retail. From Gladding, McBean & Co., Los Angeles, Calif. 


[] 5. From a collection of pre-packed dinnerware and acces- 
sory sets in various gay-colored patterns is this oil and 
vinegar cruet with metal holder; retail $5.95 for the set. 
By B. J. Brock & Co., Inc., 4513 W. 153rd St., Lawndale, Cal. 
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1. Swedish Glass 





3. Porcelain Lace 





5. Ceramic Cruet Set 
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Patio 
| Candy Jar and Cover 













o you have 


9 : ™ a x . . nee ‘ : 


WEDDINGS? 
SHOWERS? 

HOUSEWARMINGS ? 

BIRTHDAYS? 













Canterbury 
12” Celery & Relish 







Canterbury 
1014"" Relis } Se ~  - : 
2.00* gl i, Soe ee oe! oo 
5 . ~~. DOO "ES Pie ; Bes a CSS 2 : - 
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Murano 7 in. Flared Vase 
$3.25* 
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Hone are 20 andwos — COS z= | 
“si Twenty Grand Gifts 


Sales records throughout the nation show 


























these are the 20 most popular gift items 
from the Loveliest Glassware in America. 
Join the many stores from coast to coast 
already featuring these lovely Duncan 
pieces. All fine hand-made 
crystal—at prices your cus- 





tomers will like. 








sated 







THE 
- DUNCAN & MILLER 
GLASS CO. 


WASHINGTON, PA, 









Murano 1214“ 
Flower Arranger 
$3.25* 







Canterbury 
52" Flower Arranger 
$2.00* 

































Leaf Candlestick 
$2.50 pair* 


” " ; 2 Ne 
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8” Contour Flow . : 
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. $2.75* 
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Canterbury 
72" Crimped Comport 
$2.75* 





Canterbury 
Dressing Set 
$3.25* 





Canterbury 
comme Condiment Set 
: $4.50* 








| Canterbury 9 in. 
3 compt. Relish 
$1.90* 


Pall Mall Cigarette Set 


$2.40* Canterbury Pee 


5" Rose Bowl 
$1.35* 


¢ 
7 es 
WP 4 “Sas 
# Been 
Sea 


Canterbury Individual Canterbury 
14” Torte Plate Sugar & Cream Set 
$5.00* $2.00* 





9 in. Canterbury 
Crimped Bow! $2.00* 






Complete Twenty Grand selection, net packed, f.o.b. factory, $29.65 »> eae sae eee 
THE DUNCAN & MILLER GLASS CO., Washington, Pa. 


and South West. 














2. Sepia Pattern 
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[] 1. From Booths, Engand, subtle-toned "Green Lotus" pat- 
tern, 5-pc. place setting $15.20 retail; immediate delivery 
on prepacked import packages of 16 settings, at import dis- 
count. From Midhurst Importing Corp., 129 Fifth Ave., N. Y. 


[] 2. New "Sepia Spiral’ design of reverse loops in rer-brown 
appears on white Schoenwald Porcelain dinnerware modeled 
by Dr. Herman Gretsch; 5-pc. place setting retails for $11.50. 
Sold by Fraser's, Inc., 2409 Telegraph Ave., Berkeley, Cal. 


[] 3. Recently introduced to the market is this cut pattern 
called "South Wind," done on the "Cabochon" shape. It is 
available in stemware, only, and may be retailed for $2.10 
each. Manufactured by A. H. Heisey & Co., of Newark, O. 


[] 4. New—"Princess" melon epergne in heavy silverplate with 
bowl and nappies in deep-cut crystal glass; retail, $150. 
Shown with it—mirror and silver plateau, which retails for 


$71.50. By Olde Silver Classics, 62 West 56th St., N.Y.C. 


[] 5. Lenox china artware is back on the market again, with 
vases, cigarette boxes, honey jars, available. New pieces 
here are: Candy jar, $12.50 retail; vase, $10; centerpiece, 
$14.50; shell tray, $4.25. From Lenox, Inc., Trenton, N. J. 
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1. Oriental Design 


























—, , 
POOR DARD BEAM 


Caries 


3. “South Wind" Cutting 





5. China Artware 
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Democrats and Republicans don’t see eye to eye on 
many issues, but they could readily agree on the 
quality of Heisey Crystal. Since 1895, the 
Diamond-H (the industry's oldest, nationally- 
recognized trade mark) has been a dependable 
symbol of consistently fine glassware. 



































Elected to serve in so many homes throughout the 
country, Heisey Rose... Orchid . . . Williamsburg 

. Waverly .. . Cabochon, with their complete lines 
of sparkling stemware and matching table pieces, make 
an impressive parade of popular Heisey patterns. 





For a sincere vote of confidence from your 
customers, be sure you're well stocked for the 
holiday season with the many lovely gift items 
Heisey offers. A. H. Heisey & Co., Newark, Ohio. 


If you need pattern folders, newspaper mats, radio 
spots on any Heisey pattern, just drop us a line. 


° Slay Copphl 


The finest in glassware, made in 
America by hand and nationally advertised 
for more than fifty years 
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2. Porcelain Lace Box 





“Interplay” Dinnerware 


|. One from series of stemware designs recently created by 
Edward J. Wormley in Tiffin crystal glassware, this ‘'Pied- 
mont" modeling is modern with V-shaped bowl; it retails at 


$16.50 a dozen. From United States Glass Co., Tiffin, O. 


2. Gold edged lace and a big pink rose top this porcelain 
candy (or powder) box, made with all-white or two-tone lace 
in 6" size, retail $14; or 4/4", retail $7.50. Manufactured 
by Heirlooms of Tomorrow, Inc., of Manhattan Beach, Calif. 


3. “Sycamore” pattern in Franconia china from Krautheim 
has forest green sycamore leaves with gray blossoms, gold 
tracings, 5-pc. place setting with 10!4" plate retails for 
$8.95. From Herman C. Kupper, Inc., 39 W. 23rd St., N. Y. 


4. New "Interplay" china, translucent and ovenproof, cor- 
relates design with solid color—golden melon or charcoal 
gray; shown is "Fleur de Lis" with gray; 5-pe. place set- 
ting, $5.95 retail. By Iroquois China Co., Syracuse, N. Y. 


5. Complementing Vernon's ‘Frontier Days" dinnerware with 
its historical line drawings, are pepper mill and shaker in 
ceramic, walnut; mechanism guaranteed; set $16.50 retail. 


By Verity Southall, Ltd., 2251 Lincoln Road, Altadena, Cal. 
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1. New Stemware Pattern 








3. Sycamore Design 





5. Ceramic Shaker Set 
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Get Ready... Get Set! 


Every year, more and more people learn 


there’s no better gift than a Zippo—the 3 
world’s best loved lighter. And to remind 4f~OFO 
millions of people what a welcome gift 


Zippo will be, these two cute kids will 






ONE-ZIP WINDPROOF LIGHTERS 


appear in big full-color advertisements in 
Life, Look, Esquire, New York Daily News 
—plus This Week and Parade, Sunday 
supplements in 67 leading newspapers, total 
circulation 27 million! That’s NATIONAL 





advertising —with a LOCAL impact! That's . On’. ei 
HOME-TOWN PENETRATION! So get — 1 a ma : mn, tl oer i 


ready for a big, big season on Zippo. Be sure 
























you have plenty of stock for Christmas so you wm We od | 
won't miss sales and disappoint customers! SRS ey ae < j ; Per 
ZIPPO MANUFACTURING COMPANY - BRADFORD, PA. 


Get set—for profits! 
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ode since 1770 


THE VW FINE ENGLISH 


DINNERWARE 


COPELAND 
RZ 


Fine English Earthenware ae} 





ENGLAND 


: . SPOUE 
English Bone China COPetancs CHina 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 











Nationally Advertised & 
FRANCONIA CHINA 5 


One of Europe’s Finest Dinnerware Lines ja" 
MANDARIN—Floral beauty perfection is achieved in dinner- 
ware by the adaptation of ancient Chinese artistry. A rose chain 


encirclement is enhanced by gold tracings on a modern classic 
shape, in the purest of white translucent china. 


Contemporary in spirit—Sets a charming table 


o-pe Place Setting with 103,” dinner plate 87.95 
Retail* 


*Slightly higher South and West 


Write for illustrated price list of 
this and other Franconia patterns. 


39-41 West 23rd St. 
HERMAN C. KUPPER, inc. 320) t0"2?"3 + 


























> PIECE PLACE SETTING EASEL 


The ideal means of displaying chinaware to its best 
advantage. Designed EXCLUSIVELY for plates of tradi- 
tional shape. Patented and obtainable only through us. 


+123—-$27.00 doz. (Cup and saucer loop at right as illustrated) 
321—$27.00 doz. (Cup and saucer loop at left not illustrated) 
Also available in special design for coupe shape and casual dinnerware. 
#492—$33.00 doz. (Traditional plates also nt in #492.) 


Write for illustrated price list of SINGLE PLATE 


EASELS and Five-Piece Place Setting Easels. 


Leading designers and manufacturers of plastic 
display easels. 


Western Art Co. 


1596 York Ave., Dept. 410 New York 28, N. Y. 























VINE LEAF 


Another distinctive pattern by “Royat VIENNA 
AUGARTEN. 

Delicate Vine leaves are hand-painted in a rich 
green on gold-edged, white translucent china. 
Vine leaf is available in complete open stock, 
dinner services and matching accessories. 


*7T.M. Reg. 
Sbodeen Art Sporting Counts C. 
225 Fifth Avenue New York 10, N. Y. 
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7 Ce ISPLAY ideas, lighting effects and background colors 
: . which retailers will find adaptable for use in their 

as 3 © own stores are high points of the handsome new show- 
ln 0 Es ifts rooms of the Fostoria Glass Co., 225 Fifth Avenue, New 
-— Regt York. Harper Richards. Chicago architect and interior 

, designer, planned the showroom. 

a Both fluorescent tubes and incandescent bulbs provide 
the lighting, the technique for combining the two having 
been worked out with the use of Fota-Lite glass shelving, 





by MADELINE LOVE 


KE have said it before. We say it again—and will 
probably say it many more times. 

The department store (with a few notable exceptions ) 
is slipping behind as a source of china and glassware 
and the specialty shops—-the jewelry store, gift store. 
china and glass store—are taking over the business. Oi 
these three, the jewelry store, of course. is well in the 
lead and its opportunity for developing that leadership 
has never been better. 

How has this come about? Partly because the depart- 
ment store, once the shopper’s paradise, has let itseli 
become impersonal, often indifferent, in its relations with 
its customers. And it has at the same time become en- 
snarled in trafic problems which make city shopping 
highly inconvenient. 

As a result. the suburban and small-town customers are ns 
looking with interest at their home stores—and the home section 
stotes are looking with even greater interest at them! 

The jeweler, who has known these folks for years, knows 







General view 
of showrooms 








their ways and their household needs, is in a top spot to recently marketed by the Corning Glass Works. The dis- 
profit from the situation. play fixtures are given a “floating” effect by the use of 
Many are doing just that. Are you? black iron rod supports, and in the stemware section, the 
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PASCO 


Open Stock 


Dinnerware 


Pattern No. 7791 


Nilver Poplar 





from 
LORENZ 
HUTSCHENREUTHER 


AVAILABLE IN 
OPEN STOCK 
AND 94 AND 64 
PrEcE SETs 


Immediate Shipment 


PAUL A. STRAUB & CO., INC. 


19 East 26th Street (Near 5th Avenue) New York 10, N. Y. 
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Now! 
DESIGNED BY OW! You Can Sell 


TROPHY-CRAFT 
TO 
Wray wf2 

YOUR. 


College Rings 


at a FULL PROFIT, 
with No Investment! 


Here’s your money. 
making answer for your 
customer’s “What will | 
buy ?” gift problem. Sell 
to alumni or under. 
graduates from our il- 
lustrated, colorful ecata- 
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WINTER SALES 


accredited college in the 
United States can be 
ordered, one piece at a 
time. No Die Charge! 
No Minimum Order! 





FREE! Send for selling catalogue, complete 





information, counter display card. 








COLLEGE SEAL & CREST COMPANY 


236A BROADWAY 


j CAMBRIDGE 39, MASSACHUSETTS 


JUST TWO OF THE MANY — ccccccccccccccccccccccees 


WB easkereau AND : 


BOWLING TROPHIES IN Stamp NAMES 
THE ompldTROPHY-CRAFT LINE °" 


| ON 
No matter the season or the sport, there’s a Trophy-Craft award that | LEATHER GOODS 





| 




























FOUNTAIN PENS 


will make winning worthwhile. Trophies, medals and ball charms that | WRITING PAPERS 
are worthy of champions. A quality line that is famous for faithful GIFT ITEMS 
reproductions, finest materials and greatest value. Offering the most 
complete variety of interchangeable figures, cups and bases and featuring 
the popular and inexpensive ‘‘goltone’’ finish which resembles a Make a or 
bright 24 karat gold color. That’s why you're sure to keep the sales griddle | Price Cards 


Price Tags 





burning brightly when you carry the complete Trophy-Craft line. | 
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California 
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TROPHY-CRAFT CO., DEPT. J.C. | 
249 NO. RENO ST., LOS ANGELES 26, CALIF. 





NOW YOU CAN RENT 


lik ' ine. | . : : 
Yes, | would like my free catalog of the complete Trophy-Craft line | the simple, easy-to-use Kingsley Machine 


Write for full details. 


v STAMPING MACHINE CO. 


| HOLLYWOOD 28, CALIFORNIA 





name company 





address city state 
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glass shelves are self-supporting on curved wall. Tones 
of warm gray with vermilion red accents are used 
throughout the room, with the glassware displayed against 
such backgrounds as opaque white glass, glass painted 
dark gray. Brazilian rosewood, or gold antiqued mirror. 


* % % 


ISS LOUISE STECKEL, for some years sales man- 
ager of Castleton China, Inc., and more recently 
assistant to the president, has resigned her position. On 
October 1, Miss Steckel joined the Rosenthal-Block Corp.. 
importers of Rosenthal China, where she will be director 


of sales promotion. 
% % *% 


REDERIC J. GRANT, who has headed the Fran- 
ciscan dinnerware division of Gladding, McBean & Co.. 
California, since its inception in 1934, has resigned teeus 
the company and from the pottery industry. Mr. Grant 
plans to devote his time to his other interests, among them 
a scientific glass factory in California, of which he is 


owner and president. 
*% % * 


ORE spring Gift Show dates: Under the management 

of George FI. Little, the New York Lamp Show. 
January 11 to 16, New Yorker Hotel; Washington Gift 
Show, January 25 to 28, Willard Hotel; Chicago Gift 
Show February 2 to 13, La Salle and Palmer House; New 
York Gift Show, February 23 to 27, Statler and New 
Yorker Hotels; Boston Gift Show, March 9 to 13, Statler 
Hotel; Philadelphia Gift Show, March 22 to 25, Ben- 


jamin Franklin Hotel; New York Stationery Show, May 
17 to 23, New Yorker Hotel. The Allied Gift and Jewelry 
Show, under Allied Exhibitors, Inc., will be held Febru- 
ary 15 to 19 in the Hotel Adolphus, Dallas; and the 
Detroit Gift Show, March 1 to 5 at the Sheraton-Cadillac 
and Statler Hotels, under the management of Walter 
Offinger. 


* * * 


ODNEY C. IRWIN, sales manager of A. H. Heisey 

& Co., Newark, O., has announced that Edwin F. 
Bokee, of Baltimore, will cover Maryland, Virginia, and 
Washington, D. C., while Donald Burke, formerly ol 
Baltimore, will move to Atlanta, from where he will cover 
North Carolina, South Carolina, Georgia, Florida, Ala- 
bama, and eastern Tennessee. 


+ % 


6¢B,.iNE Tableware in the Making” is the title of a 

28-minute sound film made at the Royal Doulton 
china factory in England and now ready for distribution 
by Doulton & Co., Inc., New York. At no cost excepting 
transportation, the film is available for group showings. 


* % + 


|: prec HABERMAN, formerly buyer and manager 
of the Bergdorf Goodman gift and antique shop, 
New York, and recently china, glass, gift and silver buyer 
for the Frederick Atkins buying office, has opened her 
own offices at 1182 Broadway, New York. She will serve 
as a resident buyer and merchandise consultant for 
jewelry and gift stores throughout the country. 























(eZ , NEW PACKAGING . . . NEW GIFT IDEAS! 
The Dealer's dream of the comp/ete product 
Where both the item and package are merchandised 





Choose a WALES top-flight combination! A men’s hand- 
some gilt-edged Billfold packaged in a unique ‘odds ’n 
ends’ re-usable jewel box...and a ‘Tidy Trio’ men’s pocket 

iw wardrobe complete with matching compact Pocket Secre- 
ee Ie r tary, flat-folding Billfold and zippered Key Case. 





fe SR 
WALES 


A Gift 








is a Present! 


Where Even the Package 





















Write for 
full catalog of 
WALES quality 
products, Dept. K 





WA L ES COLUMBIA WALESCRAFT, Ltd., 22 W. 32nd St., N.Y. 1,N. Y. 
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CITY CHAINS, SMALL STORES, SPECIAL DEPARTMENTS | Talking Santa Claus Used in Lobby 







BS 216 
20¢ 


with the MONARCH “JUNIOR” 





Price-Marking Machine 


Helps sell merchandise 

Tightens controls, pays for itself 

Prevents mistakes and misunderstandings 
Neat, tamperproof price-marking 


Impresses customers with store efficiency 


$7 500 


f.o.b. factory 


Aids inventory keeping 


Big and sturdy enough to do the work 


Light enough to be easily carried 
wherever needed 













Green help learn system easily 
Hand-operated; also available 
with motor drive 


® Accurate, legible price-marking 
at low cost 


For illustrated folders and free 
sample price-marking tickets, 
tags and labels, use the handy 


nena 


Marking System Company 


216 South Torrence Street, Dayton 3, Ohio 





We are interested in accurate, speedy, economical price-marking. 
Please send sample Monarch Tickets, Tags and Labels; also folder 
about Monarch ‘“‘Junior’’ Price-Marking Machines. We understand 
there is no obligation. 


STORE NAME___ —— anil euinlie 


ADDRESS________ — —_— 


POST OFFICE. __ oe: | ee 
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| Of Kay Stores 


Kays, San Diego, Calif., proclaimed to all the holiday 
shoppers that they were the Christmas store. Big signs 
in gay colors, and letters so large that they could easily 
be read across the street, stated “Kay Jewelers—Kayg 
have the most wanted Xmas Gifts in America.” Qn the 
marquee at one side was a large cutout of Santa, and on 
a strip board were painted a number of Christmas 
wrapped packages. In the center was a big clock, so that 
passers-by cast a glance in that direction. 








In the center of the lobby stood a life size figure of 
Santa, which talked to the children through a phonograph 
concealed beneath his feet. The record, which played 
continually, brought in the name of Kays at intervals, 
and suggested it as a good place to buy worthwhile gifts, 
Said the manager, “This talking Santa originated with our 
display manager in 1950, and attracted so much attention 
that we repeated it in 1951, and this lobby Santa was 
used in all the Kay stores in the State of California.” 

One of the windows showed Santa in his sleigh, with 
miniature reindeer, traveling through the air on almost 
invisible wires, the figures in motion attracting far more 
altention than the stationary ones seen in so many win- 
dows. In each window of the store was a small lighted 
and decorated Christmas tree, with ropes of tinsel gar- 
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landed across the background. 





Newspaper Column for Bowlers 
Sponsored by Jeweler 


Smalley’s Jewelry Store, Ogden, Utah, reports very 
good response from a unique weekly column ad which 
they have been running in cooperation with two other 
Ogden firms, which is directed to the town’s bowlers. 

The column type ad is called “Bowling Center Pin- 
ologies” and the content of the ad is limited to the doings 
of local Ogden bowlers. 

The unusual ad type column contains names and news 
of Ogden bowlers—both men and women-—and there 1s 
no actual advertising in the column. 

Officials of Smalley’s Jewelry Store say that the bowling 
column ad has been a “terriffic good-will builder” for 
the firm. 
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Would YOU like to be 





the most TALKED-ABOUT 


JEWELER 
in the country? 





RETAILING’S MOST COVETED AWARD! 
WILL ONE OF THEM BE YOURS? 


Fes a hs 


a ee ee .. 





mcoaroesreo 


OTH ANNUAL KR&TAIL AWARNS 
CivEer TO 
YOUR STORE 
PRTIL WEEMS. CLE A 
as 
7 he Sue 
NWA, BRAND NAME RETAILER OF THE YEAR /Dy 
Fon 1952 
on 















BRAND NAMES DAY 
AT NEW DORA LTTY 
APAIL th $93) 















H.. is a sure-fire way to cash in on the out- 
standing job you re doing in promoting manu- 
facturers brands to the public. A way that can 
mean: 1) VEW PRESTIGE WITH YOUR 
CUSTOMERS; 2) A REPUTATION WITH 
SUPPLIERS AS ONE OF THE BEST DEAL- 
ERS ON THEIR BOOKS; and 3) NATIONAL 














PUBLICITY. 





Enter vour firm now for one of Brand Names 
Foundation’s 5th annual “Brand Name 
Retailer-of-the- Year” awards to be presented in 
the presence of more than 2,000 civic and busi- 
ness leaders at the Waldorf-Astoria on BRAND 
NAMES DAY—1953. 

A“Brand Name Retailer-of-the- Year” plaque 
and up to 4 “Certificates of Distinction” will 
go to 5 top winners in your field and in each of 
21 other categories. 110 AWARDS IN ALL! 

Big city, small town... size of your firm 
makes no difference. It’s what you do in °52 to 
tell the brand story to your customers and 


employees that counts... not what you spend! 
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AMONG LAST YEAR’S TOP WINNERS 


“Brand Name Retailer-of-the-Year”’ 


HELZBERG’S DIAMOND SHOPS, INC. 
Kansas City, Missouri 


Certificates of Distinction’ 
SCHINDLER’S 
Sioux City, lowa 


HILLMAN’S 
Canton, Ohio 


PINSKER’S JEWELRY STORE 
Middletown, Connecticut 


MARTINEK’S JEWELRY STORE 
Traverse City, Michigan 











There’s no cost or obligation. Just mail the 
coupon below for a kit containing full details, 
an official entry blank and samples from the 


presentations of last year’s winners. 








BRAND NAMES FOUNDATION, INCORPORATED 
37 West 57th Street 
| New York 19, N. Y. 


Our firm would like to enter the competition for the 
“Brand Name Retailer-of-the- Year” awards. Please send 
a kit containing complete details and entry blank to: 


Name 
Title 
Firm Name 


Address 























Type of Retail Firm 




















Revised Edition 


THE STERLING FLATWARE PATTERN INDEX 





Actual size of book, 
73" x9", 


Teaspoons are shown 
actual size in book. 


IMMEDIATE 
DELIVERY 


Practically all the patterns of the leading sterling silver flatware manufacturers in this country 


are illustrated in the latest edition of this invaluable reference book. 


There has also been added to THE STERLING FLATWARE PATTERN INDEX, 


lication of its kind, an entirely new and corrected alphabetical index of pattern names. This 


the only pub- 


index lists the manufacturer and shows the current status of every pattern. 


Jewelers find THE STERLING FLATWARE 
PATTERN INDEX absolutely indispensable 
for identifying patterns to be matched—and 
for making selling suggestions to customers. 
It contains, under one cover, full-size illustra- 
tions of more than 1300 sterling flatware pat- 


terns—active, inactive and obsolete patterns. 


Illustrations are beautifully done, in full size, 


and printed on fine coated paper. The 


binder is of rich black cowhide leather, gold 
stamped. These pages are supplied in loose- 
leaf form, making it convenient and econom- 
ical to insert revisions as they are published 


periodically. 


In daily use by jewelers everywhere, this book 
has proved its value as an essential reference 
volume, invaluable in operating a Sterling 


Silverware Department. 


With binder $20.00—Without binder $15.00 


For those who are using the INDEX we can supply the 1951 Revised Sheets at $5.00 


Prices subject to change without notice. 


All books are sold remittance with order. 
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100 E. 42nd St. New York 17, N. Y. 





A CHILTON © BLICATION 
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OPS CLARIFIES MISTAKE ON WATCH PRICE CONTROL. To eliminate an earlier misunder-—- 
standing, OPS announced on September 15 that watches and clocks, both old and 
new, are still under price control. Ina list of items on which controls have 
not been dropped or suspended, the word "old" before "clocks" inserted in error, 
gave rise to a mistaken belief that timepieces not classified as "old" might be 
exempt. Meanwhile, at this writing, OPS has still under consideration possible 
price decontrol or suspension on watches and clocks, but no action as yet. 


COSTUME JEWELRY TRADE PRACTICE CONFERENCE. The Federal Trade Commission will hold a 
conference with members of the costume jewelry industry on October 9 at the 
Hotel Commodore in New York. The conference, authorized by the FTC at the re- 
quest of the industry, will be held to establish a set of trade practice rules 
for the costume jewelry industry. 


METAL SITUATION EASING OFF. Defense production officials in Washington say there 
will be increasing supplies of copper, aluminum and even tin in 19535. The 
Supply of copper is said to have improved to the extent that by the second 
quarter of 1953 jewelry manufacturers should be able to obtain allotments 
equivalent to base period consumption. Only excepticn is nickel and nickel- 
bearing stainless steel which will still be in tight supply through 1953. 


PRICE OF ROUGH DIAMONDS UPPED. The Diamond Trading Co. in London announced an in- 
crease of from 3 to 4 per cent in the price of uncut gem diamonds on September 
4, according to the Diamond Manufacturers & Irporters Ass'n., N. Y. According 
to Louis Frankel, executive director of the DMIA, the announced increase effec-— 
tive at the September 15th sight, is a reflection of the good diamond market 
currently prevailing in the U. S. Retail prices are not expected to be affected 
"to any considerable degree," according to Frankel. 


W. F. McCHESNEY, GORHAM VICE-PRESIDENT, DIES. William F. McChesney, 74, Vice—- 
President of the Gorham Company, Providence, R. I., died on September 24 at 
Mountainside Hospital, Montclair, N. J. He had been actively associated with 
the silverware industry for 60 years; with Gorham as vice-president since 193l. 


"WHAT YOU SHOULD KNOW ABOUT YOUR WATCH." Jewelers will find an excellent bit of 
ammunition to use in the forthcoming Watch Fashion Parade promotion beginning 
October 30th in the October issue of Reader's Digest under the title here. 
Written by Henry Fried, well known in horological circles throughout the country 
and head of the horological department of the George Westinghouse Vocational 
High School, Brooklyn, N. Y., the article gives all the answers to questions the 
watch customer may ask in simple-to-—understand language. It might be well 
worthwhile to have this on your ccunter to back up your sales talks. 
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Here Is How: 


For a 2¢ postcard we'll send you some sug- 


gestions on developing a more profitable 
repair department. These suggestions have 
been used by thousands of progressive 


jewelers all over the country. So they are 


C. & E. MARSHALL CO. 






Get 
Your 


Share 








not theories. They have been proved in 
actual operation. And they are yours with- 
out cost or obligation. NO OTHER COM- 
PANY IN OUR FIELD MAKES THIS 
OFFER. Write today to address below. 





Dept. J9 Box 7737, Chicago 80, Ill. 


Branches and Distributors in Principal Cities Throughout The USA 
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Price of Rough Diamonds 
Increased 3 to 4 Per Cent 


An increase in the wholesale price of 
rough diamonds was announced Septem- 
ber 4th by the Diamond Manufacturers 
& Importers Association of America. The 
association received a cablegram that 
morning from the Diamond Trading Co. 
in London announcing a three to four 
per cent increase in the price of rough 
diamonds effective at the September 15th 
sight. 

According to Louis Frankel, executive 
director of the association, this announced 
increase in the wholesale price of rough 
(uncut-gem) diamonds by London is a 
reflection of the good diamond market 
currently prevailing in the United States. 
He stated that the London announcement 
indicated confidence that the present firm 
market will continue. 

Mr. Frankel pointed out that retail 
prices are not expected to be affected “to 
any considerable degree” as a result of 
the price increase in the rough market. 


‘No Gold Price Rise Expected’ 
Says Snyder in Denying Rumors 


Speculation regarding a possible increase 
in the world price of gold continues at a 
brisk pace in international trading circles, 
despite the firm statement by Secretary 
of the Treasury John W. Snyder that the 
U. S. price will remain at $35 per ounce 
for at least the balance of the year. 

Mr. Snyder says flatly that the U. S. 
price of $35 per ounce for both buying 
and selling will be adhered to “as long 
as I am in office.” The U. S. Treasury 
feels that any increase would be infla- 
tionary, and would further devalue the 
U. S. dollar. 

But Finance Minister Nicholas Havenga 
of South Africa recently expressed the 
opinion that the world price of gold will 
rise eventually, “as surely as the sun will 
rise tomorrow.” Mr. Havenga’s views were 
expressed in Mexico City recently at the 
meeting of the governors of the World 
Bank and International Monetary Fund. 
He predicts that an increase in the price 
of gold by the United States will stimulate 
trade between the U. S. and other nations 
—particularly with gold producing nations. 
Mr. Havenga contends that it is unfair 
to keep gold pegged at the pre-war price 
of $35 while other prices have risen 
sharply. 
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OPS Removes Price Controls From Jewelry: 
Watches, Clocks, Plated Ware Not Exempt 


The Office of Price Stabilization on Aug- 
ust 29th removed price controls from 
dozens of jewelry-store items. This action 
by OPS denotes the beginning of a new 
phase of government pricing operations 
in which major emphasis will be diverted 
from consumer merchandise. 

From now on, OPS intends to use most 
of its “limited resources,” as it defines its 
reduced staff, in such areas as the control 
of prices on production equipment and 
materials. Concentration of attention on 
fields where controls are serving no useful 
purpose is now recognized as a waste of 
time and personnel. 


OPS DETAILS NEW PLANS 


Officials of the agency have promised 
a review of all regulations, with a view 
toward clarifying obscure points and elim- 
inating unnecessary paper work. They 
also plan to make full use of small-seller 
exemptions “in fields where pressures are 
not great, and where controlling the larger 
firms will suffice.” 

Projected OPS activities were announced 
in general terms almost simultaneously 
with the decision to exempt from controls 
a substantial list of items customarily 
found in jewelry stores. The jewelry de- 
control order did not, however, include 
watches and clocks or plated flatware and 
hollowware. 

Merchandise now exempted includes: 

Sterling flatware and hollowware, in- 
cluding sterling hollowware articles such 
as butter and vegetable dishes, water 
pitchers, ice buckets, cocktail shakers, salt 
and pepper shakers, salad sets, candle 








holders, casseroles, trays and platters; 

Silverware accessory items, taking in 
silverware chests, polishing cloths, and sil- 
verware bags; chinaware, earthenware and 
plastic sets for table use; open stock and 
individual items of chinaware, earthen- 
ware and plastic composition; china and 
earthenware giftware, including vases, 
figurines, cigarette boxes, bowls, ash trays, 
plaques, and artificial fruit, machine-made 
and handmade glassware sets and _ indi- 
vidual glass pieces; 

Precious metal jewelry (not sterling 
silver) such as rings, bracelets, necklaces, 
lockets, pendants, brooches, 
charms, and emblem pins; costume 
jewelry, including sterling silver; ring 
mountings and mountings for other jewelry 
items; wedding rings; religious jewelry; 
and watch attachments; 

Also unfitted compacts, cigarette cases, 
and miscellaneous cases, made of both 
precious metal and other materials; dresser 
sets and military sets; and men’s jewelry, 
taking in cuff links, tie clips, tie holders, 
tie ornaments, pins, and collar buttons. 

Despite the dropping of controls away 
from the foregoing items, the pricing 
agency has not done away with its activi- 
ties. One section of its proposals for future 
action states that OPS “will go forward 
with a positive program of control in the 
areas in which such control is permitted 
by law and will serve a useful purpose.” 


earrings, 


Although most jewelry items are re- 
moved from price controls, jewelers are 
cautioned to keep all records pertaining 
to the pricing regulations on file for at 
least two years. 








NPA Officials Are Optimistic 
On Outlook for Jewelry Metals 


Retail jewelers should meet with little 
if any trouble in replacing their stocks 
of most items after the Christmas season. 
Officials at National Production Authority 
point out that while jewelry manufacturers 
had not yet been allocated their first 
quarter 1953 materials as of mid-Septem- 
ber. raw materials supplies were, for the 
most part, loosening up. 





There will be a scarcity of nickel for 
non-defense purposes throughout 1953 in- 
cluding nickel-bearing stainless steel for 
consumer goods, one official told THE 
JEWELERS’ CIRCULAR-KEYSTONE, This means 
jewelry manufacturers will have to get 
along the best they can with the meager 
nickel rations they may get, and must 
confine the metal’s use mostly to functional 
purposes where there is no substitute. 

On the other hand, there will be increasing 

(Please turn to page 215) 
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Accelerated Program of Business and Fun 
Keynotes California RJA’s 19th Convention 


California’s triple play—the 19th annual 
convention of the California Retail Jewel- 
ers Association; the fourth Western Jewelry 
and Silverware Show, including China and 
Glass; and the first West Coast presenta- 
tion of Harry Winston’s “Court of Jewels” 
—was held August 17 through 20 at the 
Biltmore Hotel, Los Angeles, and scored in 
each department. 

Adjudged “the buyingest show” since the 
post World War II season, the Los Angeles 
Trade Fair event drew 1350 buyers and the 
convention 2985 delegates. Inaugurated by 
a spectacular spurt of business on the open- 
ing Sunday, the show continued to mark up 
sales at a reassuringly high level through- 
out the five days and evenings. 

Harold Barnard of Eureka was elected 
president of the California RJA, succeeding 
Durward Howes III, who had held his office 
for an extended eighteen-month term and 
had, within that period, effected major re- 
organization in office structure and pro- 
cedure. Martin R. Thomas of Los Angeles 
was elected first vice president; Isidore 
Meyer of Vallejo, second vice president; 
and Claude Kelly, Arcata, secretary-trea- 
surer. William M. Erb remains as executive 
secretary. 

Social activities of the convention opened 
with a cocktail reception Sunday evening, 
August 17, at the Renaissance Room of the 
Biltmore Hotel. Hosted by Los Angeles 
wholesalers and suppliers, with Walter 
Dorrer as chairman, the affair was titled 
“An Hour In Hawaii,” featured Hawaiian 
music and decor, and drew 350 celebrants. 


ALLEN B. GELLMAN 


President of 
Elgin American 





Allen B. Gellman, president of Elgin 
American, surveyed the foreign and do- 
mestic markets at an opening business 
session on August 18. 

Recently returned from Europe, Mr. Gell- 
man took a pessimistic attitude toward the 
development of additional outlets for 
American goods there. 

“What I learned brought me to the in- 
evitable conclusion,” he said, “that our for- 
eign customers, who are also our suppliers 
of certain basic materials and some ¢om- 
modities. are heading for some critical 
years. Then, too, the American dollar aid 
program is being bobtailed, and our own 
program of economy is bound to bring the 
expenditures of dollars overseas to a dimin- 
ishing rate, if not to a complete halt. Thus, 
we had better not depend too much on our 
foreign markets.” 
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Mr. Gellman’s view of domestic outlet 
was considerably more cheerful. 

“Generally I am optimistic,” said the 
speaker. “True enough, sales, both whole- 
sale and retail, in the first six months of 
this year, in many commodities, have been 
lagging. But in my opinion this is a healthy 
sign. It gave all of us an opportunity to turn 
over our inventories and start with a clean 
slate. I believe the inventories of industries 
and commercial houses are in better shape 
than they were a year or even six months 
ago. I believe that the retail distribution 
channels are now open to buy and absorb 
production. Consumer dollars are there to 
be spent, but I don’t believe that they will 
be spent promiscuously. 

“The almighty consumer today is leaning 
back,” Mr. Gellman stated, “waiting to be 
sold, waiting to be offered better values, 
better service, and last, but not least, bet- 
ter products for his hard-earned dollar.” 

For wives of attending jewelers, Monday 
afternoon’s schedule included a guest visit 
to the “Queen for a Day” broadcast. Slant- 
ed to the convention procedings, the broad- 
cast was marked by the presentation of a 
diamond ring to the “Queen” and her 
crowning with the Austrian Diadem from 
the Winston collection. 

Associate organizations keyed their pro- 
cram to coincide with the convention. 
Monday evening, California’s Horological 
Association conducted a special convention 
session, open to all jewelers, featuring Dr. 
Clarence H. Cleminshaw, assistant director 
of the Griffith Observatory and an associate 
professor of astronomy at the University of 
California. In an illustrated slide lecture, 
Dr. Cleminshaw spoke of “Time and the 
Stars,” describing the interrelation of man- 
kind’s time measurements with the move- 
ments of heavenly bodies and the use of 
time to measure distances in astronomy. 

Presiding at the session was the organi- 
zation’s secretary, Norman D. Luth of 
Compton, Calif., who was recently elected 
president of the United Horological Asso- 
ciation of America. 

“Fair Trade in Action” was the theme of 
a headline luncheon Tuesday noon, August 
19, featuring a panel symposium moder- 
ated by Max Strasburg of Los Angeles. 

One of the nation’s leaders in the fight 
for fair trade, Mr. Strasburg opened the 
symposium with a brief history of the de- 
velopments in the relations of sellers and 
buyers during the past century. 

“T believe there is a serious effort by 
all manufacturers, wholesalers and retailers 
to seen enforced and to have enforced fair 
trade,” Mr. Strasburg stated. “There are 
many facets to the diamond of business, 
and like a diamond, there are many im- 
perfections. Few are clean and all perfect. 
It is to be hoped that we will go forward 
with a strong determination of not only 
trying to do that which is within the law, 
but that which is fair and honorable and 
can be helpful for the continuance of free 
enterprise, so that we can again put before 
the almighty dollar our strength and our 





confidence and in deep humility, as well 
as better understanding, work together a 
manufacturer, distributor, wholesaler and 
retailer in our common problems, If we 
don’t it won't be long before we wil] force 
the consumer to again shop with the one 
thought in his mind—Caveat Emptor, the 
buyer beware!” 

The passage of the McGuire Bill does 
not end the problem of fair trade, warned 
George Finley of Compton, past president 
of the California Retail Jewelers Asso. 
ciation. “The public has always believed 
and still believes fair trade is only a legal 
method of holding up prices. We know 
this is not true, we know that the public 
is being protected by fair trade, but we 
must convince them.” 

To manufacturers he appealed: “Don’t 
take on fair trade unless you mean bug. 
ness. When you announce fair trade as a 
policy, and next day ship to price cutters, 
we lose faith. Don’t write complicated and 
confusing fair trade articles—put some 
teeth in your provisions to insure against 
resale to fair trade violators!” 

Durward Howes III, speaking for the re. 
tailers, said: “I am interested in selling 
something for ‘x’ number of dollars that 
is worth ‘x’ number of dollars. I want to 
tell my customers, ‘You are getting your 
money’s worth.’ 

“T have no objection to anyone com: 
peting with me on even terms, but the 
chiseler uses my showrooms, my stock, and 
my salespeople to sell his goods. If it were 
not for me, and for thousands of other 
jewelers like me, he wouldn’t have the 
means to do business. 

“Small business needs a fair trade law 
to survive—all we are asking is competitive 
decency.” 


WILLIAM M. ERB 


Exec. Secy. 
of California 
RJA 





William M. Erb, California RJA execu- 
tive secretary, regarded the passage of the 
McGuire Bill over opposition of newspa- 
pers, radio, labor, and some government 
circles, as “the emergence of the long sub- 
merged section of our political body: the 
small businessman. 

“Passing of the act,” he asserted, “has 
double significance. It protects both the 
interests of the consumer and the inde- 
pendent retailer. I look upon this act as 
a business traffic law ... a safety zone 
for the customer.” 

In his talk, he outlined California RJA’s 
plans to act as a clearing house for fair 
trade information, and urged retailers to 
obtain proof, by advertisement or sales 
slip, of any violations to be referred to 
manufacturers. 

“I sincerely believe that a great ma- 
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jority of suppliers welcome the protection 
that the fair trade law provides,” said Percy 
Jones of the E. W. Reynolds Co., speaking 
for the distributors. “Now the retailer can 
devote the majority of his time working up 
sales rather than worrying about what the 
man down the street is going to cut next!” 

William Yockey, assistant manager of 
the Parker Pen Co., Western Division, 
cited various figures to show how much 
increased volume is required for a jeweler 
to break even when he cuts prices. He sug- 
gested that jewelers stop offering “price” 
to lure customers and urged them to im- 
press customers instead with the “prestige, 
glamour, and the joy of ownership” which 
a gift from the jeweler’s brings. 





Durward Howes Ill (right), retiring presi- 
dent of the California Retail Jewelers 
Association, congratulates his successor, 


Harold Barnard of Eureka, Calif. 


Wednesday’s noontime session was de- 
voted to the national associations, with 
Irving Wolfgang, president of the National 
Jewelers Association, as main speaker. 

“We are now again at the crossroads,” 
Mr. Wolfgang stated, “and whether or not 
the jewelry industry enjoys a good and 
solid future depends entirely upon the 
honesty and integrity of the jewelers them- 
selves. The destiny of the jeweler is now 
in his own hands. 

“National trade associations play a most 
important part in the uplifting and 
strengthening of the retail jeweler. They 
should be supported to the utmost, be- 
cause it is only on a national scale that 
reforms and legislation affecting the wel- 
fare of the retail jeweler can be accom- 
plished. : : 

“It is my belief that if every city, large 
and small, in these United States would 
adopt a Code of Ethics, it would not be 
long before a national code of ethics 
would become workable.” 

Urged for such a code were: truthful 
advertising: elimination of jewelry ap- 
praisal except for insurance purposes; elim- 
ination of comparative price or discount 
advertising on diamonds; elimination of 
diamond weight advertising; elimination of 
comparative prices of watches, and elim- 
ination of free gifts and credit checks. 

Sidney L. Stevens, Pacific Regional Vice 
President of the American National Re- 
tail Jewelers Association, was the second 
speaker, and urged the organization of 
traveling salesmen within the industry. 

Among California RJA _ resolutions 
passed at this session, was one which 
sought “more careful screening of pur- 
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chases made by military personnel in 
armed forces exchanges.” 

Another resolution urged excise tax re- 
lief, viewing such taxes as “wholly unfair, 
wholly unjustified and wholly discrimina- 
tory” and stating that they had “driven 
a large and important segment of the 
jewelry business into channels where the 
excise taxes are avoided and uncollectable.” 
It was pointed out that excise taxes, ten 
per cent in some cases and twenty per 
cent in others, had resulted in jewelry 
“bootlegging.” 

The five-day event was climaxed by the 
annual California RJA banquet in the Bilt- 
more Bowl and was marked by the in- 
stallation of new officers. Max Strasburg 
acted as installing officer. 

At the convention’s conclusion, jewelers 
relaxed over their golf clubs at the first 
annual supplier vs. dealer tournament in 
Inglewood Golf Course on Thursday, 
August 21. Dick Ewert was chairman. 

Throughout the show, morning sessions 
on jewelers’ block insurance were conducted 
to educate groups of jewelers on the sub- 
ject. The forums were conducted by the 
Jewelers Mutual Insurance Co. 

Special feature of the convention and 
show was the Harry Winston “Court of 
Jewels,” which attracted an_ estimated 
12,000 persons. 

The Hope Diamond, the great sapphire 
worn by Catherine the Great, the Austrian 
Diadem from the court of Franz Joseph 
and other fabulous gems, formed a lively 
sideshow to the activities. 





Legendary pieces from the Winston collec- 
tion drew unprecedented crowds to the 
Biltmore Hotel during the Los Angeles con- 
vention of the California RJA. Here, the 
Hope Diamond, the Inquisition Necklace 
(emeralds and diamonds) and the Austrian 
Diadem (rubies and diamonds) are modeled 
by Elvina Tomin and Carol Brewster. 


Viewing hours were from noon until 
nine P.M., and for the four days there 
was generally a line two abreast from the 
Galeria Room of the hotel, extending down 
the long corridor to the Fifth Street en- 
trance and then doubling back. Several 
city police were constantly in attendance 
to keep things in order. 

Previewed at a press conference on Fri- 
day, August 15, the “Court of Jewels.” 
was shown to the public only upon the 
presentation of an admission card from a 








retail jeweler. Retail jewelry _ stores 
throughout the Southland indicated in- 
creased traffic as patrons sought these free 
tickets. 


JIC Fashion Director Studies 
European Jewelry Style Trends 


A first-hand study of the influence of 
fashions on the products of the jewelry 
industry in France, Switzerland and 
England is now under way by Miss Martha 
Percilla, fashion director of the Jewelry 
Industry Council, who left New York Sep- 
tember 5th for Europe. 





Martha Percilla, fashion director of the 

Jewelry Industry Council, sails for Europe 

for fashion research work. Council Presi- 

dent, A. E. Hasse, bids her farewell on 
behalf of JIC membership. 


The steadily increasing importance of 
the influence of modern fashions on jewelry 
design and on the appearance of watches in 
America prompted the Council, said Albert 
E. Haase, JIC president,.to authorize the 
study Miss Percilla is undertaking. 

Her study will seek to give American 
manufacturers a comparative picture of 
the influence of fashion as a selling force 
with respect to jewelry and watches in the 
countries she is scheduled to visit. 

While abroad Miss Percilla will also 
carry on editorial research work on silver 
as well as jewelry and watches. Informa- 
tion obtained from such research will be 
released by direct news stories sent from 
abroad and later from New York on her 
return. News stories released from abroad 
by Miss Percilla will also cover fashion 
trends in clothes as they affect jewelry. 

The beautiful silver service aboard the 
Ile de France was the subject of the first 
direct news story received from Miss Per- 
cilla. Filed by her while at sea, it dealt 
mainly with the great importance attached 
to the selection of silver by those who plan 
a ship’s launching. The release also cited 
how several of our Navy ships acquired 
their sterling silver service and how, after 
they were dismantled, handed it down to 
other ships of the same name. 

Special reports, in person, on her find- 
ings on fashion will be made by Miss Per- 
cilla in November at meetings in New 
York, Newark and Providence and by writ- 
ten reports to retailers of jewelry through- 
out the country. 
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TOP LEFT: Murano glass figurines in cos- 

tumes dating back to the beginnings of 

Swiss watchmaking lend this display an aura 
of elegance and tradition. 


TOP RIGHT: Leafy branches sprout sur- 

realistic hands and wrists in this showcase 

at the Swiss Watch Show. A green back- 

ground sets off the white gloves and white 
watch bands. 


RIGHT: A few drapes and a line drawing 
are utilized in the creation of this display. 


A variety of new display techniques 
were utilized by Swiss watchmakers re- 
cently at the Basle Watch Show, where 
120 watchmaking firms unveiled their new 
lines. Although simple and dignified, the 
exhibits were nevertheless eye-catching. 

Individual showcases featured several 
new devices. One of the most unusual was 
a “metamorphosis” window, which used 
transparent mirrors to point up the im- 
portance of a fine movement as well as a 
handsome case. Through an opening in 
the window visitors saw a gold wrist watch 
whose case disappeared every few seconds, 
revealing as though by magic its jeweled 
lever movement. In another showcase hid- 
den spotlights picked out groups of 
watches against a black background. 

Decorators pointed out that although 
the displays were designed especially for 
the Watch Show, some of their ideas 
might be helpful for retail displays in the 
U. S. and other markets. Sample sugges- 
tions: 





SWISS STRESS SIMPLICITY IN WATCH DISPLAYS 





1. Use trick effects only if they help 
tell the sales story and draw attention to 
the watches. It usually takes an expert 
to bring off a trick display successfully. 
Keep backgrounds simple and_ tasteful. 
To win the confidence of customers quiet 
dignity is often more effective than the 
most clever idea. 

2. Don’t try to display your entire stock 
in the showcase. A few samples, no more 
than 15 or 20 in the average size window, 
will do more to stimulate interest. | 

3. Don’t mix colors and metals indis- 
criminately. Gold watches will show off 
to better advantage if they are grouped 
together, with wristbands of a uniform 
color. 

4. Don’t intermix your display of 
watches with other jewelry or with sil- 
verware. They will detract from one an- 
other. 

5. Give the display a_ three-dimen- 
sional effect by setting out the watches 
at two or three levels. 





Applied Monogram Offered 
By Intesnational Sterling 


The rich effect of applied initials can 
now be given to any International sterling 
pattern, company officials announced re- 
cently. This new factory service has, ac- 
cording to the firm, met with great en- 
thusiasm from the public and trade. 

The raised letters are made of sterling 
and soldered on to the surface of the piece 
with a bond that is part of the metal itself. 

Three styles of lettering—Modern. Old 
English and Script—are available at a 
charge of $8.50 per dozen. For the retailer, 
this provides a form of monogramming 
paid for by the customer, saving the lost 
profits of his customary free engraving 
service. 

At the same time, the applied initial 
gives him a unique sales point which can 
often bring a quick close to sales in which 
the customer hesitates between two pat- 
terns. Any [International sterling dealer 
may use this new service. Normally, it re- 
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quires ten days, not counting time in the 
mails. 

A selection of free newspaper mats is 
available to dealers wishing to promote the 
applied monogram service. 





Peacock to Open Branch Store 
In Suburban Shopping Center 


Announcement was made August 27th 
by Stewart B. Peacock, vice president C. 
D. Peacock, Inc., prominent Chicago 
jewelry firm, of the company’s plans for 
their new jewelry and gift store in the 
shopping center known as the Village 
Market in LaGrange Park. The new store 
opening date is planned for about No- 
vember Ist. 

Its contemporary interior and merchan- 
dise presentation, planned for the com- 
fort and convenience of the customer. 
will be a far crv and 115 years from the 
original Peacock establishment opened by 
Elijah in 1837. Located then at the old 
155-195 Lake St., its purpose was mainly 





for the adjustment of chronometers and 
the repair of clocks. 

The new Peacock store at 34] North 
LaGrange Road will occupy a 36 by 89 
foot space on the main floor of the south 
building of the shopping center. 

This move to the suburbs, though ip 
keeping with the trend of the times, repre. 
sents a new departure for this conserya. 
tive firm, owned and operated by menm.. 
bers of one family for its entire 115-year 
history. Some time ago they recognized 
that the days of the elegant and more 
formal era with its fabulous sales which 
included gold services and jeweled stom. 
achers are things buried deep in the 
colorful past. The new store will, there. 
fore, merchandise moderate or reasonably 
priced items. 

Included on the first floor of the new 
establishment will be jewelry, watches, 
clocks and a selection of unusual gifts, 
China, stemware and silver will be carried 
on the second floor. Custom jewelry de. 
sign, jewelry and watch repair will be a 
part of a special service department. 





Boyd Evans Leaves ANRJA Pos}; 
Served Association 22 Years 


Boyd Evans severed his connection with 
the American National Retail Jewelers As. 
sociation on August 29th after serving that 
organization for approximately 22 years, 
He had, for the past year, served as as. 
sistant to Charles M. Jsaac, executive vice 
president. 

Mr. Evans became _ associated with 
ANRJA in January, 1931, as assistant to 
his father, Charles T. Evans, association 
secretary. The elder Mr. Evans retired in 
October, 1951, after having served as 
ANRJA secretary for nearly 25 years. 

Before entering trade association work, 
Boyd Evans was connected with the jewelry 
firm of Evans & Sons, Inc., Utica, N. Y., 
founded in 1873 by his grandfather, Thomas 
T. Evans. He later served as _ secretary 
of Braytn’s, Inc., well-known china, glass 
and silverware house in Buffalo, N. Y. 

Mr. Evans has requested all persons 
having occasion to correspond with him 
to address communications to 324 Nuber 
Ave., Mount Vernon, N. Y. 





Jewelry Designers Guild 
Holds 15th Summer Outing 


The weatherman was especially kind to 
members of the Jewelry Designers Guild, 
and their guests, by providing a bright and 
sunny day for the 15th annual outing of 
that organization. The affair was held Sep- 
tember 6 at the Ardsleigh House, Lake 
Mahopac, New York. 

After eating a delicious luncheon, the 
picnickers indulged in various athletic 
activities including swimming and boating. 

A round table discussion was held by the 
designers to determine how they can be of 
material assistance to the manufacturer 
and retailer in the jewelry and watch in- 
dustry. Guild members feel they can as 
sist both segments of the trade by creating 
finer and more beautiful jewelry so that 
the general public will become more 
jewelry conscious. 
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Officials of New Concern 
purchase J. F. Apple Co. 


The manufacturing faclities of the i 4 
Apple Co., Inc., of Lancaster, Pa., jewelry 
manufacturers speci lizing particularly in 
school and college rings, were purchased 
September 12th by Apple, Inc. Officers of 
Apple, Inc., are E. Van Haaften and F. S. 
Franklin, who have been actively con- 
nected with the jewelry industry through 
their affiliation with the Hamilton Watch 
Co. of Lancaster, Pa., in production and 
sales, respectively. Both men were with 
Hamilton for more than 15 years. 

Mr. Van Haaften worked in the retail 
jewelry field before entering manufactur- 
ing. He has had extensive experience in 
engineering, research and production, and 
until recently was assistant director of 
research for Hamilton. He will have 
charge of manufacturing for the new or- 


ganization. 


F. §. FRANKLIN 


To direct sales for 
Apple, Inc. 


F. S. Franklin has been engaged in sales 
work since 1928, except for three years as 
a U. S. Naval Reserve Officer in Naval 
Aviation during World War II. After the 
war Mr. Franklin returned to Hamilton as 
a sales representative covering the middle 
Atlantic states. Shortly afterward he was 
appointed assistant sales manager of that 
firm, which position he held at the time 
of his resignation. He will be responsible 
for sales in Apple, Inc. 

All of the tools, dies and other manu- 
facturing facilities have been purchased 
by Apple, Inc. The new firm will continue 
along the lines of its predecessor in the 
manufacture and sale of diversified types 
of jewelry. 


Members of New Jersey RJA 
Approve New Membership Plan 


Approximately 35 members of the New 
Jersey Retail Jewelers Association held 
a meeting September 9th at the Alexander 
Hamilton Hotel in Paterson and approved 
a plan to allow associate memberships in 
the organization. 

Ralph Fava, of Paterson, association 
treasurer, reported that the national asso- 
ciation had approved the plan which would 
permit associate memberships. Such mem- 
bers, however, cannot affiliate with the 
national group. 

The provision that associate members 
would not be members of the national 
group is the sole distinction between the 
two types of membership, said Fava. He 
added that associate members can be ad- 
mitted at a much lower dues fee than that 
paid by regular members. 
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MOST POPULAR GIFT CLOCK 
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“& Christmas GIFT Clock 


Be ready when shoppers come looking for ‘‘something unusual... . 
in perfect taste.’’ The exquisite ‘‘Golden Hour’’ with its floating 
hands in a crystal-clear dial is a sell-on-sight item with universal 
appeal. Just ask any dealer who featured it last year. Naturally, 
because it is so popular, you can expect to be offered inferior imi- 
tations. So be sure you get the original Jefferson ‘‘Golden Hour” 


. .. With 24 karat. gold plated base and | 
, , g P stro 2 2 PLUS FED. TAX 
ring . . . with a record of accuracy and de- 

an ; , EACH CLOCK INDIVIDUALLY 
pendability ... with proved sales appeal! CHRISTMAS GIFT WRAPPED 


CALL YOUR WHOLESALER 


JEFFERSON ELECTRIC CO. BELLWOOD e ILLINOIS 
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Industry Ethics Are Not Improving 
JVC Chairman Tells Directors at Meeting 


Ethics in the jewelry industry are not 
showing signs of improvement according to 
G. H. Niemeyer, chairman of the Jewelers 
Vigilance Committee. This statement was 
made by Mr. Niemeyer at a special meet- 
ing of the JVC board of directors held 
August 13th at the Waldorf-Astoria Hotel, 
New York. He declared that everything 
possible must be done by all industry 
groups to raise the standards. 

In reporting on the Committee’s activi- 


| 


ties during the past year, he stated that 
it had been instrumental in the promulga- 
tion of recent Trade Practice Rules cover- 
ing genuine, cultured and imitation pearls. 
He stated that consideration is now being 
given to proposed Trade Practice Rules 
governing karat gold, watch bands and 
diamond nomenclature. 

In his report Mr. Niemeyer pointed out 
that the regular activities in the enforce- 
ment field had increased materially and 
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stressed the necessity for continued Close 
cooperation of all trade organizations and 
segments in meeting common industry 
problems. 

A report on the activities of the Jewelry 
Industry Tax Committee was given by 
James B. Dickey, a member of that group. 
He stated that the Tax Committee woulq 
continue to keep in close contact with the 
situation in Washington and would be pre. 
pared to take action for relief from the 
excise tax at the earliest possible moment. 

Since the JVC is now operating on 
calendar year, the treasurer’s report sub. 
mitted by Leo L. Kaplan only accounted 
for the first seven months of 1952. He 
asked for the full cooperation of all dj. 
rectors in securing contributions from the 
trade at large. 





G. H. NIEMEYER 
JVC Chairman 


P. 1. GRINBERG 


Exec. Vice Chairman 


Attention was called to recent improper 
advertising by Aaron Lipper of Lipper, 
Shinn & Keeley, in a report on the work 
of JVC counsel. A large part of the in- 
creased volume of improper advertising, he 
stated, had to do with diamonds, cultured 
and imitation pearls, and synthetic stones, 
He pointed out that considerable attention 
has also been given to problems incidental 
to misleading advertisements offering syn- 
tetic rutile direct to the buying public. 
Mr. Lipper added that much time during 
the first seven months of 1952 had been 
devoted to marking and stamping work and 
also to the large volume of routine mat- 
ters and inquiries. 

In the absence of Walter N. Kahn, chair- 
man of the Protective Bureau, Executive 
Vice Chairman P. Irving Grinberg com- 
mented on the cooperation received from 
the Bureau of Customs in combating smug: 
gling, particularly in connection with in- 
vestigations abroad. Emphasis was again 
placed on the fact that in order to get 
action by the Customs Department in ap- 
prehending smugglers, positive information 
must be furnished. 

Amplifying Mr. Dickey’s remarks with 
regard to the tax question, Mr. Grinberg 
made reference to the questionnaire re- 
cently distributed by the Joint Committee 
on Internal Revenue Taxation which asked 
for suggestions on the improvement of the 
Internal Revenue laws and their adminis- 
tration. He said the Jewelry Industry Tax 
Committee will study the questionnaire 
and make such recommendations as are 
deemed advisable. 

The successful efforts of the JVC in op- 
posing a provision in the proposed Cus- 
toms Simplification Bill were recounted by 
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\fr, Grinberg. He explained how the Com- 
mittee had spearheaded the fight against 
the proposal that would raise the limit on 
duty-free mail shipments from abroad from 
$] to $10. The proposed bill died without 
action in the Senate Finance Committee 
when the 82nd Congress adjourned. 

Efforts by the JVC to bring about the 
overall suspension of price controls of 
jewelry occupied the major portion of Mr. 
Crinberg’s report. He pointed out that the 
Committee had been instrumental in ob- 
taining the exemption of precious stones 
and precious stone jewelry directly after 
the issuance of the General Ceiling Price 
Regulation. 

He explained that before the passage of 
the recent Defense Production Act, the 
OPS was unlikely to widely suspend price 
controls. But, Mr. Grinberg said, serious 
consideration was being given by OPS, at 
the time of his talk, to the suspension of 
price controls affecting a number of in- 
dustries including jewelry. In line with the 
theory of proper timing, the JVC sent a 
letter August 11th to the OPS requesting 
that price controls be suspended at the 
“earliest possible moment” on all jewelry, 
silverware and watches. 

The JVC was rewarded for its unceasing 
efforts to have controls removed when late 
in August the OPS abolished price controls 
on jewelry, sterling hollowware and _flat- 
ware. In commenting on the JVC’s suc- 
cessful campaign against price controls, 
G. H. Niemeyer, chairman, said that “this 
is just ‘one’ of the services rendered our 
industry by the Jewelers Vigilance Com- 
mittee.” His comments were contained in 
a letter dated September 3rd which was 
sent to all contributors. 


R. H. Herschede Elected V. P. 
Of Herschede Hall Clock Co. 


Robert H. Herschede, who has been as- 
sociated with the Herschede Hall Clock 
Co. of Cincinnati since 1939, has been 
elected a vice president of the firm, and 
appointed manager of sales and of new 
products development. 


ROBERT H. 
HERSCHEDE 


and Mgr. of 
Sales for 

Herschede Hall 
Clock Co. 


Under Mr. Herschede’s direction, the 
company will develop closer contacts with 
jewelry wholesalers and retailers through 
its factory representatives, and also will 
considerably expand its advertising and 
publicity programs. 

The entire line of 37 models of Her- 
schede clocks, including 27 new _hand- 
wound hall, mantel, desk and table models, 
are now being shown throughout the 
country. 
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Mr. Herschede began his business career 
as an apprentice in the Herschede plant. 
After serving five years as a pilot in the 
Air Transport Command during World 
War II, he returned to the plant and 
worked in various production departments 
until 1948, when he became factory man- 
ager. He held this position until his recent 
promotion. 


JIC Appoints Jack Montgomery 


Jack Montgomery, sales manager of 
M. A. Mead and Co., Chicago, Ill., and 
president of the National Wholesale Jewel- 
ers Association, has been elected a mem- 
ber of the board of directors of the Jewelry 
Industry Council. 








Mr. Montgomery succeeds the late A. C. 
Wallenstein of the Wallenstein-Mayer Co., 
Cincinnati, Ohio, on the Council’s board. 


NEMJ&SA Sets Dinner Date 


The annual dinner meeting of the stock- 
holders of the New England Manufactur- 
ing Jewelers’ & Silversmiths’ Association 
is scheduled for the evening of October 
16 at the Sheraton-Biltmore Hotel in 
Providence. 

Election of officers and an address by 
a speaker yet to be announced will round 
out the program. Edgar E. Baker, president, 
who has completed his three years as head 
of the association, will be succeeded this 
year by a new president. 
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Head of Swiss Watchmakers 
Acknowledges Jewelers’ Gift 


Maurice Vaucher, president of The 
Watchmakers of Switzerland, praised 
Washington jewelers for their outstand- 
ing enterprise in recently conducting a 
unique consumer education campaign, in 
cooperation with the Washington Post. 

Fifty-four prominent jewelers partici- 
pated in the recent “Know Your Jeweler 
Week” campaign, under the chairman- 
ship of Bernard Burnstine. This was the 
first time the jewelers of the nation’s 
capital ever had joined together in this 
type of cooperative effort. 

To show their appreciation of the sup- 
port received from The Watchmakers of 





Switzerland in connection with “Know 
Your Jeweler Week,” Washington jewelers 
sent an engraved plaque to Mr. Vaucher. 

In acknowledging the gift, Mr. Vaucher 
said, “We are very grateful for your ges- 
| ture, since it is most rewarding to know 
that you appreciate the help The Watch- 
makers of Switzerland are offering to 
jewelers in supporting their own efforts. 
This plaque symbolizes the partnership 
existing between Swiss watchmakers and 
the American jeweler — a_ partnership 
which to us has been a remarkable ex- 
ample of the mutual benefits derived from 
true reciprocal trade.” 

The message on the plaque read as 
| follows: 
| “For fostering the prestige and _ integ- 
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SET IN EXQUISITELY 
STYLED TWIN - ROW 
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IBBER & LERVER 


KNOWN FOR OUTSTANDING DIAMOND RING 
PROMOTIONS 


305 EAST 47th 0444 
NEW YORK 17, NEW YORK 
MUrray Hill 8-2750 
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rity of the jewelers of Washington, D. Cc 
on the occasion of the Washington Kes 
Your Jeweler Campaign, May 18 to 25 
1952, the Committee gratefully recognizes 
the vision, counsel and support of the 
Watchmakers of Switzerland.” 

In addition to Chairman Burnstine 
members of the steering committee wheee 
signatures appeared on the plaque ip. 
cluded: Theodore Grape, Aaron W. Jacob.- 
son, Arthur R. Kirby, Al Manch, Charles 
Schwartz, Edmond Taylor, William 
Wright. 





Paul Tschudin (right) receives a testimonial 
plaque for the Watchmakers of Switzerland 
from Bernard Burnstine (left), chairman of 
the Washington, D. C., “Know Your 
Jeweler" committee, as Dr. Charles Brugg- 
mann, Swiss Minister to the United States, 
participates in the presentation. 





Table Setting Contest Booklet 
Offered by Holmes & Edwards 


A 15-page booklet giving full instruc- 
tions on how to arrange table setting con- 
tests has been made available at no cost 
to silverware dealers by the Holmes & Ed- 
wards Division of The International Silver 
Co. 

A proven method for building traffic and 
sales in department and jewelry stores, the 
booklet describes in steps two different 
contest plans, “Plan A” for jewelry stores 
and “Plan B” for department stores. 

As outlined in Holmes & Edwards’ book- 
let, members of local women’s clubs are 
invited to compete in a table setting con- 
test which Jasts for one week. Each club 
prepares a completely set table, all of 
which are displayed in the store. Club 
members and the general public are invited 
to visit the store during the week of the 
contest, and cast ballots for their favorite 
table. At the close of the event, all ballots 
are counted and the winning club is 
awarded a set of Holmes & Edwards 
sterling inlaid silverplate, or a comparable 
value in cash. 

Newspaper layouts, window posters, 
countercards, ballot box and ballots are 
supplied free by Holmes & Edwards to 
help promote the contest. Suggestions are 
also included in the steps outlined for 
publicity, advertising and window displays. 

Photographs of table settings and general 
instructions are featured to aid club mem- 
bers in making their table displays. 

Requests for Holmes & Edwards’ new 
booklet should be addressed to the Holmes 
& Edwards Division, The International 
Silver Co., Meriden, Conn. 
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Bulova Alumni Association the fountain pen industry. He stated that July and August. These are the Regis- 











Holds Homecoming Conclave —_— in _ Seymour a tered Jeweler and the more advanced Cer- 
in the completely modernized and enlarge tified Gemologist titles 
members of the Joseph Bulova ore a 
pr | Watchmaking phe Aeedtins plant—launched more than two years ago The Registered Jeweler title is awarded 
School o ; —was accomplished with a minimum loss to Society members upon the completion 
-., held their annual meeting at the 4 Pp . 
tion i saih ins: Wanda aude amenes of production. The move involved a grand- | of a series of gemological courses cli- 
cho ? 66: . : . : > “ 
een House Hotel, New York. The scale “industrial migration” from New maxed by a comprehensive examination, 
at the , York to the Naugatuck Valley town some ceanllien oh th ene) identification 
association’s annual homecoming was de- 80 miles distant in the heart of industrial ee ee 
signed specifically to allow members of Communion | of colored stones and the accurate grad- 
the organization to contribute suggestions : ing of a set of diamonds. The Certified 
ieaial . Gemologist title is awarded to members 

for programs in the forthcoming year, in ° . 
addition to allowing the membership to beg Brae Titles Awarded after the completion of a more advanced 
renew friendships made while at the y in Three Summer Months course of study followed by examinations 
Bulova School. The American Gem Society headquar- on both theory and practice. The award 
Proof enough as to the merits of this ters in Los Angeles announced recently of the titles also is dependent on the indi- 
program was the fact that over 185 asso- that 30 new titles have been awarded dur- vidual and the firm meeting the Society’s 
ciation members from 13 states attended ing the three summer months of June, standards of business conduct. 





both the events at the Bulova School and 
the closing banquet at the Essex House. 

On the first day of the two-day program, 
activities included a business meeting and 
election of new officers, technical and busi- 
ness symposiums, and the annual alumni 
banquet. WN 

The new officers of the Joseph Bulova eke 
School of Watchmaking Alumni Associa- 
tion for the coming year are as follows: 
President, Eugene Dorroh, New York; 
Vice President, James Zampino, New Jer- 
sey; Treasurer, Walter Suchanoff, New 
Jersey; Secretary, Nicholas Curto, New 
York, and Assistant Secretary, Alex Bazer, 
New York. 
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Showing for Wholesalers 


Waterman Co. Reorganizes, 
Names Executives to New Posts 
The L. E. Waterman Co., makers of 


fountain pens, mechanical pencils, ball WHAT: An organized jewelry showing for you. 

pointers and ink, announced recently that 

Charles S. Kernaghan has been elevated WHEN: November 9 through November 26. 

to the new post of vice president in charge 

of sales and merchandising. He was form- WHERE: Sheraton-Biltmore Hotel, Providence, R. |. 

erly general sales manager and is also a 

director of the company. Mr. Kernaghan WHY: Under one roof... at one time ... you'll be able to 
joined Waterman’s in 1941 and is widely inspect the complete lines of over 100 manufacturers, 


known in trade circles all over the country. 


individually and informally displayed—yet gathered in 
one place to eliminate your "running around" time. No 
fanfare, no fuss, no fancy formalities . . . but a golden 
opportunity to study and compare thousands of items in 


CHARLES, S. 

— a quiet, business-like atmosphere. Many styles will be 
shown only at this show. You'll see low and medium 
priced lines; Gold-Filled, Karat and Sterling products. 

Named V. P. ' ‘ , of « . 
in charge of You'll be given a directory of exhibitors when you arrive 
sgies an 


to help you plan your visits, and special committees will 
assist you with your accommodations and appointments. 
Remember, Providence is the Jewelry Center of the 
World . . . heart of the industry. You'll never find a 
more extensive, integrated showing of merchandise. 


merchandising 





News of his appointement and other 
changes in its top management and exec- 
utive set-up are but a few of many recent 
company developments. These include the 
introduction of additions to the company’s Make a memo. of this ad as a reminder. 
product lines and the successful comple- 
tion of consolidation of manufacturing and | 
administrative operations at the firm’s 


plant in Seymour, Conn. MANUFACTURING ° JEWELERS ° SALES ° ASSOCIATES 


According to Frank D. Waterman, presi- 
dent of the company, the expansion of the PROVIDENCE 2. RHODE ISLAND 
company’s top management is an impor- 
ant part of Waterman’s long-range pro- 
gram to re-establish itself as a leader in 
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Spring Jewelry Lines of IOO Manutacturers | Mansfscwuting Jewelers Sales Associate 


Sheraton Biltmore Hotel, Providence, RJ 
The showing will lack the special events 


To be Exhibited in Providence Next Month _ | that usually accompany a conventiontm, 


showing. Manufacturers will be obliged ty 


At least three floors of the Sheraton-Bilt- by Governor Dennis J. Roberts of Rhode set up displays of their lines in an attrac. 
more Hotel in Providence will be devoted Island. live fashion - their hotel rooms. 
to the showing of spring jewelry lines by Brochures describing the showing and A receptionist in the hotel lobby will 
manufacturers in Rhode Island and the listing about 100 manufacturers who plan register buyers and provide a listing of the 
Attleboros from November 9 to 26, the to participate are being sent to the whole- member and ee mber firms participat. 
executive committee of the sponsoring or- salers. A card addressed to the hotel will ing in the showing, together with a descrip. 
ganization—Manufacturing Jewelers Sales be included for those who desire to make tion of their lines and a directory of the 
Associates—reports. hotel accomodations direct. A committee of rooms occupied. 

The first week of the showing—which the Associates also has been set up to ar- The showing will be kept on a high 
is expected to attract wholesalers from all range for hotel reservations. This group plane under a rset set of rules drawn up 
parts of the country—will be declared as can be contacted through Kenneth Randall, by the pean organization. Lobby and 
“Jewelry Buyers’ Week” in a proclamation secretary, who can be reached by mail at corridor solicitation of buyers will be 





eliminated. 

Manufacturers will generally represent 
the low and medium priced jewelry lines, 
but also participating will be some gold. 
filled, karat and sterling line makers and 
manufacturers of boxes and displays. 

The Associates are in receipt of a num- 
ber of communications commending the 
plans for the showing. Some who plan to 
visit the showing have said it will provide 
them an opportunity to determine the type 
of merchandise available for the spring in 
a matter of one or two days and give them 
time usually spent in meeting sales rep. 
resentatives in their plants for production 
problems. 

It is believed that the showing will give 
the manufacturers a good idea of the items 
in their lines that are due for good runs 


and permit them to get into production 

A PERFECT MATCH earlier than usual. This, they say, can re. 
sult in better pricing, especially if it elimi- 

nates the overtime work that has _ hereto- 


For Ladies and Gentlemen fore been necessary to fill late orders, 


The manufacturers point out that whole. 
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These two ERNEST BOREL “Super-finished” watches provide the requisite of every salers will have an opportunity to see 
man and lady who want beautiful watches with dependable movements . . . The ERNEST complete lines. 
BOREL movements embody the famous INCAX*STAR regulator for long-time perfect Many manufacturers in the Rhode 


Island-Attleboro area have completed their 


accuracy as well as INCABLOC shock-absorbing mechanism. ' - 
work on spring lines in anticipation of the 


Men’s — 1137 — 10K Gold-Filled Case; water resistant; ! showing. The lines, being carefully 
Jewels; INCABLOC; INCAX®STAR REGULATOR: guarded, are said to be highly style con- 
EE Gh ice ackeus Rkgeee sees suas exes eee $55.00 fti. scious, including much enamel goods and 


many lacey items. 
Ladies’ —618—6 *%4 x 8 Ligne INCABLOC; INCA*STAR 


Regulator; Dust proof crown; 14K Gold-Filled: 









CN nc cake rece eee eae kee ee eae an $52.50 fti. 
a $59.50 fti. 

*INCA*®STAR — the advanced regulator —achieved special awards for accuracy by Appointed 
Official Swiss Testing Observatories. Accuracy was increased 65% when INCAX®STAR Ad. Mor. 
regulators replaced out of date Index Regulator. at A.S.R. 

ALBERT J. 
GOETZ 


Gri 


im I N C EB 18 5 9 Announcement of the appointment of 


Albert J. Goetz as advertising manager 

was made recently by the American Safety 

) , Razor Corporation 

For complet ; ; ; : : 

plete details of the Ernest Borel line of fine watches, write to Mr. Goetz from 1939 through 1951 was 
Exclusive. U.S. Distributor vice president and advertising manager of 

the Pepsi-Cola corporation. Prior to that 


JULES BOREL COMPANY he was employed in advertising executive 


1015 Walnut Street Kansas City 6. Mo. capacities with United-Whelan Stores and 
ame McKesson & Robbins. 
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Friedman's Jewelry Chain Opens 
New Store in Charlotte, N. C. 


A gala all-day celebration on July 11th 
marked the formal opening of the new 
Friedman’s jewelry store at 224 N. Tryon 
St. Charlotte, N. C. Free prizes were 
awarded to customers holding stubs of 
winning tickets. 





A smart and modern facade features the 

entrance to the new Friedman jewelry store 

in Charlotte. The new store was formally 
opened July I Ith 


The new store is owned by the A. A. 
Friedman Co., Augusta, Ga., which oper- 
ates a chain of jewelry stores in principal 
Southern cities. 

Manager of the new store is Marion O. 
Brooks, who for four years managed a 
Friedman store in Rock Hill, S. C. T. D. 
Little is assistant manager. 





New England Jewelry Mfrs. 
Faced With Help Shortage 


Jewelry manufacturers in the Rhode Is- 
land-Attleboro area are experiencing a 
good, healthy fall business. 

With few exceptions orders have been 
coming in at a good rate following an 
earlier-than-usual opening of the season. 

The No. 1 problem of many factories 
in the area is the procurement of help. 
“Help Wanted” signs are hanging over 
the doorways of a majority of the plants. 
To partially solve the problem a number 
of the factories have added second and 
swing shifts to attract the housewives who 
have some spare time on their hands. 

Reports from the jewelrymen are that 
a buying mood is apparent, but that there 
is a definite price consciousness. 

Production schedules are practically 
free of copper procurement difficulties. 
Due to the easing of restrictions, almost 
100 per cent of the firms in the area are 
able to get all the brass mill products they 
need. 

Relaxing of controls on tin, permitting 
up to 25 per cent of the base period con- 
sumption, has helped to sweeten up slush 
metal compounds and permit improved 
finishes. 

Nickel is the only dark spot in the 
materials picture and there appears no 
likelihood that it will become easier in 
the foreseeable future. 

The new pricing order has encouraged 
the manufacturers. It came too late for 
an adjustment of price on fall lines. Firms 
that have been pinched on price are ex- 
pected to make price adjustments on their 
spring lines, 
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Feature Ring to Distribute 
Helpful Sales Information 


Authorized distributors of the Feature 
Ring Co. will shortly receive a proof book 
of new advertising mats that will contain 
a new and special informational supple- 
ment. This special section will contain 
answers to questions which the company 
has received through the years from re- 
tail jewelers and their personnel on meth- 
ods of merchandising and selling Feature 
Lock rings. 

Aimed specifically at the jeweler and his 
sales force, the appended information will 
answer questions encountered in everyday 





selling. One of the most frequent questions 
asked of retail jewelers when explaining 
Feature Ring’s interlocking device is “Will 
this little lock break?” The answer, as it 
appears in the new informational supple- 
ment, reads: “There is absolutely no stress 
or strain on the lock, no springs or forced 
action—unless deliberately abused, there 
can be no breakage.” 

Henry Peterson, president of the firm, 
stated that he feels that use of this infor- 
mational supplement will result in sales 
that might otherwise be lost, and will an- 
swer many questions which have hitherto 
remained unanswered in the jewelers’ 
mind. 





















THE 
DIAMOND 
MARKET 








LET US 
PROVE OUR 
POINT ... 





As a result of large-scale factoring transactions 
with cutters, we are in a position to offer a wide 
selection of quality stones at truly competitive prices 
to manufacturers and wholesalers. 


We are fully prepared to completely satisfy your 
needs, no matter how varied. You will find relations 
with our principals pleasant and profitable. A new 
company, staffed by old hands in the diamond indus- 
try, with the "know how" to meet your requirements. 


Visit, Phone or Write Today: 


(Fy ge aw DIAMOND CORPORATION 


Importers + Factors to the Diamond Trade 


NEW YORK—37 West 47th St. JUdson 6-0324 
CHICAGO—29 East Madison St. CEntral 63700 


THE SHORTEST 
DISTANCE 
BETWEEN 

TWO POINTS! 
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JIC Names Nine-Member 


Nominating Committee 


Maurice Adelsheim, Sr., of S. Jacobs 
Co., Minneapolis, as chairman of the 
Jewelry Industry Council, has appointed 
a nominating committee of nine JIC mem- 
bers to recommend candidates to fill va- 
cancies that will occur on the Council’s 
board of directors at the end of the cur- 
rent year. This committee, made up of 
representatives of retailer and supplier or- 
ganizations, is as follows: 

From the retailer field—Leo F. Henebry 
(Henebry’s), Roanoke, Va., president of 
the American National Retail Jewelers As- 
sociation; H. A. Goldberg (Cooper’s Inc.), 





Portsmouth, Va., immediate past president 
of the National Jewelers Association: Rob- 
ert I. Basch (Basch & Co.), Toledo, O., 
and Frederic W. Roedel, Utica, N. Y. 


From the supplier field—G. H. Nie- 
meyer (Handy & Harman), New York; 
Gordon Howard (Elgin National Watch 
Co.), Elgin, [ll.; Craig D. Munson (Inter- 
national Silver Co.), Meriden, Conn.; Al- 
fred Foss (Baden & Foss, Inc.), New 
York, and R. Dix Edwards (Edward & 
Co.), Kansas City, Mo. 

Mr. Niemeyer has been designated as 


chairman of the nominating committee by 
Mr. Adelsheim. 

After a report giving the recommenda- 
tions of this committee on candidates to 
fill 20 vacancies that will occur on the 











Every 
MEEKER Billfold 
is backed by: 


® Long-Established Quality 
© Smart New Styling 

©@ Expert Craftsmanship 

®@ Latest Features 

© 43 Years of ‘“‘Know-How” 
®@ National Advertising 
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An important and painstaking operation in the 
making of a smart-looking MEEKER Billfold: 


evenly folding down the genuine leather. 


THE MEEKER CO., INC., JOPLIN, MO. 


New York: 347 Fifth Ave. 
Chicago: 36 S. State St. 








Council’s board of directors at the end of 
1952 has been made, copies of that report 
will be mailed to all members of the JIC 
with a special letter from Council Secre. 
tary William E. Smith, president of Irons 
& Russell Co., Providence, R. I, 

In that letter Mr. Smith, in accordance 
with the Council’s by-laws, will cal] the 
attention of all members to the fact that 
additional recommendations may be made 
within a certain specified time by any 
group of five or more members of the 
Council. 

A mail ballot prepared by Secretary 
Smith that will include the recommenda. 
tions of the nominating committee as wel] 
as those of any group of five or more mem. 
bers, will be mailed to the membership 
of the Council on December 15th. 

Announcement of the results of the mail 
ballot will be made at the Council’s next 
annual meeting scheduled to be held in 
New York in January, 1953. 





Appointed to 
Executive Pos} 
by Heisey 


HAROLD J. 
DUNHAM 





Harold J. Dunham has been appointed 
advertising and sales promotion manager 
of A. H. Heisey & Co., Newark, Ohio. He 
will also head up the newly created mar- 
ket research department. 

Mr. Dunham has been sales representa: 
tive for Heisey in the southeastern part 
of the U. S. His territory will be taken 
over by Donald R. Burke, associate of 
Heisey’s representative Edwin F. Bokee, 
Baltimore. 


Cory to Make Air Conditioners 
At Newly-Acquired Factory 


J. W. Alsdorf, president of Cory Corp. 
manufacturers of Cory, Fresh’nd-Aire and 
Nicro home appliances, announced recently 
the acquisition by long-term lease of an 
additional manufacturing plant in Grays 
lake, Ill—and the entrance of the com- 
pany into the volume manufacture and 
sales of electric room air conditioners and 
electric dehumidifiers for home, industrial 
and commercial use. 

The new, one-story Cory-Fresh’nd-Aire 
factory, which was constructed about four 
years ago, embraces approximately 52,000 
square feet on 14% acres of land in Grays: 
lake, Ill.. 35 miles northwest of Chicago's 
Loop. Plant facilities will be devoted to 
the large scale production of %, % and 
one-ton capacity electric room air condi- 
tioners as well as an electric room de- 
humidifier. Both the air conditioners and 
the dehumidifiers will be marketed under 
the Fresh-nd-Aire trade name. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





(sae re 





wm. F. McChesney, 74, Dies; 
Vice President of Gorham Co. 


William F. McChesney, vice president 
of the Gorham Co. of Providence, R. L., 
died September 24th at Mountainside Hos- 
pital, Montclair, N. J. He was 74 years 
of age. 

Born in Orange, N. J., Mr. McChesney 
had been actively associated with the sil- 
verware industry for approximately 60 
years. He started his career in 1893, at 
the age of 15, with the New York silver- 
smithing firm of Dominick & Haff. He 
continued with this concern until 1931 
when he became associated with the Gor- 
ham Co. as a vice president. 

One of the original founders of the 
Sterling Silversmiths Guild of America, 
he served as its president from January, 
1950, until his death. In addition to his 
duties as an official of the Gorham Co., 
he was widely-known in jewelry circles for 
his active participation in the work of the 
Jewelers Vigilance Committee, the Jewelry 
Industry Tax Committee, Silver Users As- 
sociation and other industry organizations. 

Mr. McChesney was an honorary mem- 
ber of the Twenty-Four Karat Club of the 
City of New York, and a member of the 
Boston Jewelers Club and the Brotherhood 
of Traveling Salesmen. 

Surviving are his widow, a son, a daugh- 
ter and three grandchildren. 


Did You Repair This Watch? 


A watch of great sentimental value be- 
longing to a deceased sales representative 
who in his travels had called on dealers 
in 26 states, is the object of an intensive 
search by his survivors. 


The missing watch was the property of 
the late Geo. E. Nicholson who had been 
employed by the Anchor Hocking Glass 
Corporation for 35 years. Shortly before 
his death he left his watch with a well- 
known jewelry firm for repairs—presum- 
ably one near the firm’s New York show- 
room at 50 West 40th St. Since no watch 
repair receipt or card was found among 
his personal effects, his family cannot 
definitely ascertain whether the watch was 
left with a New York jeweler or with one 
out of the state. 

The watch, a Gruen, can be identified 
by an engraving on the back containing 
Mr. Nicholson’s name, the emblem of the 
Anchor Hocking Glass Corporation, and 
the number of years he was associated 
with the concern. 


If you have repaired this watch or have 
any information concerning it, please con- 
tact W. E. Nicholson, 135 19th Ave.. 
Irvington, N. J. 


Outlook for Jewelry Metals 


(From page 203) 


supplies of copper, aluminum, and even 
tin. Defense production officials say there 
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will be enough of both copper and alumi- 
num next year to meet “reasonable” needs 
by manufacturers of jewelry and other 
consumer durables. 

As for copper specifically, officials now 
see the supply as having improved to the 
extent that by the second quarter 1953 
jewelry manufacturers should be able to 
obtain allotments equivalent to base period 
consumption. 

Restrictions on use of copper and alumi- 
num for decorative purposes have been 
lifted. While this did not affect allocation 
levels one way or the other, it did leave 
the way open for manufacturers to use 
their materials any way desired. 


| 
| 





Ronson Begins Extensive 
Newspaper Ad Campaign 


Ronson Art Metal Works, Inc., has 
launched an extensive 30-city test news- 
paper ad campaign to promote Ronson 
table and desk lignters. A recent survey 
conducted by Ronson reveals that wed- 
dings, anniversaries and birthdays are 
second only to Christmas as important 
gift-giving occasions. 

The campaign, which will run for six 
weeks, began about September 21 and 
comprises two distinctive series of ads. 
One group is especially addressed to 
women, the other group is addressed to 
men. The ads in each city are localized 
and feature local brides. 





NEW... 






SQUARE... 


ULTRA SMART... - 


SISCT 


AUTOMATIC 


This latest in the series of fine Tissot Automatics combines 
handsome continental styling with unfailing dependabil- | 
ity. It is shock resistant, non-magnetic, self-winding, and 


sturdily masculine in appearance. 


Watch for Tissot advertising in “Esquire”, 


“ew 


“Holiday”, “N.Y. Times Magazine”, Yogue”’, 


é 


“Business Week”’,“American Aviation” and 
“Time and Life International” 


HOLZER WATCH CO.,INC., 501 FIFTH AVE., NEW YORK I7 
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Sales come Easy 


when You've got 
so much to Sell 








AUTOMATIC ELECTRIC 
DRIP COFFEE MAKER! 


ew ae ee ee ee oh, 


has All these Features 


Hi .4 to 10 cups of real DRIP coffee 
@ Water enters grounds at 208° 
@ Current is off when water is out 


@ All the water touches all the coffee— 
more cups per pound 


WH Plate diffuses the water 

Wi Square basket controls flow . 

@ Server pre-heats to receive drip 
@ Brew kept at serving temperature 


W@ “*Add-a-cup” feature—make more 
before first pot is all served 





* 


~~ = 








$39.95 


Fair Trade Price 
Tax Included 


USE THESE DRAMATIC FEATURES 
TO BUILD A STRONG PROMO- 


TION FOR SALES AND PROFITS 


“DPD hame ine. 


RIVER GROVE, ILLINOIS 
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SWISS MANUALS GUIDE SERVICING OF AUTOMATICS 
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Shown above is the new Swiss guide for watchmakers, which simplifies and speeds up the 
disassembly, assembly and servicing of three types of the newest and most popular auto- 
matic, or self-winding watch movements produced by Ebauches S. A. in Switzerland. They 


are Felsa 690, Eta 1256 and AS 136l. 


watchmaker’s task and therefore make his 
work more profitable.” 

The set of manuals follows a similar 
group issued by the Swiss watch industry 
on chronographs. The sets may be obtained 
through The Watchmakers of Switzerland 
Information Center, 730 Fifth Ave., New 
York, or from materials distributors. 


A handy and concise guide for the 
servicing and repair of automatic, or self- 
winding watches, has devised for 
jewelers and watchmakers by the Swiss 
watch industry. 

Announcement of the manual, which 
has been printed in three loose-leaf bulle- 
tins covering three basic types of Swiss 
automatic movements, was made by The 
Watchmakers of Switzerland Information 
Center in New York. 

Each manual is. printed in a four-page 
spread, and by keeping it at the elbow 
a watchmaker can disassemble, assemble 
and service the self-winding timepieces 
simply by following brief, point-by-point 
instructions. Crisp illustrations, in color, 
aid the watchmaker in spotting, correcting 


been 











or replacing any defects or broken parts. ro 
The chronological information was com- om i 
piled by Ebauches S.A. in Switzerland 


and is based on factory-tested methods of 
assembly. All of the parts numbers listed 
are recognized as official on a world-wide | 
basis. A pictorial dictionary of the parts 
used in each of the three types of move- 
ments helps to identify the units needed | 
in replacement. 

“The manuals were 
of the increasing use of the popular auto- 
matic timepieces,” the Information Center 
announced. “They help to simplify the 





JEWELERS’ BOXES 


Satin Lined 


Set-up and Folding Boxes 
for Flatware, China, Glass 


Fancy Wrapping Paper 
Seals, Stickers 
WRITE FOR CATALOG 


.O- 
o* a, 


conceived because 





Biggest Ad Campaign 
Set for Tosatmaster 


The Toastmaster Products Division, Mc- 
Graw Electric Co., will shortly release the 
biggest advertising campaign on Toast- 
master toasters in the history of the com- 
pany, according to W. E. O’Brien, general 
sales manager. Built around the theme 
“More People Own Toastmaster Toasters 
Than Any Other Kind,” the campaign 
features a few of the unsolicited testimo- 
nial letters which the company receives 
daily from satisfied customers. 


PICTORIAL 


PAPER PACKAGE CORPORATION 
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4 “The Lore of Old Watch Papers” was 
the subjec. of an illustrated lecture de- 
livered by Jean L. Roehrich at the Sep- 
tember 8th meeting of the Horological 
Society of New York. His informative ad- 
dress was well received by the large group 
of members and guests present at the 
meeting. 

qA new buying and merchandising ser- 
vice was formally opened September 8th 
by Miss Edna Stark at 389 Fifth Ave., 
New York. The new enterprise is known 
as the Edna Stark Jewelry Buying Service. 
Miss Stark was formerly associated with 
the Zale Jewelry Co. and Texoma Whole- 
sale Jewelers. 

4 Retiring after many years on the road 
as a sales representative is M. W. “Maury” 
Taylor, popular and well-known traveling 
salesman. He has resigned from the two 
firms whose lines he was carrying—Alsan 
Carved Wedding Ring Co. and Mercury 
Ring Corp.—to accept a managerial po- 
sition with Kaspar & Esh, Inc., New York 
jewelry manufacturers at 126 W. 46th St. 


q Back in this country after a three-month 
trip abroad is Henry Harteveldt, Jr., of 
Henry H. Harteveldt Co., 630 Fifth Ave., 
New York, who returned September 5th. 
While on the continent he spent consider- 





Farber is Guest of Honor 
At UJA Testimonial Dinner 


A record turnout jammed the main ball- 
room of New York’s Hotel Pierre for the 
annual dinner of the Silverware, Metal- 
ware and Allied Trades Division of the 
United Jewish Appeal of Greater New 
York. The affair, a testimonial to Louis 
Farber, of Farber Bros., was held on the 
evening of September 23. 

Mr. Farber, who was honorary chairman 
of the division last year and the year be- 
fore, was hailed for “the great energy and 
zealous efforts on behalf of homeless and 
oppressed Jews across the world which 
have inspired all who know him to give of 
their best for the great cause of the United 
Jewish Appeal. Lou Farber has led our 
division to the greatest triumphs of philan- 
thropic endeavor,” read the statement 
printed on the dinner invitation. “Leader- 
ship such as his is rare indeed and de- 
serves all honor and praise.” 

Guest speaker at the dinner was Pierre 
Van Paasen, distinguished Christian clergy- 
man, traveler and foreign correspondent 
who is the author of a number of best sell- 
ers and is an expert on the Middle East 
and Israel. 

Charles W. Engelhard, Jr., son of the 
late founder of the Engelhard Industries to 
whose memory last year’s UJA dinner was 
dedicated, and G. H. Niemeyer, of Handy 
& Harman, an industry leader, served as 
honorary chairmen of the drive and din- 
ner. Alexander Karsh, of the Key: 
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able time studying Belgium diamond pol- 
ishing techniques and visited Switzerland, 
France, England, Spain and Italy, besides 
the firm’s Antwerp office. This was his 
first trip abroad on behalf of the company 
and its subsidiary, Harvel Watch Co. 

q A large turnout of jewelers and their 
guests is expected at the annual dinner- 
dance of the Executive Board of Retail 
Jewelers Associations of Greater New 
York. The affair will be held this year 
on Sunday evening, November 2nd, at 
New York’s Hotel Astor. 

q Francis Petersen, secretary-treasurer of 
the Maiden Lane Historical Society, an- 
nounced recently that the annual dinner 
of that organization will be held Thurs- 
day evening, October 23rd, at the Beek- 
man Hotel, 575 Park Ave., New York. 
Dinner will be preceded by a cocktail 
hour and will be followed by an enter- 
taining floor show. 

q Members of the Greater New York GIA 
Study Group, and their guests, attended 
the first fall meeting of the organization 
on September 9th at the Hotel Roosevelt, 
New York. Principal speaker at the meet- 
ing was Bert Krashes, GIA instructor, who 
delivered an interesting talk on “Gem- 
stone Inclusions” which he illustrated with 
colored slides. 





stone Silver Co., who was UJA’s “man of 
the year” in 1951, was honorary co-chair- 
man this year, as was Mr. Farber. 





Bridal Ring Principals 
Complete West Coast Tour 

Mr. and Mrs. Fred Barel of the Bridal 
Ring Co., 87 Nassau St., New York, re- 
cently completed a_ three-week tour of 
West Coast cities. 

The purpose of their trip was to find 
out first-hand what Western jewelry re- 
tailers anticipate in the way of selling 
activity this fall and winter. “I am very 
happy to state that their optimism is very 
gratifying,” said Mr. Barel. “They ex- 
pect a bang-up season and are backing 
up their contentions by placing orders far 
in advance.” 

This timely trip also gave Mrs. Celia 
Barel, advertising manager of the firm, an 
opportunity to discuss advertising and 
merchandising aids with these jewelers. 
Mrs. Barel pointed out that an interesting 
program is now being worked out to meet 
the individual: needs of the retailer. 





Wilson's Jewelers Name Two 


Jerome M. Wilson, vice president and 
treasurer of Wilson’s Leading Jewelers, 
Inc., Syracuse, N. Y., announced recently 
the appointment of John K. Lindsay as 
manager of the firm’s expanded appliance 
department, and the addition of Dexter P. 
Grenier to the department’s sales staff. 
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MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 














“ORIENTA” 
CULTURED PEARLS 
of QUALITY 
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65S NASSAU ST “NEW YORK 


ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 38, N. Y. 




















DIAMONDS 


Your mail orders will be filled promptly, 
in the quantity, quality and exact size 
required. We also send diamonds en 
approval. Ask for latest price Iist #19 
from the Diamond Importer. 


| 576 FIFTH AVE. 
. ORIN NEW YORK 36, N. Y. 
ee 


Synthetic & Semi-Precious 


STONES 
Synthetic Ringstones all sizes and shapes 
DiaMONDs—AIl Sizes and Qualities 


JOSEPH BLANK 


COrtlandt 7-3$62 
New York 38, N. Y. 











87 Nassaz St. 
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THE NEW SYNTHETIC GEM 


Lighter in Color 


than ever before 


HENRY 


LAPIDARY, INC. 


> PLAZA 7-4815 
PLAZA 77-4816 


73, WEST 47°™*% St. PHONE 
NEW YORK 19, N. Y. 














REPAIRS and PLATING 
in GOLD and SILVER 


34 Years of Continuous 
Service to the Trade 





from 
Coast 
to 
so Coast 
(Betore) 
(After) 
Highest 
Quality 
Workmanship 








HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 
17 West 45th St. New York 19, W. Y. 


Est. since 1918 
AT THE SAME ADDRESS 
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DIEGES & CLUST HONOR THREE VETERAN EMPLOYEgs 





In recognition of their 25th anniversary 
with the corporation, three employees of 
Dieges & Clust, manufacturers of specialty 
jewelry, were tendered a testimonial din- 
ner August 18th at the New York Ath- 
letic Club. The dinner was attended by 
firm officials, employees, the families of 
the three honored guests and nine veteran 








sea 


employees who have served the firm from 
30 to 45 years. 

Honored at the affair were P. J. Hap. 
sen, general sales manager; Arthur K. 
Hallden, one of the firm’s Pennsylvania 
representatives, and Edwin B. Herbst, 
auditor. All three were presented with 
service pins. 





French Watches and Clocks 
To be Shown in Two Cities 


Leading French watch and clock manu- 
facturers will show their products at two 
separate exhibits to be held in this country 
during October. The French government is 
sponsoring the two displays in order to 
expand dollar export trade. The exhibits 
have been organized by the Chambre Fran- 
caise de VHorlogerie and the Organiza- 
tions Horlogeres Francaises, both located 
at 34 Avenue de Messine, Paris. 

The first showing will be held in New 
York on October 6 to 10 at the French 
Exhibition Hall, 610 Fifth Ave. Chicago 
has been chosen as the site for the second 
showing which will be held on October 15 
to 17 at the Hotel Morrison. A _ similar 
exhibit is also planned for Montreal, 
Canada. on October 27 to 30. 

Further information on the exhibits can 
be obtained from the organizations in Paris 
or from the French Commercial Counselor 


in New York. 


West Visits Diamond Marts, 
Reports on His Findings 


Max West, an associate member of 
Alamac Diamond Importing Co. and Tri- 
Continental Diamond Corp., returned re- 
cently from a business trip abroad where 
he visited Israel, South Africa and England, 
in that order. 

His visit to Israel. after an absence of 
two years, he declared as most enlighten- 
ing. He saw a great improvement in the 
economic development of the country which 
wsa greatly reflected in the diamond in- 
dustry. Today, he noted, the business there 
is so well controlled that all transactions 
are done in terms of dollars, and there is 
no so-called black market in pounds for 
the diamond trade. As a result, business 
in Israel was very firm and prices were 
much stronger than he had anticipated. 











West later visited South Africa and 
found the local market in Johannesburg 
quite strong. During his trip to London, 
he discovered the polished market there 
to be quite strong with asking prices far 
out of line in the hopes of getting some 
reasonable offer. 


Alamo Jewelers at New Site 


After completing an extensive remodel. 
ing, including the installation of new fix 
tures, Alamo Jewelers have moved from 
their former Los Angeles location to a new 
site in Chino, Calif. Owned by Bill Cowan 
and L. D. Cowan, the firm was formerly 
located on South Broadway in Los Angeles. 








TRADE-IN WATCH SALE 
COME BS RUPIAH. . 
REE HAW MICH ORM 1S WERTH IN TRAGH ! 


AT A 
ole $6 





Sensationally New 


TRADE-IN WATCH 





DISPLAY UNIT 
A sales-getting display that is much in 


demand. Beautifully colored with white 
letters on red arrow pointing to watch (or 
watches) set on luxurious background in 
gold frame. Complete unit is 11”’x14”’x3”. 


Edwin { 14 W. 23rd ST 
INC. NEW YORK 10 
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AWARD-WINNING ENTRIES IN 





This prize-winning design submitted by Jesse 
A. Pacheco features a chatelaine which can 
used for the suit or hair, or as a decora- 


eu ’ 
- p hair or flowers in place. 


tive way to kee 


Among the award-winning entries sub- 
mitted by students in the recent Machine 
Chain Manufacturers Association design 
contest were the three accompanying 
sketches. 

Each features a type of pin or brooch, 
and demonstrates a use of machine-made 
chain. Students at the Rhode Island 
School of design, who submitted these 
designs, were advised that mechanical 
perfection from the toolmaker’s point of 
view was not as important as basic crea- 
tive ideas. 

Following through in this attempt to 
awaken the industry’s interest in the work 
students are doing, the Machine Chain 





————— 


Halligan and Henebry Address 
Norfolk-Portsmouth Banquet 


Current problems affecting retail jewel- 
ers were discussed by two guest speakers 
at the 12th annual dinner-meeting of the 
Norfolk and Portsmouth (Virginia) Retatl 
Jewelers Association. The affair was held 
Tuesday evening, September 9, at the Mon- 
ticello Hotel, Norfolk. 

First speaker on the program was Lowell 
F. Halligan, vice president in charge of 
sales of the Hamilton Watch Co., who 
urged the jewelers to weed out suppliers 
who continue to supply unauthorized out- 
lets. He stressed the importance of estab- 
lishing a consumer franchise. This, he 
said, has to be earned through complete 
satisfaction of the consumer. 

If a jeweler can earn a franchise he is 
to his trade, Mr. Halligan stated. He added 
that he was speaking of trade diversifica- 
tion and not trade diversion. 

Trade diversion is one of the things 
which the American National Retail Jewel- 
ers Association is combating at present, ac- 
cording to Leo F. Henebry, president. He 
urged the jewelers to support the national 
association. It is continuing its efforts to 
strengthen the fair trade laws so that states 
which do not have the law cannot cut prices 
in interstate commerce. 

Sam Hardy, president of the local asso- 
ciation, presided and introduced speakers. 
Carl P. Harmon, secretary-treasurer, han- 
dled arrangements for the affair. 
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DESIGN CONTEST 





One of the most unique entries submitted 
was this modernistic harp design open 
brooch with chain "strings" for lapel or 
bag. It was submitted by Ralph J. Bauer. 


Manufacturers Association is_ soliciting 
comments and suggestions from readers 
of this publication, to be forwarded to 
the students. Mail all correspondence to 
the association at Providence 5, R. I. 





A top prize-winner in the design contest 

was this miniature night lock with detach- 

able slide. Submitted by Lloyd P. Shapleigh, 

it makes a smart novelty tie holder or lady's 
pin set. 




















EASTERN STAR JEWELRY 
IN RHINESTONES 


EASTERN STAR rhinestone jewelry at its 
finest . . . gorgeous Austrian machine-cut 
stones of flashing brilliance in all the 
glory of authentic colors. The stones are 
prong set in beautifully finished rhodium 
plated mountings, guaranteed for life. 
Rhodium plated mountings assure the 
utmost in long lasting perfection because 
of its extreme hardness and tarnish proof 
lustre. 

Write for MEMO selection of other crys- 
tal and solid color pieces. 


B. DAVID COMPANY 


Manufacturers of Fine 
Rhinestone Jewelry 


2510 Vine Street Cincinnati 19, Ohio 














Keystone $60.00. 


101 FIFTH AVENUE 








Ne. - 


+82/53—Imported Westminster Chime Mantel 
clock. & day spring wound. Available in mahogany, 
walnut or gold birch in 4 different styles, all at the 
same price. Hand wrought raised gold numerals 
on ivory metal background. Made expressly to 
fit small mantels and TV sets. Size 1414” x 8”. 


SOLE U.S.A. AGENTS FOR ALL JUNGHANS PRODUCTS 
SEND FOR NEW CATALOG & PRICE LIST 


Visit Our New Showroom at Our New Address 


HENRY COEHLER CO., Inc. 


NEW YORK 3, N. Y. 


1524 MERCHANDISE MART, CHICAGO, ILL. 
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| 6 for $40. 









DEMI TASSE 
6 for $3750 


& RELISH 
& SPOON 
2. $6.50 


‘ 


DEMITASSE 
6 for $37.50 





Twisted sterling — silver 
crowned with color... 
your choice of nine semi- 
precious stones. Also 
iced coffee or iced tea 
All prices spoons: 6 for $42.50; mar- 
Keystone tini mixer: $15 each. 


THELMA CLAIRE BRILL 
679 Lexington Ave. New York 22, N. Y. 
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NAOMI : 


ADJUSTABLE CLASP 
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Specify number 100. 


Available from | to 6 


strands. 
Price $6.00 per dozen. 


Availoble through your 


material house only. 


NAOMI 


ISLAND PARK, N. Y. 
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HISTORIC SILVER CUP GOES BACK TO 


SPODE POTTERY 





ABOVE LEFT: Sidney E. Thompson (center), president of Copsland & Thompson, Ine. 
aboard the Queen Mary just before he sailed for England, shows the 150-year-old silver cup 
to his son, George E. Thompson (left), vice president of the firm, and Robert G. Inman, 


advertising manager. 


ABOVE RIGHT: A close-up of the fine old Georgian silver cup 


which stands 12" high. 


A fine old Georgian silver cup, origi- 
nally presented in 1803 to Josiah Spode 
II and “lost” for many years, has just 
been returned to the head of the famous 
old English pottery which makes Spode 


dinnerware, as a gift from Sidney E. 
Thompson, president of Copeland & 
Thompson, Inc., American importers of 


Spode. Mr. Thompson acquired the his- 
toric cup in 1939 through a New York 
jewelry store which had come across it by 
chance. His presentation of the cup was 
an important part of the ceremonies at 
a dinner given September 29 in Town 
Hall, Stoke-on-Trent, by W. T. Copeland 
& Sons, Ltd., makers of Spode, in honor 
of the company chairman, R. Ronald J. 
Copeland, C.B.E., D.L., J.P., who is ob- 
serving the fiftieth anniversary of his join- 
ing the company. Mr. Thompson has been 
associated with Spode for nearly the same 
length of time, first with the Canadian 
sales company and later established in 
his own firm with headquarters in New 
York. 

The cup, which was made by John 
Emes, is 12 in. tall and is inscribed: “A 
tribute of respect from the Pottery Troop 
of Staffordshire Yeomanry Cavalry to 
their late Captain Josiah Spode, Esq., 
October, 1803.” On the reverse, as seen 
in the accompanying photograph, is the 
Spode coat-of-arms. Incidentally, the 
term “late” refers to Spode’s captaincy, 
not to his life, since he died in 1827. He 
had been chosen in 1798 to head the 
“pottery troop,” formed as a measure of 
neighborhood defense during a period of 
political feuding. 

At that same time, the first Copeland 
was associated in business with the first 
Josiah Spode. William Copeland, a Lon- 
don banker and tea merchant, opened a 
salesroom in the city and the two names 
have been linked ever since. The Cope- 
lands bought out the Spode interests in 
1833, and the present chairman, Ronald 
Copeland, represents the fourth genera- 
tion in the pottery. 
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Wins Second Prize in Contes} 


Little “Ginger” LeMay, daughter of 
Louis LeMay of LeMay Brothers, jewelers 
of Manchester, N. H., won second prize 
in a contest among 150 children at the 
York Beach Tercentenary celebration, 
York Beach, Maine, late in August. 
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MANUFACTURING OF 14K 


EAR WIRES 


in YELLOW AND WHITE GOLD 
Avallable in 6 different styles 
ALSO 
ANTIQUE 
EARRING 
REPRODUCTIONS 
and 
RELIGIOUS 
ITEMS 


Send for free catalogue 


M. MOROCH 


17 ELDRIDGE STREET ° N. Y. 2, N. Y. 
WaAlker 5-4638 
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Allied's Recent Dallas Show 
Termed ‘Most Successful Ever" 


“The most successful show ever” was 
the phrase used by Allied Exhibitors, spon- 
sors of the Allied Gift & Jewelry Show, 
to describe their recent four-day event at 
the Hotel Adolphus in Dallas, Texas. The 
show, held August 31 to September 4, 
Jrew an attendance of 6500, according to 


its sponsors. 


Head table guests at the banquet held by 
the New Mexico Retail Jewelers Associa- 
tion during its annual convention at the 
Hotel Adolphus, Dallas, were left to right: 
Adair Gossett, association president; Mrs. 
Gossett; Wm. F. Sebel of the W. F. Sebel 











“Cated Ext 

Style #1869 
Don’t settle for less than the best. 
According to our customers, Alice 
offers the finest quality, styling 
and finish of any tailored earrings 


in the price range. 


$1.00 


Thru the wholesaler 
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Held in conjunction with the Allied 
show was the second out-of-state conven- 
tion of the New Mexico Retail Jewelers 
Association. A cocktail party and banquet 
was held in the association’s honor in the 
Danish Room of the hotel. Guest speaker 
at the evening banquet was Wm F. Sebel 
of the W. F. Sebel Co., Los Angeles, Calif., 
who delivered a timely and interesting ad- 
dress on “Business Today and the Future.” 

Over 900 persons attended the buyers 





Co., Los Angeles, who was guest speaker of 
the evening; Andy Sutter, past president of 
the New Mexico RJA; Mrs. Sutter, and Arch 
Lyles of Lyles-Van-De Grazier Co., Dallas. 
The association held its out-of-state conven- 
tion in conjunction with the Allied event. 


party held in the hotel’s main ballroom 
on Monday evening, September 1. Max 
Clampitt, president of the Dallas Manu- 
facturers and Wholesalers Association, ex- 
tended a welcome to visiting buyers in 
a brief talk delivered at the party. 

Social highlight of the four-day event 
was the dinner-dance and ice show held 
on Tuesday evening, September 2, in the 
hotel’s Century Room. A capacity crowd 
of exhibitors and buyers attended and 
thoroughly enjoyed the evening’s festivities. 

Allied’s 1953 spring show will be held 
the week of February 15 according to 
H. W. Johnson, president of Allied Ex- 
hibitors, Inc. 


Zippo Mfg. Co. Appoints 
Galey Asst. Sales Mgr. 


Robert M. Galey has been appointed to 
the newly-created post of assistant sales 
manager of the Zippo Mfg. Co. of Brad- 
ford, Pa., makers of windproof pocket and 
table lighters, according to a recent an- 
nouncement by George G. Blaisdell, presi- 
dent of the firm. 

Galey will assume his new position with 
Zippo, which was created as a result of 
expanding sales, immediately. He was for- 
merly a regional sales manager and has 


| been identified with the company since 


1945. 

Donald Digel, who joined Zippo last 
June, will replace Galey as a regional 
sales manager and will supervise and co- 
ordinate work of district managers in a 
15 midwest state sales territory. 
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their superb styling 
will 


build your 


Christmas sales 


Your customers will prefer Ora 
Originals because these exquisite 
pieces are the fulfillment of 3 
decades of style tradition. Oreste 
Agnini & Ralph Singer have won 
enviable reputations as creative 
designers and master craftsmen 
of fine jewelry. Their success 
since 1920 in styling jewelry for 
those who seek “better-than-ordi- 
nary pieces...with genuine 
rhodium or gold plating...will 
make your costume jewelry sec- 
tion much more profitable this 
Christmas. 




















7573 $30.00 PER DOZ. 


Send for SAMPLES of Ora Originals 


Here's your chance to review this fine 
line. Samples available of earrings, 
pins, bracelets, necklaces and matched 
sets. For sample assortment, WRITE TO: 


AGNINI & SINGER 
Dept. J-1, 656 N. Western Ave. 
Chicago 12, Illinois 
9« ) ) ee 
32 years of style leadership 
SHOWROOMS 
366 Fifth Ave., New York 1, N.Y. 

36 S. State St., Chicago 3, HI. 

Stones in 11 jewel colors. Prices $12 to $144 per doz. 
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QUALITY EMBLEMS 


by Gran 





Eastern 








Distinctive diamond set Buttons and Pins 
designed for your most discriminating 
clientele, with selected top quality stones 
of high brilliancy available in platinum, 
paladium, white, or yellow gold. 

Emblems enameled in authentic colors, avail- 


able in 10K and 14K white and yellow gold and 


paladium— Other combinations on special order. 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 

















‘SOME INTERESTING CHARMS 


From Our Large Assortment 





BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. 1/2 Size 


From 3.00 Keystone in {4K. Also made in 
Sterling Rhodium finished and 1!/20th 12K. 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 


Mfr's of 14K, Gold-Filled & Sterling Silver 
Cherms, Bracelets, Earrings, Tie Slides, Cuff Links 


| __~ 198 Broadway 
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Obituaries 





HyMAn ABRAMS, 77, founder and presi- 
dent of the Scranton Jewelry Co., Scran- 
ton, Pa., died August 17th at the State 
Hospital following a long illness. A na- 
tive of Poland, Mr. Abrams lived in 
Scranton 50 years and was active in civic 
and religious movements in that city. Sur- 
viving are his widow, a son, five daughters 
and a brother. 

FRANK X. ENGLER, 58, jeweler of East 
Mauch Chunk, Pa., died August 23rd at 
Sacred Heart Hospital in Allentown. He 
is survived by two brothers and a sister. 

ALEXANDER Ko.Lker, 47, president of 
the wholesale diamond firm bearing his 
name at 580 Fifth Ave., New York, died 
suddenly on August 7th. A native of New 
York City, he was the son of the late 
Samuel Kolker, who founded the diamond 
business of Zin & Kolker early in the 
20th century. He was for many years as- 
sociated with his brother, Murray, presi- 
dent of the Zin & Kolker Corp., diamond 
dealers at 99 Canal St., New York. After 
his discharge from the Army in 1942, 
Mr. Kolker went into business for himself. 
As a result of his extensive travels, he 
was well known by jewelers in the South 
and Southwest and in the cities of Rich- 
mond, Washington and Pittsburgh. In 
addition to his hrother. Murray, he is 
survived by his widow, his mother, two 
other brothers and a sister. 

Evcene Rosst, 53, chairman of the 
board of Graff, Washbourne & Dunn, sil- 
versmiths of New York and Englewood, 
N. J.. and president of the Lenox Silver 
Co. of Hackensack, N. J., died unexpectedly 
September 17th at his home in Englewood. 
His widow. two sons. a daughter and a 
srand-daughter survive. 

S. CuHaries Stewart, 46. traveling sales 
representative. for the Flex-Let Corp., died 
September 6th at the Buffalo General Hos- 
pital. Widely known among retailers in 
the East, Mr. Stewart for the past several 
years covered the State of New York and 
part of New Jersey for the firm. He is 
survived by his widow and a son. 

Ratpu E. Tuowpson, 64, president of 
the William L. Gilbert Clock Corp. of 
Winsted, Conn., died September 14th in 
Chatham, Mass. He was chairman of the 
board of the Reed-Prentice Corp. in 
Worcester and Scott & Williams, Inc., of 
Laconia, N. H., and was former vice- 
president, director and general manager 
of the Gillette Safety Razor Co. Surviv- 
ors include his widow, two sons and a 
daughter. 

ALBERT WINSTEN, 86, partner in the 
jewelry firm of Andrews & Winsten, Inc., 
542 Fifth Ave., New York, died August 
30th at the home of a sister-in-law in New 
Rochelle, N. Y. Mr. Winsten began his 
career with Tiffany & Co. and also was 
emploved by Marcus & Co. before he 
founded his own firm with Edwin An- 
drews. His partner was slain in the store 
thirty vears ago during a robbery and the 











murder was never solved. But Mr 
Winsten never dropped his friend’s name 
from their joint enterprise. Surviving are 
his widow, two sons and two grandchil. 
dren. 


Miss C. M. Hoke, 65, Dies; 
Authority on Precious Metals 


Miss Calm Morrison Hoke, a leading 
authority on the refining of precious metals 
died July 13th at her home in Palisade 
N. J., where she had resided the past 39 
years. She was 65 years old. 

Born in Chicago, Ill., Miss Hoke was 4 
sraduate chemist (Columbia University and 
University of Chicago) and for two years 
taught chemistry at Columbia. She was the 
author of several books and a great num. 
ber of articles on precious metal technology 
which appeared in trade publications, 
Among her books, which are still being 
circulated in all parts of the world, are 
“Testing Precious Metals’ and also “Re. 
fining Precious Wastes.” She also collabor. 
ated with other trade authorities in com- 
piling and assembling material for “The 
Jewelers Dictionary.” published by Tue 
JEWELERS’ CIRCULAR-KEYSTONE. 

Miss Hoke owned and operated the Jewel- 
ers Technical Advice Co. of New York 
City until approximately one year ago when 
ill health forced her retirement. Her work 
as a consulting chemist with the firm con- 
sisted primarily of aiding jewelers in melt- 
ing, refining, alloying and working precious 
metals. Together with her father, the late 
Sam Hoke, founder of the company, she 
patented the Hoke-Jewel and Hoke-Phoenix 
oxy-gas torches for melting platinum, sold- 
ering jewelry, welding and brazing, ete. 

From 1926 to 1934 Miss Hoke served as 
vice president and consulting chemist with 
Hoke, Inc., a firm also founded by her 
father, which manufactured oxygen torches, 
valves and regulators for the control of 
compressed gases, and the like. 

Although better known by her maiden 
name in jewelry trade circles, she had been 
married for the past 25 years. She is sut- 
vived by her hushand, Thomas R. McDear- 


man, a civil encineer. 
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A DIAMOND DEALER established for several 
years on 5th Avenue, New York City, fs openin 
a branch office in the business center of Miami, 
Florida. He can act either as an Agent or 
as a Distributor for a reputable Watch and 
Silver Flatware firm. Excellent bank references 
available. 


Box ‘‘A., 759,"’ ¢/o Jewelers’ Circular- Keystone 
100 E. 42nd St. New York 17, N. Y. 
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LEATHER CLOCK CASES | =!1J—Sheepskin case—Blact. 


Dark Brown, Dark Blue, Red, 
Tan, Green. ... Keystone $7.0 
+22) Genuine Morocco Leather 
case—Wine, Red, Black, Blue, 
Brown, Green. Kevstone $11.0 
#35J—Genuine Ferase Leather 
with gold tooled border. Brown, 
Tan, Rose, Green and Light 

eee Keystone $13.00 
234” and 25” for Swiss and 
Waltham. Immediate Delivery. 
ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 2 
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AGS OPENS NEW FORM OF MEMBERSHIP 





Committee of the 
August 
13th at New York’s Waldorf Astoria Hotel 


The International 
American Gem Society met on 
to discuss Society activities for the rest 
of the year. 

A major decision of that meeting was 
the establishment of a new form of mem- 
bership in the Society. Membership will 
now be open to firms who are interested 
in furthering the Society’s activities and 
purposes but who do not necessarily de- 
sire to acquire the titles of Registered 
Jeweler and Certified Gemologist. 

Beginning at the far left front and 
reading clockwise. those attending were: 





N. J.; Herbert E. Reid (Henry C. Reid 
& Son), Bridgeport, Conn.; Oscar Kind, 
Jr. (S. Kind & Sons), Philadelphia, Pa.; 
Harry R. Gerber (Bramley & Co., Inc.), 
White Plains, N. Y.: Kenneth I. Van 
Cott (Van Cott Jeweler), Binghamton, 
N. Y.; AGS President Kenneth G. Map- 
pin (Mappin’s Ltd.), Montreal, Quebec; 
Alfred L. Woodill (AGS executive direc- 
tor), Los Angeles, Calif.; John S. Ken- 
nard (Kennard & Co., Inc.), Boston, 
Mass.; George J. Sloan (Sloan’s), Tulsa, 
Okla.; William Preston (F. J. Preston & 
Son, Inc.), Burlington, Vt.; Rufus Jar- 
men: Lester W. Moon (Moon Jewelry 





Milton Gravender (Lazare Kaplan & Co.). Tallahassee, Fla.; Arthur W. Muller 
Sons), Minneapolis, Minn.: Henry A. (J. R. Wood & Sons. Inc.), New York, 
Stevenson (Bickson, Inc.), New York: and Maurice Adelsheim, Jr. (S. Jacobs 
Stanley Church (Church & Co.), Newark, Co.), Minneapolis, Minn. 

Electric Housewares Group 9 trical Manufacturers Association. 


Distribute Dealers’ Sales Kit 


The Fall-Chrismas phase of the continu- 
ing Electric Honsewares Industry Gift 
Campaign will begin officially early in 
October with the distributicn of an indus- 
try prepared retail tie-in kit, according 
to a recent announcement by the Electric 
Housewares Section of the National Elec- 








Quality 


RHINESTONE 
JEWELRY 


Direct to You from 
the Manufacturer at 


most favorable prices 
Free Illustrated Catalog 


Fantary of Jewels 


Made by 


ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, Dept. A, New York 38,N.Y. 











Importers of 


CHATONS — MARCASITES 
AND FANCY STONES 


K. GINSBURG, INC. 
570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 
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The kit will consist of an attractive 
six-page promotional sales planner illus- 
trating specific suggestions for dealer tie- 
ins; two attractive three-color 6” x 22” 
streamers and a three-color 16” x 22” poster 
reflecting the basic vear ‘round theme, 
“Give Electric Housewares—First Choice 
For Every Gift Occasion.” Distribution will 
be made through local area committees 
and electric leagues who in turn will chan- 
nel the kits through distributors to dealers. 

The highlight of the sales planner, di- 
rected toward helping the retailer attain 
maximum Christmas gift sales, is the “Co- 
ordinated Plan of Action Theme—October 
Plan. November Promote, December Profit.” 
\ check list for carrying out the plan is 
incorporated in the sales planner along with 
definite ideas and aids with which the local 
merchant can work. 

Suggestions for displays. both interior 
and window, are given in lavout form with 
specific selling points listed under “Turn 
Interest Into Sales” with “Selling Signs.” 

Ideas or special events which will attract 
customers into the store as well as stimu- 
late their interest in electric housewares 
while they are there, is another feature of 
the sales planner. With all such sugges- 
tions, the aim has been to keep the cost 
at a minimum while providing maximum 
results. 

Gift wrapping is again suggested and 
cift certificates which may be printed lo- 
cally or obtained from The Electric House- 
wares Section, National Electrical Manu- 
facturers Assn., 155 East 44th St., New 
York 17, N. Y., at $10.00 per hundred 


are stressed. 




















THE GREATEST 
SALES FORCE 


DULANE 


Fryryte 


THE ORIGINAL AUTOMATIC 
ELECTRIC DEEP FRYER 















DELUXE 
MODEL F- 
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Capacity Up to 6 Ibs. 
Shortening 


“How did you choose a Dulane 
Fryryte?’’ ‘‘My neighbor raved 
about its convenience, its speed, 
its economy. And when I sampled 
the flavor of the food it cooks—I 
said, ‘Fryryte for me!’”’ 


You’ve heard that often. But why 
wait to hear it? What if she didn’t 
have a Fryryte neighbor? Tell her 
the Fryryte story yourselfinaggres- 
sive promotion and consistent ad- 
vertising. You'll cash in. 


ulane INC. 


RIVER GROVE, ILLINOIS 





WHEN You 
ADVERTISE 
FRYRYTE 
HOUSEWIVES 


BUY FROM You. 
ANV SELL 
FOR you / 
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PRESENT! 


She Hiding Heart 
IT’S NEW « IT’S LOVELY 


IT’S PRACTICAL 


No visible connection between chain and heart 





Sterling Silver Rhodium Finish — Hand Set 
“Exclusive for fine retail jewelers’ 


gun 2 up 


PRovipence 


204 WESTMINSTER ST. RHODE ISLAND. 









Ask your wholesaler for 
Fisher's new sport 
charm catalog, — 
charms, medals, and 
sporting jewelry. 


J.M. FISHER CO., Attleboro, Mass. 




















FINE STERLING 
HOLLOWWARE 


ond 
—¥ AUTHENTIC ANTIQUE 
am REPRODUCTIONS 


72 K STREET 
BOSTON, MASS. 








Sold omy direet te Retaliers 


WFLIC MEG, CO., ATTLEBORO, MASS. 








For Your Requirements in 
Seth Thomas, Telechron, 


Westclox, Sessions, Sentinel 
write 


§. A. Siloer Co 


NEW HAVEN 11, CONN. 














NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. Co. 


SEYMOUR, CONN. 
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q Officers and director of the Boston 
Jewelers Club met on September 8, and 
completed arrangements for the Club’s an- 
nual meeting and beefsteak dinner, to 
be held at the Hotel Statler, Boston, on 
November 14. 

q A few days later, on September 11, the 
officers and directors of the Diamond Pea- 
cock Club met at the Parker House, and 
discussed plans for the annual dinner and 
election of officers, usually held on the 
last Friday in October. However, since 
that day falls on Hallowe’en this year, it 
was decided to hold the meeting on Fri- 
day, October 24. 

q George D. Robertson, president and 
treasurer of the Moulton Jewelry Co., 
Worcester, Mass., was honored with a 33rd 
degree in the Masonic Order at ceremonies 
in New York City on September 25. Mr. 
Robertson is a member of 14 fraternal 
orders of the Masons in Worcester, Boston, 
and Springfield, and has held many offices 
He is a member of the 


in the order. 


GEORGE D. 
ROBERTSON 


Honored With 
33rd Degree 
in Masonic 

Order 





educational committee of the Grand Lodge 
of Massachusetts and a permanent member 
of the same lodge. He has served as city 
councilor in the city of Worcester, a 
director of the Worcester Chamber of Com- 
merce, and is president of the Worcester 
Kiwanis Club. He is also a trustee of 
the Worcester Municipal Auditorium, and 
a chairman of the Worcester Mercantile 
Bureau. 

q Ten member teams of the Boston 
Jewelers Bowling League opened the 
1952-1953 season with a bit of hard roll- 
ing at the Boylston Bowladrome on Tues- 
September 9. Teams participating 
this season, together with their respective 
captains, are as follows: No. 1, Shreve, 
Crump & Low Co.; Earl Savoy. No. 2, 
I. Alberts’ Sons. Inc.; Melvin A. Shore. 
No. 3, Thomas Long Co.; Joseph Ball. 
No. 4, D. C. Percival & Co., Inc.; Harry 
Sederquist. No. 5, E. H. Saxton Co.; B. 
E. Jackson. No. 6, Smith-Patterson Co.; 
E. A. Gay. No. 7, Bigelow-Kennard Co.; 
Leo Graham, Jr. No. 8, Mahar & Engs- 
trom Co.; Henry McGrath. No. 9, A. Sto- 
well & Ca: Martin Walsh. No. 10, Frank 
A. Goudecan: Phillip Barber. The fall 
season will continue until Tuesday, De- 
cember 2, resuming after the Christmas 
vacation season on Tuesday, January 6, 


day, 


NEW ENGLAND 























and continue through Tuesday, April 14 
Just how the standing will be then re. 
mains to be seen. 

q The New England Guild of the Amer. 
ican Gem Society, which was to haye 
opened its season on Wednesday, Septem. 
ber 10, was obliged to cancel this meeting 
due to new evening schedules of Boston 
department stores and specialty shops 
which now remain open Wednesday eyep. 
ings, as well as Monday nights. This wil] 
necessitate changing the meeting night to 
some other day of the week, and an Oc. 
tober meeting has been scheduled to work 
out such plans. No date has been set 


abd vet. 
q Walter Kersey, of Kersey’s Jewelry 
Store, Rumford, Maine, recently was jn. 


stalled as exalted ruler of the Elks Lodge 
in that city. 

q Norman N. Robert, of Worcester, Mass,, 
formerly associated as a watchmaker with 
F. Russell Gaudette, jeweler of Leominster, 
Mass., recently opened a store of his own 
at 214-A Lincoln St., Worcester. 

q Charles Warren, formerly a watchmaker 
and associated with the Albert E. Alie 
jewelry store in Dover, N. H., has opened 
a store of his own in quarters formerly 
occupied by C. A. Bates in Damariscotta, 
Maine. The new store will be operated 
as the Warren Jewelry Co. 

q R. L. Gowell, of North Abington, Mass., 
recently installed air-conditioning units in 
his store. 

q Russell Bedford, watchmaker, formerly 
with D. C. Percival & Co., Jewelers Build: 
ing, has set up his own business in Room 
402, Jewelers Building, quarters also oc: 
cupied by Sherburne E. Miller. 

q Vincent Daily, formerly with the firm 
of Edmund W. Kirby, 304 Jewelers Build- 
ing, left there on September 1 to join the 
Passionist Order at St. Paul’s Monastery, 
Pittsburgh, Pa. Dick Moore, of the same 
firm, recently joined the Furnace Brook 
Golf Club, Wollaston, Mass. 

4 Arthur S. Kelley, treasurer of the Norling 
& Bloom Co., 809 Washington Building, 
is back from a successful fishing trip at 
the Tim Pond camps, in Maine. As usual, 
he said, “the biggest one got away.” 

q Attendants at the Maine Retail Jewelers 
Association convention at the Hotel Samo- 
set, Rockland, Maine, August 24 and 25, 
reported a rather small but most enthusi- 
astic turnout. Samuel Zickerman, of the 
Gruen Watch Co., spoke on dealer rela- 
tions at the business meeting. There was 
an outdoor clambake which was “out of 
this world.” and there were door prizes 
for everyone. Miss Katherine A. Murphy, 
of the K. A. Murphy Co., 509 Jewelers 
Building, said she won her first prize in 
30 vears’ attendance at such meetings— 
16 crochet needles. “I’ve had a $100 worth 
of fun with them,” she reports. 

4 “Nat” Goodman, of the firm of N. I. 
Goodman, Inc., 1006-7 Jewelers Bldg., and 
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4 member of the Ring Committee of the 
National Wholesale Jewelers Association, 
said that because of the added publicity 
given to stone rings, sales had shown an 
increase of 33 per cent over those of last 
ear. Mrs. Goodman was scheduled to be 
a delegate at a convention of the Foresters 
Companions, Brookline Circle. 

4 William Shreve, of Shreve, Crump & 
Low Co., Boston, was elected a regional 
vice-president of the American National 
Retail Jewelers Association, succeeding 
Robert Abbott, of Wood-Abbott Co., 
Lowell, Mass. 

¢ Landry Jewelers, of Woonsocket, Mass., 
which recently changed its name, also has 
remodeled the entire store front at its 
new quarters, 249 Main St., a few doors 
from its old location at 255 Main. 

4 Reese Alberts, son of Harold Alberts 
of I. Alberts’ Sons, 8th floor, Jewelers 
Building, who was married recently, will 
make his home in Syracuse, N. Y., where 
he is manager of an Alberts’ branch store. 
4 Two new faces are seen in the book- 
keeping department of the firm of Louis 
F. Guiness, Inc., 711 Jewelers Building. 
Miss Ruth Smith has replaced Mrs. Char- 
lotte Greenburg as bookkeeper, and Miss 
Selma Gordon is her assistant. Edwin 
Guiness is back from Canada where he 
spent a vacation, along with his family. 
Sherman Shatz, of the same firm, recently 
returned from a vacation in New York 
State. 

q Ted Menard, watchmaker of Whitman, 
Mass., recently completed a course at the 
North Bennet Street School, Boston, and 
has added engraving, diamond setting, and 
jewelry repairing to his talents. 
q Seth Greene, son of Frank Greene, 610 
Jewelers Building, joined the U. S. Air 
Force on August 25, and is stationed at 
Sampson Air Force Base, Geneva, N. Y., 
and has been assigned as a member of 
the same squad in which his older brother, 
Sergeant Henry Greene, is Flight Chief. 
4 Howard Delano, of Cinderella Jewelers, 
Hyannis, Mass., recently purchased a cabin 
cruiser, has joined the Hyannis Yacht 
Club, and plans to go in for sports fishing. 
“Jim” Bridges, of Smith & Zaff, 309 Jewel- 
ers Building, is a new member of the 
same club. 


4 Continuing a program of expansion 











ANTIQUES WANTED 


Antiques— 
Antique Reproductions 


Silverware—Gold and plated jewelry—old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
Precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our offer. 


References: Whitney National Bank, Morgan 
Branch, New Orleans, La.: National Jewelers 
Board of Trade; Dun and Bradstreet. 


ANTIN'S 


114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 
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which 
4J. to 410 in the Jewelers Building, the 
Mahar & Engstrom Co. took over Rooms 
411 and 412 on October 1, and plan to 
install the bookkeeping department there, 
with tater alierations and enlargement of 
their sales room. Miss Gloria Gibbs, who 
leit the firm a couple of months ago to 
go to the wide open spaces of Texas, 
found it “too hot” there, and has returned 
to a warm welcome on the staff. 

q Tom Hodgson, shipper for Kennard & 
Co. ior the last 10 years, and before that 
for Smith-Patterson Co., retired recently 
to live with his daughter in Waverly, Mass. 


q Miss Ethel Tuttle of the wholesale de- 
partment of the Thomas Long Co., retired 
recently after many years’ service, and 
was given a party by members of the 
department, along with various gifts. 
Members of the store’s Employees Asso- 
ciation are planning a fall party at the 
Hotel Touraine. 


q Joseph Fahey, store manager at the 
Smith-Patterson Co. for several years, re- 
cently succeeded Frank Libbey as general 
manager of that firm. Mr. Libbey, who 
had been with the store for 28 years, 
severed his connections there, and his 
future plans remain uncertain at this time. 
William Durie, of the store’s silverware 
department, is now a buyer of leather 
soods. 

q Mrs. June Reilly is back again with 
Smith & Zaff, 309 Jewelers Building, for 
a few weeks, replacing Miss Roberta 
Cohen, who has left. 

q Edward Beaulieu, of the George T. 
Springer Co., Inc., Portland, Maine, re- 
turned recently from a trip to Canada 
with Mrs. Beaulieu. 

q Don’s Jewelry Shop, operated by Donald 
S. Hibbert, moved recently from 43 Free 
St. to 648 Congress St., Portland, Maine. 
q Mr. and Mrs. Roger Dumont, and chil- 
dren Russell and Janet, are back at their 
Brockton, Mass., store following a three 
weeks’ vacation trip to the South. 

q Sanger & Co., 509-11 Washington Build- 
ing, have taken over part of Room 512, 
and are busy enlarging their quarters. 
Harold A. Small, engraver, still occupies 
the remainder of Room 512. Eugene 
Sanger is back on the job following a 
Philadelphia vacation with his daughter 
and grandchildren. 

q Emphasizing Mr. Epstein’s hobby, 
sketches of antique automobiles have re- 
placed the submarine motifs in the port 
holes back of the counter in the Jorge 
Epstein store, 412-416 Washington Building. 
q Harold Parritz, son of Reuben Parritz, 
of Harry Parritz & Bro., 315-16 Washing- 
ton Building, has been named assistant 
manager of the store. 

q “Bert” Stranger, Jr., of the Herbert W. 
Stranger Co., 305-306 Washington Build- 
ing. made his first appearance this year 
at the ANRJA convention in New York 
City. 

q Henry Desjardins, of Beverly and Salem, 
Mass., and president of the Beverly Rotary 
Club, became a proud member of the 
“hole-in-one club” at the United Shoe 
Machinery Golf Course, West Beverly, on 
August 31. 


has already encompassed Rooms | 
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HERBERT W. 
STRANGER CO. 


387 WASHINGTON ST., BOSTON 
* 
We Specialize In 


WATCH BANDS 


peiddl GEMEX 
KESTENMADE Jovetiuee, 


4" to 6" Lengths in Stock 
* 


RONSON AND ZIPPO LIGHTERS 


VAN DELL, HAYWARD, SIMMONS 
STURDY JEWELRY * ELCO IDENTS 
HYDE PARK WATCHES 


SEMCA-PHINNEY WALKER CLOCKS 
CATAMORE, HAYWARD ROSARIES 
MARVELLA PEARLS 
BDA RINGS 
REMINGTON SHAVERS @ ROLLS RAZORS 
U. S. TIME PRODUCTS 
SNOW WHITE — CINDERELLA 
HOPALONG CASSIDY WATCHES 


A Satisfied Customer Is Our Best Ad. 
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_ pull in EXTRA XMAS SALES NOW 


EYE-CATCHING 


™ 5. 
= —_—_ 
ring 


COLOR 


LAY-A-WAY 
PRICE 
ited ag 


"Ay 


400 


ORDER # 52K 
actual size 


$ 
9 


300 cor $490 


Cdwin raced: 
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BACKGROUND 
for EASY 
IMPRINTING 














JEWELERS PRINTED SUPPLY HOUSE 


Jobbing Envelopes, Repair Checks—String Tags 

Metal Scratch and lluloid Tags — Wrap 

Papers—Stock ee “plies: and Sales 
0° 


Complete Printed Supplies for the Trade 
Diamond Guarantees Credit Forms 
DAUER PRINTING CO. 














Diamonds direct from Antwerp 


Your country buys yearly 35.000.000 dollars 
of diamonds from Antwerp. It is a fair bet 
the diamonds you handle, loose or mounted, are 
amongst them. The point is: do you buy them 
first hand from Antwerp or through costly 
detours. The answer to this question makes 
the difference in your profit. 


If you are already dealing with Antwerp 
and have a reliable supplier here, you are in 
the know. If not, contact me and save at least 
20%, yes 20% through Antwerp wholesale 
prices. Diamonds direct from Antwerp will 
double your margin of profit. 


For full information write airmail please. 
(Diamond dealers and jewelers only.) 


JOACHIM GOLDENSTEIN 
DIAMONDCLUB-ANTWERP-BELGIUM 
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FOR TWO 


ELECTRIC EYE-CATCHER 





An excellent holiday display that can be 
used now and all year ‘round, too! Holly 
is removable. 24” high, 17” wide, bright 
red signs with white lettering. 512” lan- 
tern has bulb that flashes on and off 
constantly. 


Ed bd + { 14 W. 23rd ST. 
INC. NEW YORK 10 











WRITE FOR 
Our New 
COMPLETE CATALOG. 


Materials, Tools, Watch 


Cases and Dials, Watch 
Attachments, Jewelry 


TILMORE WATCHES 





CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


- Wholesale Jewelers ” 


134 So. 8th St. Phila. 7, Pa. 














era WATCHMAKING 
REPAIRING - ENGRAVING 
Day or Evening 
PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept. "'K" IIl'd Catalog 





Eve. School 





Baldwin 9-1376 Est. 1894 
| toe 8 Arthur T. Johnson, Principal 











KNOW YOUR VIBRATOR Aman 


@ Thousands of Jewel- 
ers use our Vibrating 
Service because of its 
Economy, Speed and De- 


_ pendability. Mail Direct 


Same Day Service 


HAIRSPRING VIBRATING CO. fo6's204 $1, Union city, N.4 











THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Gold-Fliled Crowns 
Sold yee Jobbers & Mfrs. 
560 ELDRIDGE STRE NEW YORK 2, N. Y. 


226 











q The 


Association 


Retail 
Philadelphia and Eastern Pennsylvania an- 
nounced recently the names of committee 
chairmen for the 13th annual dinner-dance 
to be held at the Bellevue Stratford Hotel 
on November 18. The committees and the 
members who will head them are as fol- 


Jewelers 


lows: General chairman, Philip Kind of 
S. Kind & Sons; Entertainment Commit- 
tee, Ralph Huberman of MHuberman’s, 
Inc.; Door Prize Committee, A. Lester 
Sauter of Fred Sauter; Publicity Commit- 
tee, Myer B. Barr of Barr’s Jewelers & 
Silversmiths; Ticket Committee, Stanley 
M. Lefkoe of Lefkoe-Morton Co. 

q Chester R. Snyder of the Robert J. 
Snyder store at 12 E. Main St., Norristown, 
Pa., has moved his office to the second floor 
of this modern store. He also remodeled the 
rear of the store by removing partitions be- 
tween the gift department and the main 
store, thus making a really deluxe gift de- 
partment. 

q J. E. Caldwell & Co. instituted Wednes- 
day evening openings on September 3. The 
noon ’til nine hours had been adopted for 
Wednesdays several years ago by mer- 
chants surrounding the Caldwell store but 
the firm retained the hours which had been 
their practice for a generation. A store 
spokesman pointed out that the change is 
experimental and that Caldwell executives 
stand ready to return to their traditional 
hours next season if this seems advisable. 
q Miss Caroline Hilger of the House of 
Milner, Inc., 728 Sansom St., will be mar- 
ried October 25 to Raymond Bisselle of 
this city. 

q Edward M. Burns has retained the name 
“Mitchell’s Diamond Store” for the shop 
at 11 S. 8th St. which he bought over a 
year-and-a-half ago, but is making major 
changes in its personality. This store very 
much resembled a pawn shop with its old 
iron-barred windows, ancient fixtures and 
dark interior. The walls are now a fresh, 
pastel blue, fixtures are new and modern 
and an old-fashioned show window is now 
being modernized to feature watch bands 
and gift items. Partially as a result of 
these innovations, the repair business, a 
major item in this store, has doubled in 
the past year, and diamond sales have also 
increased considerably. 

q Michael Uysase, a railroad man, is now 
also a member of the staff of Ringold’s 
Credit Jewelers at 4316 Germantown Ave. 
q Harry Kurtzbaum of Aisenstein & Gor- 
don, Inc., 712 Sansom St., has returned to 
work after an absence of three weeks due 
to illness. Other happenings at the firm 
include the report that the 1953 catalog 
will be available to retail jewelers Octo- 
ber 1. 

q A bit of paint and housecleaning has 
brightened the atmosphere at Maurice 
Mintz & Son, jewelers at 107 S. 8th St. 
Particular attention was given to the store 
sign which, now newly painted, attracts 
passers-by in this area. 
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q J. H. Getzow & Son, who have always 

sold electrical appliances, have now addeg 

a new and well-rounded stock of appliances 

and have rearranged their store to supply 

ample space for their conspicuous display. 

The Getzow store is located at 1609 W 

Venango St. 

q A young man with a question on his 

mind is John Crane of 1637 South & 
who recently added a stock of fountain 
pens and other side-line items and is poy 
considering seriously the alternatives of jp. 
creased newspaper advertising or radio ad. 
vertising. If he decides on radio this wil] 

be his first experience with this mediym 
q Remembering that a former employer 
atracted business many years ago by plac. 
ing him in the window to repair watches. 
Russell P. Mahon recently moved his 
workshop from the rear of his store at 2756 
N. 12th St. to the front where customers 
now watch him while he works. The smal] 
cost of necessary physical changes such as 
removing a partition and adding more 
shelves to the front of the store has al. 
ready more than been repaid in new 
business. 

4 Al Gurwood of 807 E. Allegheny Ave, 
who recently returned to work after a brief 
stay in the hospital, is proceeding with 
gift-giving merchandise promotions despite 
illness resulting from a reaction to medici- 
nal treatment. 

q Meetings of the Sansom Street Business 
Men’s Association will begin with the regu- 
lar October gathering at which the agenda 
will include plans for the November ban- 
quet. 

q The first of this season’s meetings of the 
Horological Guild of Philadelphia took 
place Tuesday, September 9, at the Phila- 
delphia School of Engraving. Featured on 
the agenda were plans for the coming 
meetings. 

4 Among the many changes made recently 
at S. Kind & Sons were the installation of 
new shelves that have been added to the 
alcoves which once held flags and, at one 
promotion, live models. A large assortment 
of handbags have been added to the well- 
rounded stock of merchandise and, to at: 
commodate their display, the stationery de- 
partment has been condensed. 

4 Among those who were ill at this writ- 
ing was Louis DeWolf of DeWolf Jewelers, 
1 S. 8th St. 

q E. H. Kaufman of 1029 Chestnut St. finds 
a sales booster in his beautifully hand- 
written expressions of sentiment which of: 
ten prompt jewelry sales. Recently a man 
insisted on having a card enclosed with the 
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NINE ONEIDA EMPLOYEES RECEIVE 50-YEAR AWARDS 





P. B. Noyes, honorary president of 
Oneida Ltd., awarded gold watches on 
September 9th to nine employees in token 
of their completing 50 years of service each 
with the company in the past year. 

In conferring these awards, Mr. Noyes 
stated that since 1945 43 employees have 
received 50-year awards, and nearly 1000 
have been presented with 25-year pins. 

This brings to eleven the number of 


00-year awards made by the silverware 
company this year. Two others were made 
earlier during the summer sales meetings 
to Herman J. Willer and William J. Ran- 
kin of the company’s Chicago office. 

Shown above seated left to right are: 
Clarence Ward, Milton Batty and Thomas 
Glover. Standing: C. W. Burnham, Fred 
Houck, Arthur Gilbert, P. B. Noyes, Ray 
Noyes, Charles Buss and Clinton Hubbard. 




















brooch he bought for his wife bearing the 
same description as a handwritten card in 
the store window. Said the window card: 
“A charming brooch for your sweetheart— 
stone cameo very exquisitely carved.” The 
customers explanation for this request: 
“So my wife will know she’s still my sweet- 
heart.” 

q There is always a group studying the dia- 
mond display at Barr’s center-city store 
these days. It is a dramatized “diamond 
color graph.” The copy under this head- 
ing explains: “Shown here are 14 full-cut 
diamonds each varying in degree of color 
from blue-white on the extreme left to 
brown on the right. Represented here is 
900 per cent variation in retail value.” The 
diamonds are surrounded by diamond 
jewelry with each piece framed and boxed 
in an aquamarine silk pillowed box. 
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Used by Jewelers Everywhere 
Scribable Celluloid, Plastic 

Button Fast Tags—in all sizes. 
Write for Descriptive Cataleg 

ROYAL TAG & LABEL CO. 

81 Warren St. Newark 2, N. J. 
Market 3-3618 
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1YOU CAN'T LOSE 


You can’t lose Watch Repair Sales with 
POLTOCK—the Supply House that stocks 
all ‘‘Hard-to-Get” parts—-Swiss and Ameri- 
can. Write Dept. J for FREE Ligne Gauge, 
Catalog and Stationery. JOHN A. POL- 
TOCK & CO., 15 MAIDEN LANE, NEW 
YORK 38, N. Y. 
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q Doubet’s of Chester, who taught many 
jewelers the trick of covering old shelves 
with white oilcloth, are varying this cover- 
ing and adding warmth with alternate 
shelyes covered with textured fabrics in 
deep colors. 

q Leonard’s Jewelry & Watch Shop, 5813 
Market St., have added facilities to display 
more watch bands in wall cases. This 
larger variety is being advertised in relig- 
ious publications and neighborhood news- 
papers. This shop is proving the well- 
known fact that: “People don’t know what 
they want until they see it in a large se- 
lection.” 


Trade Leaders Plan Memorial 
To the Late Aaron Sverdlik 


Prominent industry leaders will gather 
the evening of October 15th at New York's 
Waldorf-Astoria Hotel to pay homage to 
the late Aaron Sverdlik, who served for 
many years as chairman of the jewelry 
divisions in the fund-raising drives of the 
Federation of Jewish Philanthropies and 
the United Jewish Appeal. Mr. Sverdlik, 
who died in July, 1948, was a partner in 
the firm of Robinson & Sverdlik, New 
York importers of precious stones and 
pearls, 

Proceeds from the “Israeli Festival,” as 
the dinner is to be called, will go towards 
the construction of the Aaron Sverdlik 
Clinic in Herzliya, Israel. The clinic’s con- 
struction is being sponsored by jewelry 
trade members in cooperation with Kupat 
Holim-Histadrut’s Medical Service. 

Serving as co-chairmen in the fund ap- 
peal are Max Jacoby and Dave Kay, both 
of Jacoby-Bender, Inc.; Andrew Leredu, 
president of Local 1, International Jewelry 
Workers Union; Henry Peterson, Feature 
Ring Co.; and Jacob H. Schaeffer, Shiman 
Bros. & Co. 





From the simplest gold 
solitaire mounting, to the 
most intricate platinum 
diamond necklace, the 
master craftsmen of... 

Byard F. Brogan 
know but one quality... 
the finest! 


The new line of Original 
Byard F. Brogan 
diamond engagement 
mountings is now available 

for your inspection. 


Beautifully executed in 
precious metal, they assure 
you of a fashionable dia- 
mond ring inventory this 
fall. An inventory that will 
sell; because it is as mod- 
ern as tomorrow. 


BYARD F. BROGAN 
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PLATINUM, PALLADIUM AND GOLD JEWELRY 
DIAMONDS, CULTURED PEARLS AND GEM STONES 
805 Sansom St. Philadelphia 7 
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AT YOUR STOCK 


Just as your cus- 
tomers do and you'll 
see that you need 
more merchandise. 


Then LOOK TO US 


for your needs and 
prompt service. 





BALTIMORE 1, MD. 

















WE'RE VERY BUSY, 

OUR LINE IS THE REASON. 
MAIL THIS TODAY 

FOR A BIG CHRISTMAS SEASON. 


MAX KOHNER 

Wholesale Jewelers 

BALTIMORE 1, MARYLAND 

Yes, | want a bigger Fall and Holiday 


Season. Send your Salesman with your big, 
beautiful line. 
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ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
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5 HOPKINS PLACE, BALTIMORE, MD. 

















QUADRUPLE SILVER PLATING 


Silver repairing, cleaning, lacquering, complete re- 
storing service. Work guaranteed. Nation-wide prompt 
service. Write for FREE booklet ‘‘Jewelers 82’’ and 
price list. Know cost before you ship. Ask us how 
you can have the finest silver plating service in your 
city—no investment, inventory or markdowns. 


D. L. BROMWELL, INC. 


America’s Oldest Silver Platers 











710 12th St., NW Washington 5, D.C. 
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q The N. C. Hall Jewelry Co., 417 Hous- 
ton St., Fort Worth, Texas, recently com- 
pleted an enlargement program that has 
added 450 square feet to the store, ac- 
cording to Tommy Thompson, manager. 
The luggage and gift departments have 
been given larger quarters and a more 
extensive line of merchandise has been 
added to the jewelry and watch depart- 
ment. 

q The Neches Jewelry Co., Inc., of Hous- 
ton, Texas, is opening its second Houston 
store at 622 Main St. The first store was 
opened in 1910. President of the firm is 
S. Baum. 

q The Gem Shop, 5148 Broadway, San 
Antonio, Texas, which was recently pur- 
chased by Mrs. W. J. Black and A. E. 
Beadle, has been remodelled and doubled 
in size. 

q Jomar Jewelry, Inc., of Houston, Texas, 
has been chartered with a capital stock 
of $40,000. Incorporators are Jose Kohn, 
Beatrice Beutelle and Arthur J. Mandell, 
all of Houston. 

q The Jewel Box of Shelby, Inc., Shelby, 
N. C., has been chartered with authorized 
capital stock of $100,000 to operate a 
jewelry store. The incorporators were 
Sidney Stern, Jr., W. A. Stern and Albert 
Rose, all of Greensboro. 

q Wagco, Inc., Louisville, Ky., has been 
incorporated with capital stock of $200,- 
000 to deal in jewelry. Incorporators: Her- 
man Wasserman, Elliot Wainer and Louis 
Gottlieb. 





Baltimore-Washington News 


q Marvin Greenberg, Baltimore jeweler at 
3530 S. Hanover St., recently headed a 
blood drive for the American Red Cross 
which was sponsored by the Brooklyn Op- 
timist club. Mr. Greenberg was commended 
by the community for his efforts in mak- 
ing the drive a huge success. 

q A flash flood in the early morning of 
September Ist did considerable damage to 
the business section of Ellicott City, Md. 
A number of stores suffered heavy losses 
from water and merchandise from several 
was washed away completely as was the 
case with David’s Credit Jewelers located 
on Main St. in this small community. 

q Malcolm Wiley, manager of Kibler’s 
Jewelry Store, 3222 Greenmount Ave., Bal- 
timore, is serving a term this fall on the 
Grand Jury of Baltimore City. 

q A new store front was installed recently 
at the main store of David’s Credit Jewel- 
ers, 226 N. Eutaw St., Baltimore. Con- 
structed of corrugated aluminum and steel, 
this modern addition allows for more and 
better display space. 

q Max Kohner, Inc., Baltimore wholesalers 
at 21 W. Baltimore St., distributes a 
monthly publication offering timely sugges- 
tions and other data in the interests of 
their accounts. 

q Jerry Gordon is now associated as a 








THE SOUTH 


salesman with Castelberg’s, jewelers x 
Park Ave. and Lexington Sts., Baltimore. 

q Joey Adams, nationally famous comedian, 
has signed up for a new series of big time 
variety shows sponsored by Leon Levi, Inc, 
of Baltimore, according to James H. Levi, 
president of the firm. The Joey Adams 
Show, originating in Baltimore, will he 
seen each Sunday night at 10 P.M. over 
station W.A.A.M. It is rated by its sponso; 
and producers as one of the “biggest and 
most expensive” shows ever staged in Bal. 
timore for a local firm and will include 
some top New York talent each week with 
Adams as regular master of ceremonies. 
q Emanuel Kohner of Max Kohner, Ine, 
has recovered from his recent illness and 
has resumed his daily chores. Also off the 
sick list is Oscar Levitt, vice president of 
Leon Levi, Inc. 

q David’s Credit Jewelers opened their 
seventh store September 6th at 355 Main 
St., Laurel, Md., according to a recent an. 
nouncement by David Rosenberg, who oper. 
ates this chain of jewelry stores. The new 
store is under the management of Sylvan 
Scherr. 

q.S. Bleicher, formerly employed by B. 
Livingston, jeweler at 1423 H St., N.W, 
Washington, D. C., has opened a new shop 
at 719 13th St., N.W. He will specialize in 
fine watch repairing. 

q “The Loupe,” official publication of the 
Greater Washington Retail Jewelers Asso- 
ciation, is again being distributed to mem- 
bers after a summer layoff. 

q Mr. and Mrs. Dick Shah of Washington, 
D. C., spent a few weeks recently at Cin. 
cinatus Lake in upper New York State. 





Beattie Dealers in 43 States 
Sign Fair Trade Agreements 


Dealer fair trade contracts have been 
negotiated by Beattie Jet Products in 8 
states which have laws regulating fair 
trade within their borders. Fair trade 
agreements covering dealers in the states 
of Nebraska and Nevada have not yet 
been signed. 

As soon as fair trade contracts have 
been negotiated in those two states, 4 
Beattie spokesman pointed out, dealers 
there will be notified. Such agreements 
are not legal in Vermont, Missouri and 
Texas, and the District of Columbia. 

A schedule showing the fair-traded 
prices on the firm’s entire line of lighters 
and flints may be obtained by writing 
Beattie Jet Products, 17 East 48th St, 
New York City. 
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WATCH MATERIALS— 


Florida's largest watch material house 
Serving the Nationa by mail. 


Prompt mall service 
Write for Price List C 


DEAN COMPANY 


7% WN. Atlantic Ave., Daytona Beach, Fia. 














THE JEWELERS’ CIRCULAR-KEYSTONE 





— Oo TN te me oe ois & 


cv — ~ 





sPEIDEL ENTERTAINS JEWELERS AT DALLAS GIFT SHOW 





More than 500 retail and wholesale 
jewelers, and their friends, were guests 
of the Speidel Corporation at a cocktail 
party held on the evening of August 3lst 
at the Baker Hotel in Dallas, Texas. The 
affair, one of the social highlights of the 
Dallas Gift Show, was acclaimed “a grand 
success” by all who attended. 

On hand to greet guests at the Speidel 
shindig were Arthur Braude, southwestern 
sales representative, and Phil Wolf, south- 





eastern representative. A plentiful supply 
of liquid refreshments and a fine program 
of entertainment were provided for the 
enjoyment of all. Entertainment was pro- 
vided by the “Three Red Heads,” Holly- 
wood musical comedy stars, who were then 
appearing at the hotel’s Mural Room. 

Snapped by the cameraman during the 
festivities were the guests shown above 
including (in the foreground) the trio 
that entertained. 
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Sheaffer Executive Resigns 


Joseph A. Donahue, assistant general 
sales manager of the W. A. Sheaffer Pen 











Why it pays to use 
the BEST Jewelry 


Casting Investments 


High quality investments produce 
higher yields of stronger castings 
having better surface finish . . . 
at lower unit cost to you. 


Our investment materials are 
made for us by experienced manu- 
facturers. In our opinion these in- 
vestments are the best obtainable 
today and are _ competitively 
priced. 


We will gladly quote you on your 
requirements. Storage accounts 
arranged to give you the com- 
bined advantage of favorable 
quantity price scales and delivery 
from fresh stocks. 


Alexander Saunders & Co. 


Jewelry Casting and Finishing 
Equipment and Supplies 


95 Bedford Street, New York 14, N. Y. 
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Co., Fort Madison, Ia., has resigned to 
organize and operate his own lumber busi- 
ness at Rochelle, Ill., Craig Sheaffer, presi- 
dent, announced recently. 

Donahue joined the Sheaffer Pen Co. in 
1936 after practicing law in Fayetteville, 
Ark., and Monticello, Il. 





Oster Begins Negotiations 
On Dealer Fair Trade Contracts 


John Oster, Jr., executive vice president 
of the John Oster Mfg. Co., announced 
late in August that negotiation of dealer 
fair trade contracts covering Oster brand 
products were to begin immediately. 

These fair trade agreements will cover 
dealers in the 45 states which now have 
fair trade legislation. The _ electrical 
housewares trade will be informed when 
the contracts have been signed, Mr. Oster 
declared, and the company will take neces 
sary action to enforce the intent of the 
law in each state. 

The Oster company has always sought 
price protection for the electrical house- 
wares dealer, he said, and it welcomes the 
McGuire Act which now gives substance 
to the several individual state laws regu- 
lating fair trade within state borders. 





Strand Sells Northampton Store 


Walter J. Johnston, who operates a retail 
jewelry store in Winsted, Conn., has pur- 
chased the jewelry firm of Wood & Strand, 
207 Main St., Northampton, Mass. H. R. 
Strand, former owner, has sold the store 
“for reasons of health.” 

Mr. Johnston, the new owner, will con- 
tinue to operate the Northampton store 
under the trade name of Wood & Strand. 
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After thirty days with her Fryryte, 
a woman will tell you your sales 
pitch never did it justice! The 
flavor, speed, convenience, and 
economy of Fryryte deep frying 
make her wonder how she ever 
got along without it. And she’ll 
tell you (just ask her! )}—that you 
should have told her all these 
things oftener, and sooner. 


It’s a story that all women want 
to hear. Why let only those who 
buy find it out for themselves? 
Tell ’em a//, now! Promote and 
advertise this item strongly. Sales 
and profits are waiting for you. 
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RIVER GROVE, ILLINOIS 
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@ SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicago 3, Illinols 
This is Our Only Location 
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WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, 
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CENTRAL WATCH CO. 


ESTABLISHED (91! 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
6 So. WABASH AVE., CHICAGO 3, ILL. 
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Our work costs no more 
than ordinary work a 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 














PEARL RESTRINGING 
Cultured . .. Oriental . . . Imitation 


Nation-wide prompt service. 45¢ per strand plus 
postage. Missing pearls perfectly matched; 
clasps, clicks, etc., replaced at reasonable 
prices, All jobs guaranteed. 


B. FEINSTEIN 
31 N. State St., Chicago 2, Mlinois 
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q Ray Feare, jewelry buyer at A. C. 
Becken Co., 22 W. Madison St., was 
stricken suddenly with polio on September 
6th. His many friends in the trade will 
be happy to learn, however, that the early 
stages of the illness indicate that Ray has 
a good chance to escape the dreaded 
paralysis which so often accompanies the 
disease. He will probably be at his 
Chicago home, 7619 West Palatine, for 
several weeks. 

q The appointment of Cecilia L. Feldman 
as midwestern representative for their 
precious jewelry line was announced fre- 
cently by the New York firm of Cellino, 
located at 550 Fifth Ave. The new ap- 
pointee will maintain headquarters at 29 
E. Madison St., Chicago. Owner and 
originator of the Cellino firm is George 
Stangl, former Parisian designer. 


q His friends, business associates and 
family were, at this writing, anxiously 
following reports on the condition of 


Irving Jensen, co-manager of the Chicago 
office of Jacoby-Bender, Inc.. who was 
accidentally hit by a CTA bus on August 
27th. Mr. Jensen had, as of September 
17th, undergone two operations at Pres- 
byterian Hospital and had not yet re- 
gained consciousness. 

q Announcement was made 
the appointment of Joseph Kosick as sales 
representative in the metropolitan Chicago 
area for Van Schyndle, Inc.. 36 S. State 
St. Mr. Kosick formerly covered this 
same territory for the F. Whitaker Co., 
Providence, R. I. 

4 Joseph Goldstone. president of the Im- 
perial Pearl Syndicate (5 N. Wabash 
Ave.). and Mrs. Goldstone, left recently 
on a six-week trip to the Orient. They 
will make Tokyo their headquarters dur- 
ing their stay abroad. 


recently of 


q R. J. Pausbeck of Agnini & Singer. 656 


N. Western Ave.. reported that the Chicago 
firm of Robertson & Buckley has been 





Appointed 

Advq. Mar. 

of Parker 
Pen Co. 


GEORGE A. EDDY 





George A. Eddy has been appointed ad- 
vertising manager of the Parker Pen Co. 
to succeed David G. Watrous, who re- 
signed to enter the advertising agency 
field. 

The new advertising manager for Parker 
joined the firm in April, 1946, as a sales 
department training specialist. Prior to 
that he was a sales representative for the 
Coca-Cola Bottling Co. 
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appointed to handle its advertising and 
plan a national ad campaign. Other recen, 
happenings at this firm include the ap- 
pointment of B. Gilbert Aronoff of Denver, 
Colo., to represent the company in the 
Western states of Idaho, Nevada, Arizona, 
Colorado, Utah and New Mexico. 

q Mr. and Mrs. Fred Anders, Lenna Jewel. 
ers, Inc., 1619 Sherman Ave., Evanston, 
returned recently from a trip to Israel 
where Mr. Anders visited his brother who 
is in business there. The Anders flew from 
here to Paris, to Rome, then to Israel and 
returned the same way. They were ep. 
thusiastic about the trip. 

q Charles G. Brown, vice president of 
Stein & Ellbogen Co., 55 E. Washington 
St., celebrated his 50th anniversary with 
the company on August 29th. A party in 
his honor was held at the Palmer House 
and he was presented with a 50-year dia- 
mond pin. Mr. Brown joined the firm 
when he was 14 years old. He is also first 
vice president of the Jewelers Board of 
Trade. 

q The Illinois Watchmakers Association 
closed the summer season with a picnic 
on Sunday, September 7th, at Schiller 
Park Forest Preserve. There were softball 
games, horseshoe pitching, races, and many 


other games with prizes from _ leading 
wholesalers. Refreshments included free 


ice cream, pop, beer, coffee and tea. 


q Rudy Samuels, of Stein & Ellbogen Co.. 
who returned recently from a month’s va- 
cation out West, reported that he had paid 
a visit to Claud Wheeler, former midwest 
representative for THe JEWELERS’ Cir. 
CULAR-KEYSTONE, who now lives in La 
Mesa, Calif. 

q There was a closed meeting planned for 
Wednesday, September 10th, by the Jewel- 
ers Association of Greater Chicago, at 
which time a discussion of the continua- 
tion of the group advertising program was 
planned. A large open meeting was being 
planned for October to which suppliers 
would be invited. 

q The Jewelers’ Club was redecorated 
completely during August. The “new ]ook” 
is further enhanced by a handsome wall 
clock donated by Fred Marhoff of National 
Railway Train Service, a subsidiary of 
Stein & Ellbogen Co. This has been placed 
strategically on the north wall where it 
can be seen by the pool players without 
their leaving the scene of action. Many 
members report their game has improved 
considerably since they no longer have to 
be hopping about to keep track of the 
time while playing. 

q Chicagoans recently mourned the death 
of George F. Rider, 70, president of the 
Jeffrey Jewelry Co., 4 S. State St., who 
passed away August 5th at Wesley Me- 
morial Hospital after a short illness. He 
had operated his store at the present loca- 
tion in Chicago for the past 50 years. 
Surviving are his widow, a son and 4a 
granddaughter. 
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4 Guest speaker at the August 12th meet- 
ing of the Pittsburgh Chapter of the 


Pennsylvania Institute of Certified Public 
Accountants was Richard Davis, of the 
diamond firm of Barnett Davis, Inc., 717 
Liberty Ave. Mr. Davis’ talk on “How to 
Choose Your Diamond” was well-received 
by the large crowd who assembled at the 
Sheraton Hotel to hear his address. 

4 The jewelry store of Mrs. Lloyd Lown- 
des in the Bessemer Building has been 
purchased by C. W. McGortey and O. C. 
Rauber. At present the store is operated 
as Lowndes Jewelry and has been changed 
to a special order operation. 

4A dignified Silver Club Plan presenting 
very reasonable terms has brought the 
John M. Roberts & Son Co. (429 Wood 
St.) from basically a cash store to a 
credit operation. In order for the pro- 
gram to operate at full usefulness consid- 
erable capital is required, according to 
Joseph L. Roberts. He also added that 
much depends on the size of the store. 

4 J. M. Park at 4603 Liberty Ave., who 
has not been fully active for about five 
years, spends much of his time promoting 
his watch repair department. 

4 David Weis & Co., wholesalers at 717 
Liberty Ave., are advertising diamond 
rings on a television spot on WDTYV, 
Thursday nights at 11:30. 

q John J. Bruno, silversmith at 673 Wash- 
ington Road, Mt. Lebanon, Pa., is ju- 
diciously selecting periods for advertising 
when engagements, weddings, and _ local 
announcements are featured. He plans to 
continue this plan until continuous ad- 
vertising in community newspapers be- 
comes profitable. 

qk. W. Berkeley, jeweler at 227 8th Ave., 
Homestead, Pa., has been located in this 
community for 52 years. During his ca- 
reer in the trade he traveled “on the 
road” for 15 years. 

q Carl J. Link, watchmaker at 454 Perrys- 
ville Road, who operates an_ attractive 
store on U. S. No. 19, has been able to 
expand operations through consistent 
weekly advertising in the large and well- 
established community newspaper — The 
North Hills Journal. 

q Samuel E. Amdur, who has been located 
in the Clark Building for 25 years, be- 
lieves the help he has given brides in 
selecting diamonds is responsible for the 
letters he has received from young couples 
almost every day since the end of World 
War II. Recent letters were received 
from a sailor aboard a battleship at Ger- 
many, from a woman in St. Louis, and 
from a GI in Korea. Amdur has framed 
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65 letters from his large collection and 
keeps 15 of these on open display. A 
typical letter read: “I am very glad for 
the opportunity to select my ring at your 
store because I never cease to receive 
compliments on it. Thank you for being 
so nice in helping us.” These letters help 
tremendously in raising a jeweler’s mor- 
ale, says Amdur. 

q.S. Binstock Jewelry, Inc., at 3702 Forbes 
St., was the oniy jewelry store to be 
listed recently on a map of the Oakland 
district of Pittsburgh that appeared in 
the Oakland News. 

q Watchmakers in the upper Golden Tri- 
angle business district have noticed that 
in the new skyscrapers just erected in the 
area, rent is based on the usual square 
footage basis and not in deference to the 
newness of the buildings. 

q.N. Francis Sarino, who owns the Broad- 
way Jewelry & Gift Shop at McKee’s 
Rocks, Pa., reports that advertising in a 
local newspaper and his practice of hand- 
ing out match book covers to customers 
have proved to be two good advertising 
mediums. 

q Ernest B. Zarski, jeweler at 625 Brad- 
dock Ave., Braddock, Pa., is currently 
enjoying a period of semi-retirement. 

q Sam Heinz, watchmaker at 3421 Butler 
St. in the Lawrenceville district, was able 
to keep busy during the recent steel strike 
by letting completed repair work accumu- 
late like accounts receivable. 

q Joseph S. Wellinger, jeweler at 517 
Grant Ave., Millvale, Pa., features special 
occasion merchandise each month in one 
window and items such as novelty jewelry 
in the other. 





q E. D. Cellucci, a watchmaker for the | 


past five years, has severed his connection 
with Joseph A. Gentilcore and Corcell 
Jewelers, 6218 Broad St., to join his 
brother-in-law in television sales and ser- 
vicing. 

q Jacob Crantz, watchmaker at 5135 But- 
ler St., reports the biggest difference he 
notices between watchmaking today and 
in the 1920’s is the difference in prices. 
q Mrs. Russell M. Crowley at 1811 Beaver 
Ave., enabled steady customers caught in 
the steel strike situation to maintain their 
credit payments by extending their credit 
for three months. Watch repair work 
helped considerably in maintaining gross 
business during the strike. 


qR. G. Carlson, 604 Empire Building, 
who specializes in watchmaking, reports 
he was established in Pittsburgh in 1892, 
and has been around his present location 
since 1904. 

q Saul Woife, sales manager of Wolfe’s 
Jewelers, 6245 Frankstown Ave., says back 
in the old days merchants believed the 
best way to determine the side of a street 
on which to locate a store was to choose 
the side on which the sun shone in the 
afternoon. Today, says Wolfe, merchants 
judge the ideal location by making a 
traffic count. 

qS. Malis, jewelers at 730 Broadway, 
West Park, uses small traffic appliances 
for impulse buying, and features jewelry, 
watches and silverware for more substan- 
tial sales. 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT, 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 




















Wristwatch & Carmen 
Expansion Bands 


ALL TYPE 
Embraceables 
Repaired 
75¢ 


All Work Guaranteed 
M. MARTIN & CO. 


5 S. Wabash Ave. Room 611 
CHICAGO 3, ILL. 























WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, Ill. 
Students may enroll at any time of the year 

















RESILIENT STAINLESS STEEL 


CLASP-ON 
ec WATCH BAND FOR MEN 
ian e Hygienic e perspiration proof 
1a3,sh6 - Ao wee Non-corrosiveenon-magnetic 
- SSG Ly @ No hidden springs 
o <: i | @ Conforms to the wrist 
. ek S most comfortable to wear 
@ Fully Guaranteed 


o.. \oer eZ “Sewice Wedel’ 95 

fn rte 4 ty Y No. 1— Stainless Steel $3.S 
St Plain Clips ..... ... xevstone $4.00 
V No. 2 — beautifully embossed pore 

Stainless Steel Clips _...xevstone $4.50 


Y/ Wrist sizes: Small 6'4”- Medium 6 54”- Large 7” 
Order through your wholesaler 


Dou Yea Which BAND 







Dow ue 






















— 


, - - ie A 
OF + one + 
“2-0 “$ ‘ 3 
o*s sega “. - .~ 
‘see, “<< 2 
a ™ ©: “ & | | 














29 E. MADISON ST. 


CHICAGO 7, ILL. 


231 











he sreciuze... @ 


ta special order work. Send us your 
specifications. W. UW submit - design 
without obligation. 










_ 


SCHUMER BROTHERS CO. 
Manufacturing Jewelers 


CINCINNATI, OHIO 


o 


DIAMOND-CUTTING 
EXPERT WORK 


5 EAST THIRD STREET - 





[aN MKY 4744143 


LITWIN & SONS 
114 West 6th Street. Cincinnati. Ohio 








DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI : DALLAS 


















a 


Exclusive Franchise Plan Offers 
All These Selling Aids: 


SCM, S National Brands 
SELL LY © Advertising Helps 
proFithb © Distinctive Boxes 









WE 


a 









@ 24-hour Mail Order 
Service 


Write for Information 


A.G.SCHWAB *:.-"° 


est Sixth Street 








f§ fe 
CINCINNATI 
Faitrey twee wer 


thy SB VING 


Ail JEWELER SINCE 1878 














You Can Buy With Confidence From 
The Wallenstein-Mayer Co. 


31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS 


APPLIANCES 
50 years of SERVICE PLUS 


Write for our new 
1953 Catalogue 














232 





UL 


q Recent road trips were made by Robert 
Faigle and A. F. Gerhardt of Faigle Bros., 
manufacturers, 528 Walnut St.; Percy Lu- 
cas of Rosfelder Bros. & Co., manufac- 
turers, 413 Race St.; Joseph Faigle of 
Joseph Faigle & Sons, manufacturers, 2219 
Quebec Ave., and R. C. Eible of the Klein 
Bros. Co., wholesalers, 626 Vine St. 

q Richard Kaufman of the Kaufman-Kas- 
sel Co., manufacturers, 434 Elm St., who 
returned recently from a combined busi- 
ness and pleasure trip through Belgium, 
France, Switzerland and Germany, reported 
that he saw some excellent creative jewelry 
designs while there. He also said the 
jewelry business in Europe appears to be 
in a prosperous condition. 

q Late summer vacationers included Eu- 
gene Swigart of the E. & J. Swigart Co., 
jewelers’ suppliers, 34 W. Sixth St., to 
Northport Point, Mich.; June Cox, man- 
ager of the box department of the same 
firm, to Harrington Lake, Ky.; Carl Kuehn, 
Jr., of M. & S. Jewelry Manufacturers, 534 
Vine St., to Michigan; Doris Taylor, sec- 
retary at Schira Bros., manufacturers, 
530 Walnut St., to New York City, and 
Albert and Hubert Esberger, retailers, to 
Florida. 

q Visiting the Eastern markets recently 
were Russell Johnson, owner of Crest-Craft, 
manufacturers in suburban Deer Park, O.; 
A. R. Jester, manufacturer, 505 Elm St.; 
Walter Miller of the Miller Brothers Watch 
Strap Mfg. Co., 817 Main St., and Norman 
Rosfelder of Rosfelder Bros. & Co., manu- 
facturers, 413 Race St. 

q Three recent deaths were regretted by 
many in the local jewelry community. 
Robert B. Herzog, co-owner with his 
brother of the Elmer T. Herzog retail 
store in suburban Covington, Ky., died 
July 21; Fred G. Heinzle, retailer in Tell 
City, Ind., died in late August, and George 
J. Frimming, who had been employed in 
various local retail stores all his adult 
life, died August 4. 

q Mr. and Mrs. Victor Youkilis of the 
Victor Corp., Enquirer Building, and Wil- 
liam Ford, company salesman, attended the 
Ohio Retail Jewelers Association conven- 
tion in Columbus in mid-September. 

q Ken Matsumoto, jewelry display manu- 
facturer, 1109 Main St., gave an illustrated 
talk on seasonal themes for window dis- 
plays at the convention of the West Vir- 
ginia Retail Jewelers Association in 
Clarksburg on September 21. 

q A recent Times-Star photo of the cham- 
pionship Knights of Columbus softball team 
of 1929 was of interest to many in the 
trade here because the group included 
Karl J. Mouch, widely-known retailer at 
7400 Vine St. 

q Stanley Swinford, retailer in suburban 
Covington, Ky., has moved to a new loca- 
tion at 2008 Madison Ave., where larger 
space and modern fixtures provide an at- 
tractive setting for the merchandise. 

q Among those who attended the recent 
ANRJA convention in New York City were 
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Henry Schulz, manager of the Motch retai] 
store in Covington, and Charles Richte, 
local retailer. : 
q Mr. and Mrs. Edwin B. Jacobs of the 
D. Jacobs Sons Co., wholesalers, 811 Rage 
St., have returned from a pleasant Euro. 
pean vacation. Pete Anders is a new ¢om. 
pany salesman. 

q Mr. and Mrs. Carl Martin of the B 
David Co., manufacturers, 2508 Vine St, 
displayed the company line at the Watch. 
makers Convention in Indianapolis in ate 
September. 

q Recent business visitors here included 
William Wolf and Alan Magary of the 
Seth Thomas Clock Co., and Daniel Adams 
and Fred Orr of the Hamilton Watch (Cp, 
q Sam Prager, retailer, has purchased the 
building at Fifth and Plum Sts., and jg 
having it remodeled for occupancy by his 
store on the first floor and offices on the 
upper floors. 

4 George J. Warren, diamond buyer for 
George H. Newstedt & Co., retailers, Fourth 
and Race Sts., has been elected an asso. 
ciate member of the American Gem Society, 
Miss Margaret Droege of the same firm 
recently demonstrated sterling plate set- 
tings during a 15-minute program over a 
local television station. 

q Joseph Detzel of the Bond Jewelry Co., 
retailers, recently moved into his new resi- 
dence in nearby Kentucky. 

q The annual all-day picnic of the Gerwe 
Brown Co., held on July 12 at the nearby 
P. A. T. Camp, was featured by a softball 
game in which the Browns topped the 
Gerwes by a 5-3 score. Other sports and 
a roast beef dinner also were enjoyed by 
the more than 50 employees and guests 
who attended. 

q John Behr, city salesman for the Flana- 
gan Kovac Co., wholesalers in the En- 
quirer Building, has been ill in St. Francis 
Hospital. 

q Ralph E. Goebel, Inc., wholesaler, has 
moved from the tenth to the ninth floor of 
the Provident Bank Building. 

q Margaret Nieporte of the staff of the 
Miller Bros. Watch Strap Manufacturing 
Co., was married on September 6. 

q Moe Parker, retailer in Pensacola, Fia., 
visited here recently with his brothers-in- 
law, Max, Jacob and Boris Litwin of Lit- 
win & Sons, Inc., 114 W. Sixth St. 
q.A. R. Jester, manufacturer, has moved 
from 510 Vine St. to 505 Elm St. 





Porasik Moves Racine Store 


Gala ceremonies on September 5th and 
6th marked the formal opening of the 
Porasik Jewelry Store in its new location 
at 517 Main St., Racine, Wis. Store owner 
John Porasik reports that the new quarters 
are situated in the center of Racine’s shop- 
ping district. 

The firm was formerly located at 218 
Main St. 
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The West Coast 


4 Gilbert B. Kinsey, veteran Los Angeles 
jeweler, has taken over the location and 
business of A. H. Sonnedecker at 315 W. 
Fifth St. Sonnedecker is retiring to Colo- 





rado. | | 
q£. W. Reynolds Co., wholesale jewelers 


of Los Angeles, is staging fall displays of 
new lines in San Diego, Berkeley-Oakland, 
Fresno, Los Angeles and Phoenix, Ariz. 

4 James J. Boutross of the Empress Pearl 
Syndicate, 315 W. Fifth St., Los Angeles, 
recently delivered a television talk on 
pearls via station KTLA. Boutross also 
gave a lecture and display on a recent 
Billy Burke TV show. 

4A familiar face at the recent conven- 
tion of the California Retail Jewelers As- 
sociation, after a siege at the hospital, 
was Herman A. Folgner, manager of 
Handy & Harman’s Los Angeles office 
which is located at 3625 Medford St. 

4 Residents of Bakersfield, Calif., are 
mourning the loss of an old friend. The 
severe earthquake of August 22nd, one 
of a series of shocks which have been 
plaguing Southern California this summer, 
destroyed its 46-year-old clock tower in 
midtown—beloved landmark of the city. 
The clock had stopped during the July 
2lst earthquake after ticking away for 
four-and-a-half decades. Bakersfield resi- 
dents had just launched a penny drive to 
restore the old clock, for sentimental rea- 
sons, when the August 22nd quake hit, 
and the clock lost its tons of works. 

q An award for outstanding newspaper 
advertising, presented annually by the 
Newspaper Advertising Executives Asso- 
ciation, has been awarded to Brock & Co., 
Los Angeles and Beverly Hills jewelers. 
The Brock award-winning ads, prepared 
by Abbott Kendall Advertising Agency, 
are extremely simple and smart in appear- 
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ance. They contain a minimum of word- 
age and are rendered in what is known 
as the scratch-board art technique. 

q Jewelry inspires the top ballet of M. 
G. M.’s forthcoming “Everything I Have 
Is Yours.” The dance is done by Marge 
and Gower Champion to a symphonic ar- 
rangement of the title song, and combines 
all dance forms in a single ballet. A trick 
bracelet, worn by Marge during the story, 
inspires the dream-dance. The bracelet 
features a disc with a dancing figure on 
either side. When this disc is spun around, 
the figures dance together. 


q Accessorizing of California fashions was 


underlined at the California Fashion 
Creators’ annual fall market week at the 
Ambassador Hotel, with 237 West Coast 
ready-to-wear firms participating. Biltmore 
Accessories, costume jewelry firm of 846 
S. Broadway, Los Angeles, provided jewelry 
to complement fall fashions. 





Allen & Son, San Pedro Firm, 


Moves to Larger Quarters 

A fifty per cent sales increase was re- 
ported recently by Allen & Son, jewelers 
of San Pedro, Calif. This increase came 
as a result of a move to larger quarters 
by the 21-year-old San Pedro store, ac- 
cording to Allen E. Naids, owner-partner. 

The present store, located at 450 W. 
Sixth St., San Pedro, covers 1232 square 
feet, well over twice the size of the former 
store at 418 W. Sixth St. In business in 
the new location for the past four months, 
Naids relates that greatest increases in 
sales are in diamond goods. 





Curious crowds attend opening of Allen & 
Son's new store in San Pedro, Los Angeles 
harbor community. Store offered fountain 
pens as gift premiums to first-day customers 
and held gift raffles. Five-thousand-piece 
direct mail campaign launched opening. 


Allen & Son in the past has dealt with 
youth organizations, giving free trophies 
to youth athletic contests, specializing in 
an extensive line of club pins. This has 
brought increasing business to the store 
when the young people grow up, become 
engaged and go to Allen & Son for their 
gift and diamond ring purchases. 

Direct mail publicity and ads in the 
San Pedro News Beacon launched the 
Allen & Son opening on April 18th. Foun- 
tain pens were given as premiums to first 
day customers. 
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Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 


We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 
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$10.80 Doz. Sample $1.00. 1 

Expansion BRACELET $12.00 Doz, 

Sample $1.25. Lucky clover book- 

let in each box. Free Catalog. 
STEPHEN PRODUCTS CO 

1947 Broadway Dept. K-8 N. Y. 23 
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Ns Importers of 
Y ENGLISH CHINA 
and 
EARTHENWARE 


Stock and Import 


DEVILLE & CO., INC. 
h Ave. New York 10, N. Y. 
AL. 4-0104 














WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 














EDWARD BOOTE, INC. 
35 & 37 W. 23rd St... New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
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TEDMAN IMPORTING CO. 


225 Fifth Ave. Suite 829 
New York 10, New York 
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MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3. N. Y. 




















CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 
Send for new illustrated catalog 
R. F. BRODEGAARD & CO.., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 
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Illustrated brochure on request for complete 
line of pearl jewelry. 
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(registered U. 8. Patent Office) 
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Send today for your FREE copy of New 
issue of “GEMOGRAM." A booklet which 
will aid you in selling and merchandising 
fine colored stones. 
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Hall Co. Now Operating 
At New Los Angeles Location 


Harold A. Haytin, general manager of 
the Hall Co., jewelry and appliance whole- 
salers, announced recently that the firm 
has started business at their new address, 
937-939 S. Grand Ave., Los Angeles, Calif. 


HAROLD A. 
HAYTIN 


General Mgr., 
The Hall Co., 
Los Angeles 





The black-tiled, one-story building was 


| completely remodeled to house the entire 


Hall Company operations. The new head- 
quarters have four times the floor space 


| of the concern’s former offices at 315 W. 


Fifth St. The operation includes a large 
display room, accounting and sales de- 
partments, executive offices, shipping and 
receiving departments and warehouse 
space. 

The Hall Co. was purchased from A. I. 
Hall and Son in February, 1952. 


Hamilton's Direct Selling Plan 
Given ‘Enthusiastic Support’ 


Retail jewelers from coast to coast are 
giving enthusiastic support to the Hamil- 





ton Watch Company’s new plan of direct 


selling launched August Ist. This report 


_ was made August 28th by Lowell F. Halli- 


gan, vice president in charge of sales, 
at a meeting of the company’s directors 
in Lancaster, Pa. 

August sales volume has been most 








satisfactory, according to this report, with 
the peak buying season still to be Teached 
during the last quarter of the year, 

“Our advertising and promotion pro. 
gram will go into high gear within the 
next few weeks,” said Halligan. “Our 
expanded sales force is active in eyp 
territory, and we have complete confidence 
that 1952 marks the beginning of anothe 
era of company growth and profit.” }, 
pointed out that the new lower-priced 
line of Illinois watches also is expected 
to strengthen Hamilton’s sales __positioy 
upon its introduction in 1953. 

The Hamilton board met in the con. 
pany offices at Lancaster with presiden 
and chairman of the board, George p. 
Luckey, presiding. After transacting roy. 
tine business it authorized the payment of 
the regular quarterly preferred stock diy;. 
dend of $1 per share on September 15th 
on stock of record September 8th. Action 
on common stock was deferred until the 
new direct selling plan is more firmly ¢. 


tablished. 
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Review on JC-K Report 
Appears in British Journal 


A reveiw of THE JEWELERS’ Circutap. 
KeEYSTONE’S 26th annual report on the 
diamond industry appears in the August 
issue of a British journal among abstracts 
of a wide selection of current scientific 
and technical literature in relation to the 
use of industrial diamonds. The review 
appears in the Bibliography of Industrial 
Diamond Applications, a monthly journal 
published by the Industrial Diamond In. 
formation Bureau in London. 

Said the review in part: “The reports 
recently issued in this well-known series 
are much more condensed than those pre- 
pared by the late S. H. Ball. Nevertheless 
it may well be that by this restriction to 
the more important items, a better service 
will be rendered to industry.” 





A CLARIFICATION ON CIRO'S 


In the September issue of JC-K was a 
two-paragraph item on an interesting dis- 
play piece used by Ciro’s of Phoenix, 
Arizona. 

We have since been advised by Harold 
Manheim, vice president of Ciro of Bond 
Street, Inc., 711 Fifth Ave., New York, 
that the Ciro’s of Phoenix, had no connec- 
tion with the Ciro of New York, Cali- 
fornia, London and 11 other cities in the 
British Isles. (The “Ciro’s” of Phoenix, 
opened in November, 1951, is no longer 
in operation.) 





"Grover Whalen’ of Baseball 
Addresses Golden Circle Club 


On September 22nd, some 30 members 
of the Golden Circle Club of New York 
enjoyed a dinner program planned by 
Harry Rodman, at the Delmonico Hotel. 
The club, composed of sales executives 
in the jewelry industry, was treated to 
an hour-and-a-half of inside views on the 
then closing baseball race by Edward 





Fisher, director of promotion for the New 
York Yankee ball club. Mr. Fisher, the 
“Grover Whalen” of baseball, agreeably 
spent a half-hour answering, to the pleas: 
ure of the group, many much-discussed 
questions regarding baseball today. 
President of the club, Leo Davidson, 
announced that the next meeting would 
be held at Delmonico Hotel, 59th St. and 
Park Ave., with Arthur J. Tuveri respon- 
sible for entertainment that evening. 





Luria & Son Adds 
Sporting Goods Line 


Lester Rosenberg, manager of the 
Southern branch of L. Luria & Son, Inc., 
in Miami, Florida, has announced that 
the complete Speidel line will be distrib- 
uted by the branch to jewelers in Florida 
and Alabama. 

In addition, L. Luria & Son has also 
been made distributors for the Spalding 
sporting goods line made by Reach, 
Wright & Dittson. This line will be avail- 
able to all jewelers throughout the United 
States. 
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October 
4.6—Florida State Watchmakers <Asso- 
ciation, Seventh Annual Convention, Su- 
wanee Hotel, St. Petersburg, Fla. 
5.8—Washington Gift Show, Hotel Wil- 
lard, Washington, D. C. 
6-9—Toronto National Gift Show, Colli- 
sum, Canadian National [Exhibition 
Grounds, Toronto, Canada. 
93--Maiden Lane Historical Society, 
Annual Dinner, Beekman Hotel, New 
York. 
November 


9_-Executive Board of Retail Jewelers 
Association of Greater New York, Annual 
Dinner-Dance, Hotel Astor, New York. 

14—Boston Jewelers Club, Annual 
Meeting and Beefsteak Dinner, Hotel 
Statler, Boston, Mass. 


January, 1953 

10—Chicago Jewelers Association, An- 
nual Banquet, Conrad Hilton Hotel 
(formerly The Stevens), Chicago, III. 

1l-l6—New York Lamp Show, Hotel 
New Yorker, New York. 

24—Twenty-Four Karat Club of the 
City of New York, Annual Banquet, Wal- 
dorf-Astoria Hotel, New York. 

25-28—Washington Gift Show, 
Willard, Washington, D. C. 
25-29—Mid-Winter Market Week Show. 
Parker House, Boston, Mass. 


Hotel 


February 
2-13—-Chicago Gift Show, La Salle Ho- 
tel and Palmer House, Chicago, II. 
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WATCHMAKERS @ JEWELERS 


ENGRAVERS + INSTRUMENT MAKERS 


DON'T LOSE A 
SINGLE REPAIR ORDER 


because the job may be too complicated or you 
may not be equipped for it! Our well known 


TRADE REPAIR DEPARTMENT 


will fix for you: All Watches—Clocks—Jewelry 
—Instruments. Also repair of bellows for cuckoo 
clocks, singing birds, and music boxes. (New 
bellows and quails in stock.) Special Order 
Work Welcome! 


EFFICIENT - FAST - INEXPENSIVE 
Request Pricelist and FREE Shipping Labels 


JUST OUT: Entirely NEW enlarged catalog 
on all Dress & Service Watches, Clocks, 





Cuckoo Clocks, 400 Day Clocks, Watch 
Bracelets, Rush to be in time for BIG 
XMAS PROFITS! 








We carry all imported and American Tools, 
Materials, Equipment, Movements (watches & 
clocks), Cases, Attachments, Jewelers’ Findings. 
All Books in your field. FREE Catalog. 


QUICK MAIL ORDER SERVICE 


Member of Jewelers’ Board of Trade 


MODERN TECHNICAL SUPPLY CO. 


Wholesaler & Importer 
Dept. 10-JCK, 55 West 42nd Street, New York 36, N. Y. 
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15-19—Allied Gift & Jewelry Show, Ho- 
tel Adolphus, Dallas, Texas. 

23-27—New York Gift Show, Hotels 
Statler and New Yorker, New York. 


March 


1—Illinois Retail Jewelers Association, 
Annual Convention, Hotel Abraham Lin- 
coln, Springfield, Il. 

1-5—Detroit Gift Show, Hotels Statler 
and Sheraton-Cadillac, Detroit, Mich. 

9-13—Boston Gift Show, Statler Hotel, 
Boston, Mass. 

22-25—-Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 


May 
3-5—New York State Retail Jewelers 
Association. 44th Annual Convention. 


Utica, N. Y. 
17-23—New York Stationery Show, Ho- 
tel New Yorker, New York. 





Named 
Credit Mor. 
at Hamilton 


HENRY S. 
THOLEN 





The Hamilton Watch Co. has employed 
the services of Henry S. Tholen as credit 
manager to supervise credits as the com- 
pany embarked on its new program of 
selling direct to retail jewelers on August 
Ist. 

Mr. Tholen graduated from Notre Dame 
in 1932 after which he did graduate work 
at Northwestern University. He then 
eraduated from the Executive School of 
Credit and Financial Management spon- 
sored by the National Association of Credit 
Men. 

From 1946 to 1950 he served as Eastern 
credit manager for the Elgin National 
Watch Co. In January, 1950, he became 
credit executive for the Florsheim Shoe 
Co. in Chicago, which position he left to 
join the Hamilton organization. 





Pennsylvania Watchmakers 
Attend Annual Basket Picnic 


Members of the Watchmakers Associa- 
tion of Pennsylvania, their families and 
guests, attended the annual basket picnic 
of that organization on Sunday, August 
17th. The affair was held at Pittsburgh’s 
West View Park. 

Chairman of the outing was August K. 
Schran, vice president of the association, 
who was credited by all who attended 
with having arranged “a grand affair.” 

Entertainment was provided for both old 
and young alike. Main event of the day 
was a miniature golf tournament which 
attracted a large and energetic group of 
contestants. Handsome and valuable door 
prizes were presented to holders of win- 
ning tickets. 
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GEO. BORGFELDT 


CORPORATION 
44-60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 
CHINA € GLASS e TABLEWARE 
EARTHENWARE ° GIFT and ARTWARES 
Domestic and Foreign 
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| WINDSOR WARE 


English Earthenware 





U.S.A. Representatives 


FISHER, BRUCE & CO. 


Phila.: 221 Market St. 

















New York: 1107 Broadway 
Booths 

FINE ENGLISH 
TABLEWARE 
Send for illustrated pampblets 


MIDHURST IMPORTING CORP. 
129 FIFTH AVENUE, NEW YORK 3, N. Y. 


ell 























DECORATIVE 
ACCESSORIES 
FURNITURE 


MARY RYAN 


New York 
Chicago 


GIFT AND ART 
NOVELTIES 


225 Fifth Avenue, 
Merchandise Mart, 
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TMOS CLOCK—What is it that drives the movement 
of the Atmos clock? I’ve heard some say it is 
atmospheric pressure, a wholesale jewelry salesman told 
one of our workmen that it is heat and cold. (Question 


No. 6185) W. H. 


Answer—The power-unit of the Atmos clock is the 
large canister-shaped metal cell that is conspicuous 
inside the case. This is filled with a gas that is very sensi- 
tive to changes of temperature. When a rise in atmos- 
pheric temperature expands the gas inside the cell, a wall 
of the cell exerts pressure on the mechanism that winds 
the mainspring of the clock. Alternate movements of 
the cell-wall or membrane, with rises and falls of tem- 
perature, actuate the mainspring-winding device, keeping 
the spring wound up to sufficient tension to drive the 
clock. There is a further reserve of power in the spring 
to run the clock about one year. even should there be no 
action of the gas-cell during a period as long as that. 
which is hardly possible. The cell functions in winding 
the mainspring between limits of temperature from about 
45 deg. F. to 85 deg. F. Principally the temperature- 
changes operate the clock, although barometric pressure 
changes have a supplementary effect in this. 


ASE MOISTURE—I know all about the usual answers 

to questions about drops of water gathering on the 
crystals of waterproof watches (inside of crystal). But 
very lately. | heard a watch factory salesman say that 
moisture can get inside the case, no matter what is done 
about it. Please advise me on this. (Question No. 6186) 
F. W. G. 

A nswer—tThe best we can say about this effect is that 
in practically all cases the condensed moisture does no 
damage whatever to the watch movement. It is caused, 
of course. by moisture in the air inside the watch case 
gathering in the form of fog or droplets of water on the 
underside of the crystal. caused by a lowered tempera- 
ture of the atmosphere. cooling the crystal sooner than 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


HOW SHALL I-? 


any other part of the case or movement, so that the 
condensation gathers on the underside of the crystal 
where it does no harm, as it would do if it gathered on 
any parts of the movement. 

Some watchmakers make a point of closing the watch 
cases on a dry day or avoiding closing them when the 
air is particularly humid; others warm the case before 
closing it tightly, to minimize the moisture effect. But 
some investigators recently have formed an opinion that 
even if the air enclosed in the case is dry, a certain 
amount of moisture can penetrate inside of any case. 
even with sealing gaskets at joint and stem on account 
of practical difficulties in the gaskets and these authorities 
conclude that nothing can be done to prevent the con- 
densation effect in some degree; but that it does no 
damage, based upon experience, which is, of course, 
reliable. 


TEEL ENGRAVING—Am an engraver, working on 
fine silverware mostly, but a customer wants me to 
engrave pictures and decorations on a fine gun. I’d like 
to know title, price, etc., of the best book on steel en- 
graving, for this work, full information about tools and 


technic. (Question No. 6187) P. B. L. 


Answer—We know of no published books in English 
or any other language that could be rated as instruc 
tion text-books on gun engraving. As far as pictures of 
guns ornamented with engraving go, you could inquire 
of leading sporting goods dealers like Abercrombie and 
Fitch, or A. F. Stoeger & Company, both in New York 
City, for information on books they have for sale on 
the subject of custom gun making, in which some fine 
examples of handmade guns ornamented with engraving 
are shown. 

We know of nothing published on the special technic 
of the tools and methods used in doing such work. The 
tools are mainly the same as are used in jewelry engrav- 
ing together with some heavier chisel-like tools used 
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A | ) $95 down, $50 monthly 
{ ) $95 down, $25 mentily ' ) $695 less 5% cash 


Name 











MORE WATCHMASTERS ARE BEING SOLD THAN Bh Address. nent ee nnn neat 





ALL OTHER WATCH-RATING MACHINES COM. 


BINED. THERE MUST BE A REASON, IT'S THE BEST. §f City, State iiciatcnsnmunlndatals 





FOR OCTOBER, 1952 


237 








with hammers, also hand-operated flexible-shaft rotating 
burr tools for deep, heavy cuts. Most of the fine work 
of this sort is in fact done by men who had European 
training, even the men working in this country. Your 
customer could see examples of engraved firearms espe- 
cially in the stocks of used arms for sale in stores like 
those named above. 


EARL CEMENT—lI’ve been told there is a pearl 
cement of a type called Osage, that is supposed to be 
more satisfactory for cultured and natural pearls than 


any other cement. What is this, and where can I buy it? 
(Question No. 6188) M. L. A. 


Answer—There is a liquid pearl cement sold by 
jewelers’ supply dealers under the brand or trade-mark 
“Osage,” and we believe, most of the dealers have it in 
stock for sale. Which of them may have it in stock right 
now and which do not, we, of course, could not tell 
without writing around to a number of firms and then 
writing to you about the matter. In order to save time, 
we suggest that you look through the advertising pages 
of JEWELERS’ CIRCULAR-KEYSTONE and write to several 
of the supply firms whose addresses you will find in their 
advertisements and it is very certain that one or more 
of them will be found to have this Osage cement for sale. 


APY CLOCK—Enclosed, am sending you pencil-rub- 
bing of trademark stamped on back-plate of the 
movement of a clock, the case made of marble, with fine 
cast bronze ornaments on it. Can you tell me the value 


of the clock, that is, what a collector would pay for it? 
(Question No. 6189) C. N. L. 


Answer—tThe firm named in the stamped inscription, 
Japy Freres & Cie, was established in 1776 under the 
name Frederic Japy, in Beaucourt, France. It is still in 
business, the firm name and address being Etabts. Japy 
Freres, Beaucort, Terr.-de-Belfort, France. This firm is 
the largest in the French clockmaking industry today. 
The additional wording on the stamped clock plate 
“GDE Med D’ Honneur” indicates that the Japy firm 
were awarded a medal of honor for some of their prod- 
ucts at one of the expositions, although it does not 
specify which one. 


It is not possible for us to say “how valuable” any 
clock is, as there is no such thing as a definite market 
value on such things; the value of an old clock has to be 
determined by an actual sale or a bona fide price offer 
for it. We could, however, give you our opinion of the 
general desirability and rarity of the clock, if you would 
send us one or more clear photographs of it. 


ERE’S a funny one, but would appreciate if you 
could help us with any suggestion. A customer 
wants to buy an electric clock that she doesn’t have to 
wind, but wants a clock that “ticks.” Is there anything 


like this in the market? (Question No. 6190) E. M. A. 


Answer—Purely electrically-driven clocks, of the syn- 
chronous motor type, like “Telechron” clocks, do not 
tick because they have no escapements through which a 
pendulum or balance is kept in motion; it is the drop 
and impulse actions of an escapement that is heard as 
“ticking.” In the rather recent past, there were clocks 
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in the market that combined the traditional escapemen 
mechanism with an electric motor that kept the clock 
wound; such clocks, of course, ticked just as hand-woung 
clocks do. As far as we now know, there are no impor. 
tant lines of clocks of that kind now available com. 
mercially. 

The way out, on this problem, would seem to he to 
buy a second-hand electrically-wound clock and put jt 
in fine order, for your customer. If you cannot find such 
a clock locally, you might try advertising for one in the 
“Wanted to Buy” section of our classified columns. 


AINSPRING MEASURE—In mainspring widths, 
what would Dennison gauge width No. 11, measure 
in millimeters? (Question No. 6191) R. L. P. 

Answer—No. 11 Dennison gauge would be 2 mill. 
meters in width. 





OLD LEAF—How much area will one ounce of gold 
leaf cover? (Question No. 6192) S. J. 


A nswer—Gold leaf is made in various thicknesses, the 
choice of thickness depending upon the use to be made 
of the leaf; for instance, whether it is for gilding picture 
frames or glass, or for outdoor work like sign-lettering 
or architectural decoration, etc. Obviously the thinner 
the gold-leaf, the greater the area that one ounce would 
cover. We believe you could obtain quite accurate figures 
on this if you would write and explain fully the con. 
ditions of your question, to Hastings & Co., 817-821 
Filbert St., Philadelphia, Pa., who are one of the largest 
manufacturers of gold leaf for all purposes in the 


U. > A. 


TAFF TURNING—Would it be better to follow the 

English custom of turning a balance staff slightly 
oversize out of soft steel, then hardening and tempering 
it, then grinding and polishing it to final fit of all parts? 
| believe our American custom almost 100 per cent is to 
harden and temper the steel blank, and turn and polish 
the upper end and lower end afterward, with only two 
‘“chuckings” in the lathe. I have heard this does not 
make as accurate work as the other way. (Question 


No. 6193) N. S. 


Answer—The English practice (turning in soft steel; 
then hardening and tempering; then grinding and polish- 
ing) was a natural outcome of using the bow-lathe, in 
which blue-hard steel could be cut only slowly, hence the 
major part of the turning was done on steel left soft. 
to save some time. The graver in the “fiddle-bow” lathe 
makes a cut only on the down-stroke of the bow; no 
cut on the up-stroke. 


When the American type lathe, driven continuously 
in one direction, came into use, advantage was naturally 
taken of reducing the number of operations in making 
a staff of already-hardened steel, by turning and _polish- 
ing one end completely, then the other end, requiring 
only one re-chucking, thus saving a good deal of time. 
If one has an American type lathe, he should take advan- 
tage of this and it would be foolish to multiply work by 
using the bow-lathe technic. Skillful use of the American 
way will make staffs fully as accurately as the other 
way, in less time. 
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A NATIONAL SALES REGISTER SYSTEM provides complete c 


THE SPEED, ECONOMY AND PROTECTION of a National System assure 
cash, charge, layaway, and installment transactions. 


customers the kind of service they want ...and do much to increase 





good will for Jewelry stores. 


“Our National Sales Register 


saves us more than 
$7,000 a year !” 


‘‘We are extremely pleased 
with the results we have 
gotten from our National 
Sales Register System. 
‘‘Individual records for each 
department make it easy for 
us to tell which departments 
are making a profit. This use- 
i ful merchandising information 
tt) ~ is easily worth at least $300 
MR. NICK T. ARNOLD ' 
of Nick T. Arnold a year to us, due to increased 
Jewelers, Owensboro, Ky. volume and control. 
“Getting accurate records without checking and 
re-checking saves many costly hours. This has re- 
sulted in a saving of $1,740 per year, which, together 
with other savings, more than paid the entire cost of 
the register the first year. 
‘All these National advantages have saved us well 





THE NATIONAL CASH REGISTER COMPANY, DAYTON 9, OHIO — 
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over $2,000 a year . . . and have given us a control of 
our business we never had before. We heartily recom- 
mend this system to anyone operating a retail credit 
jewelry store. We find it indispensable.”’ 

That’s what Mr. Nick T. Arnold says about the 
big savings one National Sales Register has brought 
to his jewelry store. If you’re not completely satisfied 
with your present method—get the full National 
story without delay. You'll be surprised to find 
how much speed, economy and protection you 
can add to your operation. Call your local National 
representative today. 






CASH REGISTERS + ADDING MACHINES 
: ACCOUNTING MACHINES 


239 








Manufacturer's 








N C W ‘ of Produets---+- Promotions ---+ Personnel 


Hamilton TY Show 
Makes Its Debut 





As the new weekly TV show, “Your 
Jeweler’s Showcase,” bowed in 20 of the 
nation’s top markets on October 2, the 
Hamilton Watch Co. launched the most 
powerful advertising campaign in its his- 
tory. The show is being supplemented by 
extensive newspaper and magazine advertis- 
ing, in order to obtain blanket advertising 
coverage. 

Individual Hamilton models are empha- 
sized in the commercials on “Your Jeweler’s 
Showcase,” a show that is sponsored alter- 
nately by Hamilton and International Ster- 
ling. 


Parker Pen Executive 
Co-Authors New Book 


Announcement of a new book on scien- 
tific methods of winning public favor has 
been made by Prentice-Hall, New York 
publishers. The title is “Effective Public 
Relations,” and Allen Center, public rela- 
tions director of the Parker Pen Co. is 
co-author of the book along with Scott 
Cutlip, University of Wisconsin professor. 


"Silverette’ Chest Offered 
By Heirloom Sterling 





Heirloom Sterling is introducing for im- 
mediate delivery a new small chest called 
the “Silverette.” It is lined with Kenized 
cloth and will hold as many as eight place 
settings. The “Silverette” is ideal for the 
modern home with its dinette or dining 
alcove and retails for $3.25. 
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TV Film on Ring Making 
To Be Seen in 56 Cities 


Fifty-six TV stations throughout the 
country will show behind the scenes opera- 
tions in ring manufacturing at J. R. Wood 
& Sons, Inc. According to W. Waters 
Schwab, president of J. R. Wood, the 
film will be one of several shorts compris- 
ing “Industry on Parade,” a National As- 
sociation of Manufacturers’ public rela- 
tions venture which supplies the 15 minute 
program on American industry free to 
stations reaching an estimated 13 million 
home TV sets. 

The film begins at the local jewelry shop 
and flashes back to the J. R. Wood plant 
where Artcarved diamond engagement and 
wedding rings are in production, showing 
the melting, blanking, spinning, diamond 
setting, and other operations. The program 
is scheduled in most cases to run on dif- 
ferent dates during October and November. 


Flashing Light Display 
Offered by Flex-Let 
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A new flashing light display, featuring 
four Flex-Let watch bands, is now being 
distributed to jewelers. Measuring 11}% in. 
high and 6% in. wide, this attractive dis- 
play is ideal for night and week-end win- 
dow trim. Two gracefully arched, velvet 
covered arms display two men’s bands; two 
ladies’ bands are shown on the velvet cov- 
ered base. 

This new display unit, No. 140, is being 
shipped free of charge with all orders for 
four or more bands. 


Newspaper Mat Book 
Offered by |. Roskin 


I. Roskin Co., New York, has prepared 
a special mat book featuring ten original 
newspaper ads which tell the story of 
Glare-Top Inlaid mountings. Bound with 
a two-color blue and gold cover, the mat 
book is available only through authorized 
wholesalers. 





Mele Jewel Box Features 
Automatic Drawer and Tray 





As the lid is raised in Mele’s new Debut 
Jewel Box, style 666, automatically and 
simultaneously the tray rises and the drawer 
glides forth, providing three separate tiers 
for jewelry. 

Presented by Mele Mfg. Co., Inc., 366 
Fifth Ave., New York, the jewel box comes 
in calfskin finish leatherette with 24kt. gold 
Florentine tooling, velvet and satin linings, 
It is available in ivory, baby blue and rose 
colors. Suggested retail price is $5.95. 


lrons & Russell Prepares 
Catalog for Emblem Line 

Irons & Russell Co., Providence, Rhode 
Island, has prepared a catalog, including 
price list, of its new De Luxe line of 
emblems in palladium and 14Kt. gold. 
This catalog and price list completely 
illustrates the company’s new line of 
De Luxe emblems. 


Gruen Promotion Backed 
By Strong Ad Support 


a 


At . 
\Nit™ 





Millions of Look magazine readers are 
seeing the above double-page ad in the 
September 23 issue, announcing “Gruen 
All-Star Values.” Still greater advertising 
support for this Gruen “introductory price” 
promotion is being given by the Walter 
Winchell show on 366 radio and TV sta- 
tions throughout the country. The pro- 
motion ends October 31. 
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This jeweler put his entire store interior on display 


when he ynodernized for better business 
with a Pittsburgh Store Front 


“Our new store front has been a topic of conversation among the many 
admirers as to the attractiveness of both this store and the one you in- 
stalled several years ago in our Forrest City, Ark., store. We are very 
much pleased with the fine workmanship and quality of materials used 
in both installations,” 





reports W. H. Snyder, Memphis, Tenn. 





MODERN, inviting Pittsburgh 
A Store Front will help you build 
better business. A smart, eye-catch- 
ing front makes your jewelry store 
stand out from its competitors .. . 
gives it an air of progressiveness that 
that will impress today’s critical 
shoppers. It will help youextend your 
trading area . . . boost your sales 
volume! 

When you remodel your jewelry 
store be sure to do a thorough job. 
Give it a new sales personality inside 
as well as out. for it’s the complete 
job that pays the biggest dividends 
in increased business. 

For information about Pittsburgh 
modernization materials and photo- 
graphic examples of actual Pitts- 
burgh installations, write for our 
booklet, “How To Give Your Store 





MODERNIZED FOR A BETTER SALES OUTLOOK with Pittsburgh Products . . . including 4” Polished 





99 T . e 
The Look That Sells.” No obligation, Plate Glass for the open-vision front; Pittco De Luxe Store Front Metal sash; and a custom Pittsburgh 
of course. Just return the coupon. Doorway. Architect: Estes W. Mann; Associate Architect: William C. Mann, Memphis, Tenn. 


Pittsburgh Plate Glass Company 
Room 2124, 632 Duquesne Way, Pittsburgh 22, Pa. 


Store Fronts 
and Interiors 
by Pittsburgh 
a | 


Without obligation on my part, please send me a FREE copy of 
your modernization booklet, ‘‘How To Give Your Store The 
Look That Sells.”’ 
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PAINTS - GLASS -: CHEMICALS - BRUSHES - PLASTICS 


PITTSBURGH PLATE GLASS COMPANY 
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Turntable Display Unit Features Speidel Bands 





CBM itwr you git 














Speidel's turntable display features 21 watchbands. All 21 bands are brought into view, 


seven at a time, by simply turning a knob at the top of case. 


Either salesman or 


customer can operate it. The case is completely enclosed, has glass front, and is perfectly 
dustproof. 





Bowling Champ Presented 
Columbia Diamond Ring 


Miss Marion Ladewig, National Women’s 
Match Game Bowling champion, was re- 
cently presented a Columbia “Tru-Fit” 
diamond ring by Seymour Sadev, national 
sales manager of Axel Bros., Inc., creators 
of Columbia “Tru-Fit” diamond rings. 
Miss Ladewig has won her championships 


in 1950, 1951 and 1952. 


Plastic Ring Displayer 
Introduced by Mautner 


The Mautner 
Co. has _intro- 
duced a new 
painted flesh 
colored hand 
ring displayer 
made of plastic. 
Standing 4° in. 
high, this dis- 
play unit sells 
at $21 a dozen. 


Multi-Purpose Tool Offered 
Jewelers by Jacoby-Bender 


Jacoby-Bender, Inc., is making avail- 
able to all jewelers a multi-purpose tool. 
One part of the tool is designed for re- 
moving regular male spring bars. A sec- 
ond part is provided for removing female 
spring bars, while the third part of the 
device is a watch case opener. — 

The tool is made of fine hardened steel 
and comes with a hole at the top so that 





it can be attached to a key chain or hung . 


on a convenient hook or nail near the 
watch repair counter. Jacoby-Bender will 
send one to any jeweler or watchmaker 
who writes directly to the company, 161 


Sixth Ave., New York 13, N. Y. 
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Shriro Watch Introduces 
Thin Self-Winding Watch 


The new Life campaign scheduled for 
November 10 will feature the new Sandoz 
self-winding, water-resistant watch, adver- 
tised as the thinnest in the world. This 
watch, which is now being shown to 
jewelers, combines the attractiveness of a 
dress timepiece with the utility of a self- 
winding, water-resistant watch. It is esti- 
mated that the Sandoz ad placed by Shriro 
Watch Inc., will be seen by over 28 mil- 
lion people. 


Letter Opener Collection 
Includes A.S.R. Lighter 





Model Lisa Loughlin shows a collection of 

letter openers which date back to 3000 B.C. 

to modern times. She is holding an A.S.R. 

Ascot “Florentine Dagger’ type cigarette 

lighter, letter opener and paper weight 
combination. 
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Gemex Plans Program 
To Build Store Traffic 


At a company sales meeting in Union 
N. J., William A. Swartman, sales man. 
ager of Gemex watchbands, announced 
three new programs for building up re. 
tailers’ store trafic during the Fall and 
holiday gift seasons. The first program 
centers around a new style display mer. 
chandiser that features the selling angle 
“Be an Angel... give a Gemex Watch. 
band.” It is given free with the purchase 
of any two Gemex bands. 

The second program is a national cam- 
paign of full page color ads in Life, The 
Saturday Evening Post, and The New 
Yorker. The third program will consist 
of an eight-week schedule of TV selling 
films. Cities and stations will be an.- 
nounced later. 


Gift-Wrapping Ribbons 
Designed for Holiday Sales 


For gift-wrapping sentimental jewelry 
presents this Christmas, Taffel Bros. is in- 
troducing two unusual bows which are 
walking advertisements for any stores using 
them. These ribbons have unique combina- 
tions of poinsettias, holly wreaths, and 
holly leaves complemented by the colorful 
tricotine as the metallic center of the perky 
bow decorations. 





Made of fine rayon satin, the ribbons are 
designed in red, royal, emerald and white. 
They come in a 2% in. and 4% in. size, 
the former selling at 9% cents per yard in 
a 50-yard bolt, and the latter at 14 cents a 
yard in the same bolt size. Available from 
Taffel Bros., Inc., 95 Madison Ave., New 
York 16, N. Y. 





ee 


Arvin Industries Launches 
Extensive Ad Campaign 


The most far-reaching advertising cam- 
paign in Arvin Industries history will be 
employed in the pre-Christmas period to 
promote the company’s consumer line, it 
has been announced by James M. Jewell, 
advertising manager. Emphasizing the 
firm’s newly announced 1953 radio and 
TV lines, as well as its electric house- 
wares, the intensive campaign began in 


September issues of national consumer 
magazines and will run through mid- 
December. 


National advertising will include Life, 
Collier’s, Country Gentleman, Saturday 
Evening Post, etc. 
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, Let my “Lungs” 
breathe your dusts! 








e Protect your health 
e Keep clothing and workshop clean 
e Recover precious metals 


e Get faster, better grinding 
and polishing 


HE Leiman high-suction system acts as power- 
ful “lungs”, removing all dangerous grinding 
dusts and polishing particles at the source. Sur- 
roundings are clean and safe for you and your 
workers. Put in a modern, inexpensive Leiman 


LEIMAN 


“ALL-IN-ONE’’ UNIT 


MODEL 47F. Needs only 18 x 
29 inches floor space. Ideal 
for small shop, small work or 
restricted space. Has 1/3 
h.p. motor for wheels or bu‘fs 
up to 4°". Also VY h.p. in- 
terior motor, suction fans and 
dust collectors. Adjustable 
dust hoods have wet pumice 
pans and electric light sock- 
ets. Very quiet running. May 
be used with your own polish- 
ing motor. Plugs into any 


GRINDER-POLISHER 
DUST COLLECTOR 










MODEL A. Needs only 2 x 4 
foot floor space. Top produc- 
tion machine for all classes of 
jewelry and silver work. Ac- 
commodates two wheels or 
buffs up to 8°’. Dust hoods, 
with electric light sockets. 
Available either with '/2 h.p., 
110 vol# motor or 1 h.p., 220 
volt motor. Two dust coflect- 
ing cabinets permit separate 
collection of gold, platinum 
or other dust for recovery. 





“all-in-one” unit and enjoy dependable protection standard 110 volt outlet. 


and production for years and years. 











171 Christie St. 
Newark 5, N. J. 


WRITE FOR FREE DETAILED BULLETIN show- 
ing various models and prices. No obligation. 














WIDELY 
USED 





~ THIS DISPLAY 
. WILL SELL FOR YOU! 


) JEWELER’S ROUGE 
CADIE POLISHING CLOTH 
FOR SILVERWARE 


‘‘Jeweler’s rouge is in the cloth’’ 


Beautifully packaged in gleaming silver 
and blue box with matching display car- 
ton. A natural companion and gift item 
wherever silverware or jewelry is sold. 


No. DS 50 $3.60 per doz. Retail Price 50¢ 
No. DS 100 $7.20 per doz. Retail Price $1.00 


CADIE CHEMICAL PRODUCTS, Inc. 
549 West 132nd Street, New York 27, N. Y. 


ORDER FROM VOUR DEALER TODAY 


WM. F. NYE INC. 


NEW BEDFORD....MASS. 


CAPITAL AVAILABLE | 


For Manufacturers and Wholesalers | 


You may require additional funds for expanding volume. | ee 


TURN YOUR ACCOUNTS RECEIVABLE | 
INTO CASH | 
WITHOUT NOTICE TO CUSTOMERS 
We advance funds on 
e ACCOUNTS RECEIVABLE 
e INVENTORY e MORTGAGES 


We are experienced in your field and are aware of your problems 




















New—Needed— 
Revolutionary 


PERFECTA 
LEVELING TABLE 
EVERY 400-Day Clock Owner 


a Prospect! 

- — ae Forever ends jeweler, watchmaker, 
; clock-purchaser headaches. No matter 

where clock is placed, -how uneven the surface, a twist of adjustable 

brass leg levels it. 8%” in diameter, 14%” high; centered by %” cir- 

cular spirit level accurate to 1/10th minute. Upper model all wood, 

trimmed with handsome brass garret; lower, all brass-finish, highly 

polished. 

Retails at $6.95. Your cost, $4.45, postpaid. 


Orders less than 3 pieces must be accompanied by check: no C.O.D. 


er 3 pieces, credit to rated accounts. 
PERFECTA 


315 W. 5th St., Los Angeles 13 








Consulf us 
Write today for more information. 


INLAND CREDIT CORPORATION Order fooms your pither or sand andar 


11 West 42nd St., New York, N. Y. BRyant 9-8375 today, direct to . »« « «+ 2 « « 
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Fashion Academy Medal 
Awarded to Jacoby-Bender 
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The Fashion Academy Gold Medal, for 
beauty and fashion-styling, was awarded 
to J-B watch bands recently. The presenta- 
tion was made by Mrs. Emil A. Hartman, 
director of the Fashion Academy, to Max 
Jacoby, president of Jacoby-Bender, Inc., 
at a luncheon held at the Waldorf-Astoria 
Hotel. 

Jacoby-Bender will feature the Fashion 
Academy Gold Medal in all of its trade 
paper and national advertising. throughout 
1953. It is planned to commemorate this 
honor with the introduction of several new 
watch bands. 

Above, Max Jacoby accepts the Fashion 
Academy Medal from Mrs. Emil Hartman. 


—_— ——__ 


Display Cabinets Feature 
Fluorescent Lighting 


Two new illuminated display units—a 
floor showcase and a counter cabinet—that 
attractively house representative Ronson 
lighter departments in a senior and junior 
size respectively, are now ready for the 
trade. They were designed and constructed 
to achieve “spotlight selling” for Ronson’s 
line of pocket, table and desk lighters. 





The floor showcase, above, is a fluorescent- 
lighted, thoney-colored display unit that 
holds 47 pocket lighters in compartmented 
trays, along with a liberal number of table 
and desk lighters and combination lighter- 
cigarette cases. The case is 40 in. high, 
30 in. wide and 22 in. deep and is highly 
effective as a night display. 
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Hugo Bosca Initiates 
National Advertising 

After 35 years of growth, Hugo Bosca 
Co., Inc., Springfield, Ohio, will tell con- 
sumers of Bosca-built quality and value 
via such national publications as Fortune 


and The New Yorker. According to Orsino 


and Mario Bosca, the ad series will pre- 
sell consumers for its well established 
national dealer organization. 

The first of the series began in the 
September 6th New Yorker and next is 
appearing in the October issue of Fortune. 
The ads feature the Bosca line of billfolds, 
brief cases and bags and other personal 
leather items. 


Modern Silverplate Chest 
Introduced for Fall Market . 


Being introduced for the Fall market by 
1881 (R) Rogers (R) Silverplate, is the 
“Presentation Chest.” It is in mahogany 
finish, modern line and fitted with brass 
coverlift for convenient usage. It is lined 
with anti-tarnish bright red velveteen and 
set off with white satin pleats. 





It is included with the 70-piece service 
in all patterns of 1881 (R) Rogers (R) 
Silverplate, retailing for $69.75. 


Beattie Jet Products 
Increases Advertising 


A stepped-up advertising campaign has 
been scheduled for Beattie Jet Lighters. 
Fall ads will appear in The Saturday 
Evening Post, The New Yorker, Sports 
Afield, Outdoor Life, American Legion, 
etc. 

in order for jewelers to take advantage 
of this advertising, Beattie Jet Products, 
Inc., is offering mats, point-of-sale mate- 
rial and information about its cooperative 
advertising plan. 


Pennwood Numerchron Co. 
Gets Government Contract 


After years of research the Pennwood 
Numerchron Co. has developed a 24-hour 
A.M./P.M. clock for use by Government 
service agencies. The company recently 
received a contract from the Civil Aero- 
nautics Administration for these highly 
specialized clocks which tell time on a 
24-hour system. 

Tentative plans have been made to mer- 
chandise a commercial 24-hour clock for 
use by private companies. 





Counter Display Cabinet 
Created for Cross Pencils 





This eye-appealing display cabinet for top 
of counter use features a_ well-balanced 
assortment of gold-filled and sterling silver 
Cross gift merchandise, including the new 
Century models. The cabinet finish is in 
gray oak, lined with royal blue velvet and 
light blue bengaline border. Pencils and 
pencil-reels retail from $1.50 to $5. 


—— 


Seasonal Flasher Display 
Developed by Wadsworth 


A new flasher display unit has been de. 
signed by Wadsworth featuring five 
watches. Illustration poster can be changed 
with the seasons, giving the display year 
round practicability. Christmas theme is 
pictured and other inserts included with 
set are back-to-school, birthday, anniver- 
sary and graduation. 


Watch Display Stresses 
Diamond Fashion Angle 


Diamond watches will assume major im- 
portance in the ladies watch market this 
year as fashion conscious women look to 
new styles and different creations, accord- 
ing to Holzer Watch Co., 501 Fifth Ave., 
New York. 





Holzer Watch Co., national distributor of 
Tissot watches, has made available to 
Tissot dealers a special diamond watch dis- 
play presenting diamond watches against 
a background of black lucite. This display 
holds three Tissot diamond watches and 
is attractive as either a window or counter 
display. 
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princely Executive Visits 
World's Fashion Centers 

Joseph Miles, Princely Jewelry Co., re- 
cently completed a 52,000 mile journey, 
than twice the distance around the 
world at the equator. By visiting the 
important fashion centers he saw first 
hand what was being done and what was 
being planned in the costume jewelry field 
‘n these countries: France, Germany, Bel- 
gium, Holland, etc. 


more 





Revolving Hand Display 
Created for Keepsake Rings 

A unique “revolving hand” display for 
Keepsake Diamond Rings is attracting wide- 
spread attention in the windows of author- 
‘zed Keepsake jewelers this season. Rising 
from its pink veiled cuff, a graceful femin- 
ine hand adorned with a Keepsake diamond 
engagement ring turns slowly in a 90- 
degree arc. The white base and light green 
pedestal accommodate six display boxes. 


~ 
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This showpiece was created by the A. H. 
Pond Co., Inc., in support of the vast Keep- 
sake national campaign in 1] leading maga- 
zines this Fall. The campaign is spear- 
headed by full-page, full-color ads in Life, 
Look and Seventeen. 


Broadway Star Models 
Cultured Pearl Gown 

Broadway stage star Vivian Blaine 
modeled the fabulous Imperial Pearl Syn- 
dicate’s $100,000 all cultured pearl gown 
in New York recently. The gown has been 
donated to the Damon Runyon Memorial 





Fund for Cancer Research. She is seen 
with Joseph Goldstone, president of Im- 
perial Pearl Syndicate, who came from 
Chicago to attend the various appearances 
of Miss Blaine in connection with her 
modeling the gown. 
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Colorful Christmas Display Merchandiser Introduced by Anson 











To help jewelers in their Christmas merchandising endeavors, Anson Inc., has created a 

wide assortment of display merchandisers, one of which is pictured above. This red 

velvet covered Christmas display comes complete with removable Santa Claus scene, 

displaying six assorted medium priced men's jewelry sets. The complete unit contains 12 

assorted sets, two each of the patterns illustrated. The cost of the sets, including free 
display and boxes, is $38. 





Tableware Display Unit 
Offered by Reed & Barton 


Reed & Barton Silversmiths recently in- 
troduced a permanent small space display 
to show coordinated silver, china and 
crystal patterns. This store fixture is de- 
signed to stimulate interest and dollar 
volume in fine tablewares among franchised 
Reed & Barton dealers. 








Constructed of solid wood throughout 
and covered with quality Karess gray vel- 
vet, these small displays have been de- 
signed as permanent store fixtures. Each 
display holds a luncheon knife, fork and 
tea spoon in sterling, a standard 10 in. 
dinner plate and a water goblet. Displays 
are available at $2.75 net each. 


Electric Flasher Display 
Pushes Lay-A-Way Plan 
Edwin Freed, Inc., New York City dis- 


play firm, has created an unusual electric 
flasher “Lay-A-Way” display that has a 
useful purpose in store windows from now 
until Christmas. This three-dimensional dis- 
play has an electrical attachment which 
causes a constant flashing and gets atten- 
tion day and night. 

The company announces that its annual 
Christmas display catalog is ready for dis- 
tribution. 





Swank Announces Extensive 
Christmas Promotion Program 


The biggest Christmas gift promotional 
program in its history was announced 
recently by Swank, Inc. Keyed to the 
theme “Gifts he will treasure from Swank’s 
Gift Shop,” the program provides a co- 
ordination between double-page, full-color 
spreads in Life and The Saturday Evening 
Post and a three-sectional display unit 
that features the same merchandise and 
capitalizes on consumer identification at 
the point-of-sale. 


Longines Symphonette Plans 

Personal Appearance Tour 
Longines-Wittnauer jewelers in more 

than 125 cities across the nation will have 


the opportunity to participate in an unusual 
promotion during the 1952-53 concert 


season. Throughout this period, already be- 
cun, the Longines Symphonette is making 
its third consecutive personal appearance 
before 


tour performing paid-admission 


audiences. 





Mishel Piastro, its distinguished conduc- 
tor, will guide the members of the Longines 
Symphonette from border to border. They 
will appear in both large cities and small 
college towns. The Longines Symphonette 
is now being heard over the coast to coast 
facilities of the CBS radio network every 
Sunday. 
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Hamilton Booklet Describes 
Christmas Selling Aids 


The Hamilton Watch Co., Lancaster, 
Pa., has prepared a small booklet listing, 
as well as illustrating, all the Christmas 
sales and advertising aids that are avail- 
able to Hamilton dealers. Hamilton is 
offering over-the-counter folders with 
dealer’s imprint, posters, blotters, book 
matches, newspaper mats, etc. Apart 
from these Christmas aids, the booklet 
lists Hamilton’s material for the 1952 
Watch Fashion Parade. 


Display Unit Shows 
New Admiral Bracelets 


Expansion indentification bracelets for 
all members of the family are included in 
the new assortment of Admiral Expan-I- 
dent bracelets by M.F.G. Watch Band Co., 
Inc., New York. A one-piece “step-back” 
display unit displays the bracelets in their 
individual packages on three levels: top 
row for men’s bracelets, middle for ladies’, 
and bottom for teen-agers’. 





Each bracelet is individually gift-pack- 
aged in a gold-embossed box which, when 
opened, displays the bracelet against a 
background of maroon silk. 


Swiss Announce Judges Names 
In ‘Inspection Time’ Contest 


The Watchmakers of Switzerland have 
announced the names of the jewelry and 
horological trade association presidents 
who will act as judges in the fourth an- 
nual Swiss-sponsored “Watch Inspection 
Time” Contest. The contest closed Sep- 
tember 27. 

The judges are: 

Leo F. Henebry of the American Na- 
tional Retail Jewelers Association; Irving 
J. Wolfgang of the National Jewelers As- 
sociation; George J. Wild of the Horo- 
logical Institute of America; Norman 
Luth of the United Horological Associa- 
tion of America; J. Philip Sommer of the 
National Watchmakers Association; Eu- 
gene Swigart of the Watch Material Dis- 
tributors Association of America, and Jack 
Montgomery of the National Wholesale 
Jewelers Association. 

The hundreds of entries received in the 
contest are now being screened and win- 
ners of the $1,000 in prizes will be an- 
nounced in the December jewelry and 
horological trade press. 


246 : 











Cultured Pearl Display 
Introduced by Neptune 





Neptune Cultured Pearl Syndicate, 550 
Fifth Ave., New York, is offering the above 
counter display unit free to all jewelers 
who purchase the company’s “Gem of the 
Ocean” promotion. Marvin S. Greenhut, 
sales, advertising and promotion manager, 
created this attractive unit in order to aid 
jewelers in building up a cultured pearl 
department. 


Beauty Contest Winner 
Receives Diamond Bulova 


Miss Pat Lavelle, 19 year old winner of 
the New York Journal-American “Miss 
Surfmaid” contest of 1952, was recently 
presented a $550.00 diamond Bulova watch. 
The presentation was made by Deputy 
Commerce Commissioner, James E. Sauter, 
Chairman of the Mayor's Entertainment 
Committee. 

Miss Lavelle won the crown of “Miss 
Surfmaid” from an original group of 130 
girls photographed at New York City and 
vicinity beaches. 


-— ———-— = 


Olympic Official Praises 
Omega Timing Equipment 

The Omega Watch Co., Bienne, Switzer- 
land, recently received a cablegram sent 
by Olani Suvanto, sports director of the 
International Olympic Committee. Mr. 
Suvanto, on behalf of all participants of 
the Olympic Games, personally thanked 
the Omega Watch Co. for the perform- 
ances of both Omega timing equipment 
and Omega personnel at the 1952 games 
held this past summer at Helsinki. 


Christmas Signs Ready 
For Elgin Retailers 





Christmas car cards and billboards are 
now available free to Elgin dealers. The 
sign is an eye-catching design and it pro- 
vides a large area for store name and ad- 
dress. Elgin will underwrite all production 
costs and supply as many “signs of Christ- 
mas” as dealers desire. Dealers pay only 
space costs. 














Rodana Watch Ad 
Cited as Outstanding 


The Warren Paper Co., one of the 
largest paper mills in the country, has 
selected a 4-page, 4-color insert prepared 
by Gramercy Advertising Co., Inc., of 
New York for the Rodana Watch (Co. 
Inc., as one of the outstanding printed 
pieces produced during 1952. 

This insert is available to authorized 
wholesale Rodana distributors as a cata. 
log insert as well as an imprinted direct 
mail piece. 


Unusual Clock Display 
Available to G-E Dealers 


General Electric has made this unusual 
clock display available to its dealers. Three 
G-E kitchen clocks plug into a three-way 
electric outlet on back side of the masonite 
display. If any one clock varies as much 
as three seconds from anv other clock at 








any time, customers noting the discrep- 
ancy receive a clock at no charge. Cost of 
the display to dealers is $3.95. 


Handy & Harman to Exhibit 
At National Metal Congress 


At the National Metal Congress in Phila- 
delphia, October 20-24, Handy & Harman 
will have a live exhibit featuring Easy- 
Flo and Sil-Fos silver brazing alloys. Of 
interest will be a new high production 
brazing job located in the center of the 
booth, demonstrating how two pieces of 
metal can be rapidly and _ permanently 
joined with Easy-Flo silver brazing alloy. 
At another table, torch brazing will be 
used to show how versatile this metal 
joining method can be, and Handy & 
Harman “Trimetal” will be demonstrated 
as a joining medium for tipping tools 
with cemented carbides. 


— 


Perfecta Device Levels 
Anniversary Clocks 


The new Perfecta “Leveling Table” ad- 
justs any anniversary clock to a level posi- 
tion, regardless of an uneven surface. Add- 
ing only an inch and a half to the over-all 
height, the Perfecta Leveling Table’s center 
contains a half-inch circular spirit level 
accurate to 1/10th of a minute. 
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G-E Clock Radio 
Adds New Features 
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The latest version of the General Electric 
clock-radio is displayed by model Virginia 
McKenna. This deluxe, six-tube Model 552, 
features an electronic appliance outlet, 
wake-up-to-music alarm buzzer, a slumber 
switch, and for the first time a phono jack, 
and an “Audio Magic” switch on the re- 
ceiver front which allows volume control of 
either record player or radio without re- 
course to a manual switch at the rear of 
the set. 

Available in pearly gray plastic and 
mottled mahogany plastic, the list price is 
$49.95 in zones | and 2. 


Counter Display Offered 
For Waterman's 52 Duo Set 





To help retailers merchandise its new "Sky- 

writer 52" fountain pen and matching "Ball 

Pointer 52'' Duo Set, the Waterman Co. is 
offering the above counter display unit. 








John A. Sullivan, mechanical division 
vice president in charge of Home Appliance 
marketing for General Mills, has announced 
the reorganization of the company’s home 
appliance selling staff. New regional sales 
managers are: J. A. Edwards, central 
region; L. G. Hocraffer, north central 
region; J. D. Peoples, southwestern re- 
gion: W. D. Peters, eastern region, and 
M. J. Sands, northeast region. 

New district sales managers are: B. B. 
Kinter, south central district; J. A. Van 
Dam, central district; Don Mattson, 
north central district; E. J. Martin, mid- 
western district, and R. I. McBath, east 
central district. 
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News of Personnel 








MILLER 


bros 


A. F. ROSENSTOCK 


Helbros 


IRVING 
Hel 


Larry Prigozen, national sales manager, 
Helbros Watch Co., Inc., announces the ap- 
pointment of two new salesmen, Irving 
Miller and A. Fred Rosenstock, to the 
firm’s sales staff. Mr. Miller will travel the 
midwestern sales territory of the U. S.., 
covering Illinois, Kansas, Missouri, Ne- 
braska and Oklahoma. Mr. Rosenstock will 
cover the District of Columbia, Kentucky, 
Maryland, Ohio, Virginia and West Vir- 
ginia. . 


Robert J. Malone has been named sales 
representative of the Jacques Kreisler Mfg. 
Corp., for Cleveland and surrounding areas, 
it was announced by Julien Keilus, sales 
manager. Mr. Malone, formerly associated 
with Oneida Ltd., will also cover Mans- 
field, Sandusky, Akron, Canton and 
Youngstown. 





ie em . 





MARVIN GREENHUT 
Neptune 


ROBERT MALONE 
Kreisler 


Marvin S. Greenhut, formerly asso- 
ciated with the Imperial Pearl Syndicate, 
has been appointed sales, advertising and 
promotion manager of the Neptune Cul- 
tured Pearl Syndicate. Mr. Greenhut will 
make his headquarters at the firm’s execu- 
tive offices at 550 Fifth Ave., New York 
City. 

It was also announced that Neptune’s 
sales force has been expanded. The follow- 
ing are new representatives: B. Barr, 
covering the southwest area; W. Cohen, 
the South: M. Koppel, eastern seaboard; 
C. Kamile, central northwest; I. Eben- 
stein, middle eastern states; A. Fischer, 
west coast: G. Dolin, western states; 
M. Marks, New York office: and M. 
Kantor, New York City and New Jersey. 








Ray Haydel, former buyer with Cole- 
man E. Adler & Sons of New Orleans, is 
now representing Tuttle Silver Co. and 
Smith & Smith of North Attleboro, Mass., 
in the South and Southwest. 


Jules Hochman, vice president in charge 
of sales for Flex-Let Corp., East Provi- 
dence, R. I., announces the appointment of 
Erwin E. Goldman to the sales staff. 
Mr. Goldman will handle the Flex-Let line 
of watch bands and Beau Brummel men’s 
jewelry in Alabama, Mississippi, Louisiana 
and Arkansas. 





ERWIN GOLDMAN 
FlexLet 


FRANKLIN ROGERS 
Elgin 


Franklin Rogers has been appointed 
southwest district salesmanager for Elgin 
National Watch Co. He will supervise the 
company’s field representatives in Arkansas, 
Louisiana, Mississippi, Missouri, Oklahoma, 
Texas, and parts of Illinois, Kentucky and 
Tennessee. 





Copeland & Thompson, Inc., importers 
of Spode china and dinnerware, announced 
that George E. Thompson is taking over 
the accounts formerly covered by Francis 
J. Kilian, who died recently. Mr. Thomp- 
son has been in charge of the New York 
showrooms since his discharge from the 
U. S. Army after W.W. II. 


——_—_____. 


Jay H. Fleishman, formerly associated 
with Marchal Jewelers, New York City, has 
joined A. Blumstein, Inc., to sell Lucien 
Piccard watches on the West Coast. 


J. H. FLEISHMAN 
A. Blumstein, Inc. 





The New England Diamond Corp., 43 
W. 47th St., New York, has announced 
that Julius Kramer has joined the firm’s 
sales staff. 
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Special Notices 


“Situation Wanted’’—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 


“Help Wanted”—*“Lines Wanted”? and “Side 

Lines’’—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 
All other headings—regular type $6.00 first 
25 words; additional words, 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials and abbreviations 
count ag words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 


To avoid unnecessary correspondence men- 
tion your location in the advertisement. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of recommendations. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 








MANAGER: credit jewelry volume oper- 
ator, top experience; will locate any- 
where. Address “P., 970,’ care J C-K. 


YOUNG lady, many years experience in 
diamond field, assorting and picking for 
mountings; desires responsible position ; 
knowledge of all phases of office routine. 
Address “E., 958,’ care J C-K. 





WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
ere: concern. Address “C., 1035,’ care 








GENERAL manager-supervisor, complete 
knowledge volume credit jewelry stores ; 
location immaterial. Address “R., 971,” 
care J C-K. 





A-1 Jeweler and diamond setter; 30 years’ 
experience ; desires position in first class 
ea store. Address “N., 917,” care 





ASSOCIATE gemologist, American Gem 
Society, graduate G.I.A.; six years’ ex- 
perience, desires position with future. 
Address “P., 919,” care J C-K. 





BOOKKEEPER, full charge, accounting 
background; heavy experience; highly 
efficient, above average. Address “R., 
2926,’ care J C-K. 





JEWELER; 10 years’ experience on plati- 
num, gold; can do light special orders 
and repairing; no setting; wishes posi- 
tion: moderate salary. Address “W., 
976,”’ care J C-K. 





WOMAN, experienced with leading dia- 
mond ring manufacturer, full charge of 
orders, repairs and general detail work; 
references. Address “J., 964,’ care 





ENGRAVER: desires permanent position 
in jewelry store; long experience, mono- 
gram and lettering; 40 hours a week; 
South preferred. Address “F., 959,” 
care J C-K. 





MANUFACTURING jeweler, engraver and 
diamond setter; do carving; enameling, 
etc.; seeks position retail store only; 
30 years’ experience; married. Address 
“L., 939,” care J C-K. 





SALESMAN-MANAGER, seeks new posi- 
tion ; family man; 13 years’ experience; 
thoroughly experienced in every phase 
of retail jewelry business. Address “K., 
938,’ care J C-K. ' 





WATCHMAKER; 30 years’ experience, 
with fine stores; prefer position in 
Maine or New Hampshire; excellent 
references; age 51. Lorimer S. Lewis, 
10 Bank St., Brunswick, Me. 


DIPLOMATICALLY powerful salesman 
seeks responsible job reputable jewelry 
store; very successful experience dia- 
monds, watches, etc.; best results guar- 
anteed; reference. Address “D., 987,” 
care J C-K. 





WATCHMAKER-engraver-salesman; 18 
years’ retail experience; presently em- 
ployed ; relocate anywhere ; married; 42 
years old; three children; salary $90 
per week; references. Address “D., 
1010,” care J C-K. 





ENGRAVER, desires permanent position 
in high class store; many years’ ex- 
perience in lettering, monogram, carv- 
ing, chasing, relief and ornamental work, 
ring sizing and minor repairs. Address 
“R., 930,’’ care J C-K. 





FIRST class watchmaker, capable of 
close timing, Bowman technical school 
graduate, 25 years’ experience; starting 
salary $55 weekly; single and sober; 
good references; Florida preferred. 
Milton L. Miller, Leesburg, Fla. 





MANAGER-salesman, 20 years retail ex- 
perience, buying and selling diamonds, 
watches and fine jewelry; certified 
gemologist; desires position with repu- 
table firm New York State or Connecti- 
cut. Address “L., 966,’’ care J C-K. 





BOOKKEEPER, F.C., 19 years excel- 
lent and thorough experience cred- 
its and collections, accounting, office 
management, and administration, in 
jewelry field. Address “H., 972,” 
care J C-K. 





YOUNG woman, F. C. bookkeeper, selling 
ability, thoroughly experienced every 
phase diamond and jewelry business, 
seeks position diamond house; Metro- 
wi area. Address “K., 721,’ care 
J C-K. 





BOOKKEEPER -accountant; top execu- 
tive; correspondence, credits, collec- 
tions; expert knowledge of office and 
merchandise, exceptional record; seek- 
ing responsible position. Address “E., 
674,’ care J C-K. 





DESIGNER - modelmaker; unusually 
creative and fine craftsman; years of 
domestic and European experience; 
also sculptured charms, medals, etc.; 
desires responsible position. Address 


“P., 994,” care J C-K. 





MANAGER, 41, employed, seeks greater 
incentive; top personality, diversified, 
New York, small town experience, sales, 
credits, displays, advertising, promo- 
tions; responsible family man; $100 
plus percentage. Address “E., 715,” 
care J C-K. 








ENGRAVER; high class workman desires 
position for the Winter in high class 
store or shop; long experience doing 
artistic monograms and lettering on gold 
and silver; Southeast section: A-1 ref- 
erence. Address ‘“Mono., 929,” care 
J C-K. 





MANAGER-salesman, Hollander, just re- 
turned from the Orient and Europe; 
speaks five languages; age 36; single; 
willing to travel; experienced in all 
branches of jewelry-business; good 
~~ Address “A., 1005,” care 





WATCHMAKER, experienced, _reliap) 
married, wishes position in sma]] jewel’ 
ry store whose owner is planning ‘to re. 
tire; objective to buy store later - 
southern Connecticut or Long Island 
preferred, but not necessary. Address 
“R., 920,” care J C-K. F 





ltl rrr, 

MANAGER; age 46; married; 25 yearg 
experience credit jewelry line; thorough 
knowledge selling, buying, window trim- 
ming, credits, collections, promotions 
etc.; presently employed ; southern (al! 
ifornia preferred. Address “T., 974» 
care J C-K. 








MASTER watchmaker, chronograph tech- 
nician, light jewelry repair, 20 years’ 
experience; 42; sober; reliable; desires 
job, or lease repair department, pro- 
gressive concern in South; minimum 
salary $85 weekly. Address “B., 927,” 
care J C-K. 








WATCHMAKER; experienced in large 
volume department, all Kinds of watches 
and complicated watches; have good 
job with good salary, but want per. 
manent job back home in Virginia or 
Carolina area ; Indiana license and good 
i. aa Address “R., 943,” care 
J c- 








$100 a week, obtains the loyal and able 
services of a reputable gentleman, dia- 
mond expert, having 35 years’ genera] 
diamond industry experience; complete 
knowledge of diamonds from their orig- 
inal rough state, through their practical 
cutting, to mounting and selling. Ad- 
dress “J., 937,’ care J C-K. 





CALIFORNIA; $100 weekly gives you 
proven sales building executive with un- 
matched versatile experience, indepen- 
dent, chain, major department stores; 


buying, promotion, managerial ; dia- 
monds, watches, silverware, jewelry, 
accessories; top references. Address 


“W., 949,” care J C-K. 





WATCHMAKER, Swiss trained; 38; 
head man; 10 years in present posi- 
tion; best clientele; excellent refer- 
ences; seeking position in Cali- 
fornia, with fine store which desires 
outstanding mechanical ability, and 
integrity; available January 1. Ad- 


dress **T., 932,” care J C-K. 





MANAGER-SALESMAN, fully experi- 
enced, able to take charge, excellent 
salesman; thorough knowledge in all 
phases of merchandising, display, credits 
and buying; have unusual ability to 
create friendships; presently employed ; 
prefers Midwest or Western States; ex- 
cellent references. Address “Y., 979, 
care J C-K. 





MANAGER, retail jewelry, age 35, married 
and two children, 15 years’ experience, 
eight years in cash type store and seven 
years in credit store; good salesman, 
and window trimmer; experienced in 
buying, credits and _ collections, also 
camera and optical departments; desires 
permanent connection with reliable firm 
offering incentive and good future. Ad- 
dress “S., 945,” care J C-K. 


GENERAL manager; 20 years’ 
thorough experience in installment 
jewelry business; buyer, general 
manager, advertising, promotions, 
credit and collection; was with chain 
of 12 stores, volume running inio 
seven figures; at present employed 
in above capacity; best of references 
and fine appearance; will travel 
anywhere. Address “A., 737,” care 


J C-K. 


MANAGER and salesman, neat, bondable, 
colleze graduate, 44 years of age; have 
23 years of experience in the credit 
jewelry business; am seeking connec- 
tion with reliable firm that can use 4 
man, who knows the credit business 
thoroughly ; have managed units, doing 
from one-quarter million to one million 
dollars gross per year; will consider 
connection anywhere in or out of the 
U.S.A.; compensation adjustable. Ad- 
dress *“‘M., 916,’’ care J C-K. 





— 





—,, 
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SITUATIONS WANTED—Continued 





GEMOLOGIST considering change, over 
15 years jewelry store experience, 
thorough knowledge all phases of 
jewelry business, including watch re- 
pairing ; intensive training and experi- 
ence with diamonds and colored stones, 
appraising, etc. ; 32 years of age, 
family ; good appearance ; excellent ref- 
erences; interested in responsible posi- 
tion with finer type jewelry store ; locate 
anywhere. Address “T., 999,” care 


J C-K. 








MANAGER-salesman-buyer, with full ex- 
perience, capable of taking complete 
charge of a retail jewelry store, or its 
departments, buying, selling, advertis- 
ing, with executive ability to delegate 
work; full Knowledge of factory and 
import lines and personnel, special order 
work, jewelry and watch repair de- 
partment; 380 years of continuous ex- 
perience in jewelry store operation ; past 
10 years exclusively as buyer in all 
departments; will represent good ‘“‘fac- 
tory to dealer’ line or “retail jewelry” 
store or “import or export’’; will con- 
sider any State, territory or foreign lo- 
cation; fine appearance; fine person- 
ality; age 54; height 6 feet; interview 
or complete details and photo upon re- 
quest ; capital to invest if future opera- 
tions justify; compensation based on 
results of experience and ability; my 
job would be based on making your 
business operate at a profit, it’s that 
simple; can furnish the best of bank 
and trade references. Address “‘A., 986,” 
care J C-K. 








Lines Wanted 





PACIFIC COAST salesman, well known 
and established, desires line 14K jewel- 
ry, genuine stones, or platinum line for 
ro _ Address “F., 2608,” care 





MANUFAC TURERS’ _representative, 
covering Middlewest, selling to whole- 
salers, wants line of gold filled or brass 
costume jewelry, or any fast moving 
items ; can produce volume. Address 
Circular 255, Room 1415, Heyworth 
Bldg., Chicago 2. 





RELIABLE, bondable salesman wishes to 
acquire two or three quality manufac- 
tured lines with dealer and consumer 
acceptance; will cover Minnesota, Wis- 
consin, Iowa, North and South Dakota. 
Address “‘A., 951,” care J C-K. 





SALESMAN, traveling Texas, desires an 
earring line in various prices; western, 
genuine stone, gold, gold filled, plastic, 
roll gold plate, synthetic stone, etc.: 
can you furnish a few or all of these 
earrings to the trade; my fee is 15%. 
% a Roberts, 221 Clutter, San Antonio 
, Texas. 


a 


WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 











A DIAMOND dealer established for sev- 
era] years on Fifth Avenue, New York 
City, is opening a branch office in the 
business center of Miami, Florida: we 
can act either as an agency or as a 
distributor for a reputable watch and 
Silver flatware firm; excellent bank 
references available. Address “A., 759,’’ 
care J C-K, 


RESIDENT Southern salesman, with 
established following in the fine retail 
Jewelry stores throughout South and 
Southeast, desires well accepted, proven 
jewelry line; draw against commission ; 
also will consider outstanding side line 
not conflicting with present line, with 
earning record in five figures; commis- 
wr: basis. Address “S., 973,” care 

















Side Lines 








SEMI-PRECIOUS stones and diamonds; 
we need a man with another non-con- 
flicting line to carry our line in New 
York and out-of-town. Address “C., 
985,”" care J C-K. 





SALESMAN; Swiss watch experience, 
competitive prices; give full details and 
references in first letter; replies kept 
— Address “Y., 950,’ care 





SALESMEN wanted for small exclusive 
line of imported sterling gift items, 
which do not conflict with flatware or 
costume jewelry; commission. Address 
“D., 891,” care J C-K. 





MANUFACTURER of popular _ priced 
plated hollowware has Midwest, middle 
Atlantic and Southern territories open; 
only men with good record considered ; 
please give complete details in appli- 
cation. Address “D., 906,” care J C-K. 





QUALIFIED salesman, for established 
manufacturer of 14k charm chains, at- 
tachments, men’s jewelry, exclusive 
bracelet watches, to sell better retailers 
and/or wholesalers; territories open. 
Address ‘“G., 910,” care J C-K. 





DISTRIBUTOR of one of country’s big- 
gest G.F. and sterling ring lines has 
opening for experienced man with fol- 
lowing for Kentucky, Indiana, Ohio and 
Michigan; this territory has been con- 
Sistently covered for many years up to 
the present time. Address “A., 918,” 
care J C-K. 





SALESMEN; long established concern 
offers profitable, complete side lines 
of popular priced diamond rings, 
plain and engraved wedding rings to 
men with established retail follow- 
ing; inquiries treated with utmost 
confidence. Address “S., 782,” care 


J C-K. 


SALESMEN wanted; excellent opportun- 
ity for top notch men with following 
among wholesalers in the South, Middle 
West and West, to sell outstanding line 
of ladies’ hand carved wedding rings, 
bridal sets and fancy rings, for well 
established manufacturer; commission 
basis; state full details. Address “N., 
968,’ care J C-K. 








SALESMAN, to represent manufactur- 
er of diamond rings in Middle West; 
accounts Pennsylvania to Colorado; 
line includes ladies’ diamond sets, 
men’s rings, promotional _ bridal 
pairs; drawing account for experi- 
enced man with following. S. Rei- 
man & Sons, 64 W. 48th St., New 
York. 


SALESMAN; covering jewelry stores of 
one or several States thoroughly, to 
handle nationally known manufacturer’s 
line of interchangeable initial rings ; the 
line is well placed with leading stores 
in every State; sample line consists of 
one tray of the best selling initial rings 
made in U.S.A.; if you are a respon- 
sible salesman, handling a reputable 
line and would like to add our line with 
many accounts, send full particulars in 
a me Address “N., 993,” care 


SALESMEN, with following among 
wholesalers, catalogue and premium 
houses, to represent sole U. S. dis- 
tributors of world famous Lemaire 
binoculars and opera glasses, plus 
allied promotional items; need 
salesmen for both East and West 
Coasts; top opportunity for good 
men; write present connections and 
full particulars. Jake Levin & Son, 
12th & Walnut Bldg., Kansas City, 
Mo. 











WELL known manaofacturer of mount- 
ings, wedding rings, princess and 
cluster rings, etc., selling to whole- 
salers, jobbers, chain stores and 
large users, has opening January, 
1953, for an aggressive, well estab- 
lished and known salesman in this 
field, who can produce volume busi- 
ness; territory Chicago, West, with 
established trade throughout; draw- 
ing against commission; reply and 
give full details in first letter. Ad- 
dress “K., 965,” care J C-K. 








Help Wanted 








WANTED: jewelry repairmen. Chas. F. 
Damm, Inc., Buffalo, N. Y. 





WANTED: A-1 jeweler, who can repair 
~~ = stones. Address “V., 1461,” care 





WANTED, two A-l watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





EXPERIENCED jewelry saleslady; state 
salary desired and give age. Peacock’s 
Jewelers, Wichita, Kans. 





WANTED; a salesman to cover New 
England, either part time or full time, 
on a commission basis. Address “F., 
893,’ care J C-K. 





EXPERIENCED watchmaker wanted; 
permanent position; write full details 
first letter. Winters, Jewelers, 120 North 
Broadway, Wichita, Kans. 





WANTED; watchmaker, nice personality, 
who can take in watch and jewelry re- 
pairs; write all particulars. Phillip’s 
Bros., Inc., Lynchburg, Va. 


WATCHMAKER -SALESMAN, splendid 
opportunity, give references, stating sal- 
ary and qualifications to Edwin Freed, 
care Alpert’s, Elmira, N. Y. 








JEWELER: capable of light repairs and 
engraving; state reference, experience 
and salary expected. Jewelers Service 
Co., P. O. Box 452, Augusta, Ga. 





WATCHMAKER, thoroughly experienced ; 
good references required for permanent 
position with good store in, Beloit, Wis. 
Write, Michael Brill, Beloit, Wis. 





SALESLADY; prefer girl from small 
town who has some experience in 
retail jewelry or silverware. William 


Crow, 910 16th St., Denver, Colo. 





SALESMAN; good following of jobbers, 
for gold and platinum ring line; a 
good opportunity for an experienced 
man. Address “G., 718,” care J C-K. 





WATCHMAKER, and some clock repair- 
ing; state age, experience, salary ex- 
pected, and give references. Mueller, The 
Jeweler, 17 E. Stephenson St., Freeport, 
Til. 





EXPERIENCED, capable retail sales- 
man; must be enthusiastic and pleas- 
ant: send particulars, age, photo, salary 
pang Peacock’s Jewelers, Wichita, 

ans. 





(Continued on page 250) 
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HELP WANTED—Continued 





WATCHMAKERS; wanted with experi- 
ence and high quality workmanship for 
Camp Polk, Louisiana shops. Write, 
Kronfeld Watch Repair, 623 Texas St., 
Shreveport, La. 





JEWELER and setter combined; fine 
position for good mechanic; if capable 
of taking charge, opportunity for ad- 
er ae Address “J., 925,” care 





DIAMOND assorter-salesman; New York 
and vicinity; must be live wire and 
efficient; write abilities, experience, ref- 
erences, age and salary. Address “C., 
907,”" care J C-K. 





SALESMAN to travel Ohio and Penn- 
sylvania for largest Ohio costume jewel- 
ry house; unusual opportunity for estab- 
lished man; high commission. Address 
“E., 892.” care J C-K. 





WANTED; watch and clock maker, for 
general store repair work in North- 
western Ohio; give full details and 
picture if possible in first letter. Address 
“C., 954,” care J C-K. 





JEWELER; all around jewelry repair 
man for general trade work; steady em- 
ployment; state qualifications and ref- 
erences. C. W. Yuchartz, P. O. Box 
117, Pontiac, Mich. 





WATCHMAKER, young; must do ring 
sizing and small jewelry repairs; excel- 
lent possibility for eventual store man- 
agement with fast growing concern. Ad- 
dress “B., 923,” care J (-K. 





WANTED; combination watchmaker and 
engraver who can meet the public; ex- 
cellent salary for experienced man; 
send all details. Phillip’s Bros., Inc., 
Lynchburg, Va. 





FOUR engravers; experienced jewelry let- 
tering engravers; good pay and steady 
work; located in New Jersey, 25 
minutes from New York City. Address 
“V., 948,’’ care J C-K. 





SALESMEN wanted; wedding ring and 
stone ring line to be sold to the small 
retail jewelers on terms; territories out- 
side of New York and South open. Ad- 
dress “E., 492,’’ care J C-K. 





COMBINATION jeweler-engraver-stone 
setter, for fine old established retail 
store; splendid working conditions; at- 
tractive city and climate; satisfactory 

~ yar Carpenter-Matthew, Asheville, 


+ . 





SALESMEN; manufacturer of leading 
promotional line of sterling and sil- 
ver plated hollowware; several 
choice territories open; give resumé 
in strict confidence. Address ‘“*W.., 


409,.”" care J C-K. 





SALESMAN; carry line of jewelry, 
mounted and unmounted goods of long 
established house; commission basis: 
Southern territory. Write, Chase Rand 
ex 64 W. 48th St., New York 19, 
N. s 





SALESMAN; have permanent position 
open for jewelry salesman; if inter- 
ested in coming to Southern Cali- 
fornia, send qualifications to, 
Arthur’s Jewelry Store, 460 E St., 
San Bernardino, Calif. 


WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
in ae letter. Address “R., 2165,’ care 
I Ou 





GOOD, all around jeweler; some spe- 
eial order work and fine alteration 
work; permanent position in large 
Texas city; state experience, age 
and hourly pay wanted in first let- 
ter. Address “E., 1006,”’ care J C-K. 





SALESMAN, side line, with established 
following, wanted by manufacturer of 
unusually designed gold diamond rings 
and diamond bridal sets; write terri- 
tories you cover and full details. Ad- 
dress “M., 967,” care J C-K. 





AGGRESSIVE jewelry salesman for 
responsible position; starting salary 
$75 weekly, plus commission. Write, 
Rogers Jewelers, 5 N. Illinois St., 
Indianapolis, Ind. Attn. J. Blick- 


man. 





DYNAMIC salesman for a new highly 
styled quality jewelry line, one sample 
case; very high commissions; please 
give references, line now carried, if 
any, and present territory. Address “‘A., 
885,"’ care J C-K. 





WATCHMAKER, experienced; perm- 
anent position; air - conditioned 
store; state in reply experience, and 
salary required; floaters do not an- 
swer. Earl B. Davidson, Lebanon, 


Ohio. 





LICENSED watchmaker, for complete 
charge of repair department in jewelry 
store located in southern Wisconsin; 
must be able to meet public and do high 
class work; please state qualifications 
and salary expected in first letter. Ad- 
dress “G., 894,’’ care J C-K. 





EXPERIENCED jewelry salesman; 
wanted for large store in Indianap- 
olis, Indiana; starting salary $125 a 
week, plus commission. Write to 
*S., 998,” care J C-K. This is an ex- 
cellent opportunity if you are the 
right man. 





WATCHMAKER;; thoroughly experienced 
and reliable with complete set tools 
and Watchmaster; permanent position 
in modern air-conditioned store, on 
salary or percentage basis; reply with 
photograph. Pollock’s Quality Jewelers, 
Key West, Fla. 





DIAMOND setter and all around jewel- 
ry repair man to take charge of de- 
partment; salary $100 weekly to 
start; two weeks paid_ vacation. 
Write, Rogers Jewelers, 5 N. Illinois 
St., Indianapolis, Ind. Attn. J. Blick- 


man. 











SECRETARY, sales lady, experienced re- 
tail jewelry, age 26 to 45, neat appear- 
ance, take dictation, some knowledge of 
bookkeeping, and help on sales floor of 
modern air-conditioned store; perma- 
nent position; enclose photo with de- 
tailed reply. Pollock’s Quality Jewelers, 
Key West, Fla. 


SALESMEN with following, by long es. 
tablished wholesale jewelers and wa 
importers selling popular priced mer. 
chandise, nationally advertised brands: 
covering Southern and Western terri: 
tories; residing in vicinity; travel py 
car; drawing against commissions; ref. 
erences. Address “R., 2622,” care J C.K. 








WATCHMAKER;; experienced and ea. 
pable; permanent position with 33 
year old firm; tri-city community of 
27,000; please give qualifications, 
experience, references and salary ex. 
pected in first letter. C. A. Jensen, 
Jewelers, 709 First St., La Salle, II], 








SALESMEN, to represent old established 
imported watch line; must have follow. 
ing among retail jewelers or premium 
and house to house firms; commission 
basis with drawing account later; non- 
conflicting side line permitted: severga] 
territories now open. Address “D., 1007,” 
care J C-K. 





WELL known manufacturing jeweler 
of 14K diamond set earrings, en. 
gagement ring sets and dinner rings 
has several territories open for sales. 
men with established following 
amongst retail jewelers; replies 
strictly confidential. Address “€., 
842.” care J C-K. 





LARGE store in Middle West has opening 
for salesman, manager, buyer in jewel- 
ry, china and gift department now doing 
about $75,000; possibilities at least 
double; must be capable of full respon- 
sibility, willing to work for earnings 
commensurate with volume of sales; 
major volume jewelry. Address “C,, 
889,’ care J C-K. 





MANAGERS and _ assistant managers 
needed by Alpert’s with stores located 
in Elmira, Corning and Cortland; we're 
expanding; if you’re looking for a real 
future, write full qualifications in_con- 
fidence, age, starting salary desired and 
draft status, at once; here’s a real op- 
portunity for you. Write to Edwin 
Freed, care Alpert’s, Elmira, N. Y. 





SALESMAN, South Africa diamond 
importers selling better stores, re- 
quire services of salesman with non- 
conflicting line; rare opportunity; 
all territories open; outline experi- 
ence fully, which will be kept in 
strictest confidence. Address D., 


$18,” care J C-K. 


a 





WANTED; high calibre man for manager 
of credit jewelry store in large indus- 
trial city in Michigan; must be thor- 
oughly conversant with all phases of 
credit operation, including personnel, 
collections, advertising, and merchan- 
dising ; good starting salary and excel- 
lent future possibilities. Address “B., 
886,’ care J C-K. 


— 








A NATIONALLY known diamond ring 
house has several territories open for 
active salesmen with established follow- 
ing in Tennessee, Kentucky, Louisiana, 
Arkansas, Texas, Oklahoma, and Ala- 
bama; very liberal drawing against 
commission; all information kept in 
strict confidence ; our salesmen know of 
this ad. Address “S., 931,” care J C-K. 
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HELP WANTED—Continued 


ooo 


EXPERIENCED jewelry salesman, (with 
non-conflicting lines) with good retail 
jewelry store following, wanted to rep- 
resent importers of established up-to- 
date, low priced, fine Swiss watch line ; 
territories open, New York State, Texas 
and Middle West; we have established 
accounts in these territories; commis- 
sion basis. Address “D., 956,” care 
J C-K. 











—————e ee__™ 


JEWELER, with from 15 to 20 years’ 
experience; fine mechanic, who has 
business ability and fine character, and 
capable of managing a small shop that 
is anticipating expanding further; 
answer in detail as to experience that 
you have had in the manufacturing of 
gold and platinum jewelry, and produc- 
tion work. Address “N., 926,’’ care 
J C-K. 


——— 


ADDITIONAL salesmen wanted for un- 
usual costume jewelry for department, 
gift, specialty, and jewelry stores; this 
merchandise is imported and is of the 
most unusual type; nothing like it made 
or sold in the United States; fast mov- 
ing item for men who know the trade; 
please state territory and give resumé. 
Address, Mibo Import-Export Corp., 
P. O. Box 6, Highland Mills, N. Y. 











SALESMAN wanted; large manufacturer 
of popular priced line of silver plated 
hollowware, is open for good represen- 
tation for the States of Texas, Louisi- 
ana, Tennessee, Oklahoma, Alabama, 
Mississippi and Arkansas; only those 
who have a following and can produce 
results need apply; drawing account or 
commission basis; no objections to one 
or two side lines. Address “G., 991,’ 
care J C-K. 


———_ ——_—_ — a _ —_ ” — 


SALESMAN-manager; experienced man 
with top references, preferably between 
ages of 28-38; must be capable in all 
phases of retail credit jewelry opera- 
tions: fine working conditions; firm in 
business in city over 40 years; salary 
or commission open; state full particu- 
lars and details; must be able to accept 
position immediately. Rike’s Jewelry, 
a N. Main St., Pueblo, Colo. Phone 

7 





——-_— = —_ = $$ 


SALESMAN for Middle West; oppor- 
tunity to connect with a manufac- 
turer of one of the country’s accept- 
ed and most progressive advertised 
lines of gold mountings and wedding 
rings to match, gents’ mountings; 
we are seeking a top-notch man 
only, with extensive experience and 
following among wholesalers and 
chain stores; replies confidential. 


Address “*N., 942,”’ care J C-K. 


———— 





CREDIT and collection manager, to take 
complete charge of credit department 
in large credit jewelry store in southern 
city of 150,000; must be fully experi- 
enced in every phase of credits and col- 
lections; must be willing to work hard 
to produce results; this is a wonderful 
opportunity for the right man to ad- 
vance with a large expanding organiza- 
tion; salary $5,200 a year with many 
Par, bane. Address “FE., 903,’ care 











SALESMAN, with strong jobber, whole- 
sale following, handle non-conflicting 
general line diamonds and diamond 
Jewelry, for one of largest diamond im- 
porters, cutters and buyers from the 
public; you can carry representative 
line of diamonds or just catalogue; we 
send diamonds on memorandum for in- 
spection and selection to firms you con- 
tact; our low prices sell the diamonds; 
you only make the contacts. Empire 
Diamond Corp., Empire State Bldg., 
New York City. 


INTERESTED in a better connection 
for 1953; ring manufacturer of na- 
tional repute has splendid oppor- 
tunity for a salesman with a follow- 
ing among the better retail and cred- 
it stores in the Southwest, to replace 
a member of the firm who desires to 
curtail his traveling; replies are in- 
vited from top-notch men only, stat- 
ing qualifications, past experience 
and references; strictest confidence. 


Address “*M., 940,” care J C-K. 


ROR EA ISS A RINNE IS AF ARMIES ARNE SO 
For Sale 


Stores, Stocks and Businesses 











JEWELRY and loan business, oldest in 
Santa Monica, California: sickness 
forces me to sell at sacrifice: clean 


Stock. Address “B., 928,” care J C-K. 











JEWELRY store, small, modern, attrac- 
tive; room to expand; ideal for watch- 
maker ; stock and fixtures $7,500: South. 
Address “T., 947,” care J C-K. 














JIWELRY §store in 
downtown, main street; established 
eight years; excellent repair; price 
$10,500. Address “G., 960,” care J C-K. 


South California, 





JEWELRY and repair business, long 
established; busy shopping center in 
Long Island, N. Y.; good credit poten- 
tial; price $15,000. Address ‘‘A., 980,” 
care J C-K. 





a 


SMALL modern jewelry store; Southern 
Montana » Milwaukee railroad watch in- 
spection ; good volume; excellent reason 
for selling; $15,000. Address “N., 692,” 
care J C-K. 











JEWELRY store, central Texas, good 
town, top location, clean stock, name 
brands, good lease, large room, beauti- 
ful windows; reason for selling, age. 
Address “P., 944,’’ care J C-K. 








MODERN store, 100% location, install- 
ment and cash; city 125,000, 50 miles 
from Boston; clean stock; lease; rent 
under market value; widow, retiring, 
personal reasons. Address ‘“V., 1000,” 
care J C-K. 





MODERN jewelry store; newest fixtures ; 
new, clean inventory ; Clyde, New York; 
General Electric employs about 500, 
considering expansion to employ 1000; 
reason for selling, death in family. 
Amos Ohmann, Jeweler. 





established jewelry store, cash, 
credit; modern air-conditioned; 100% 
location; Metropolitan area; wish to 
retire; opportunity two or more; prin- 
cipals only; terms to rated. Address 
“W., 1004,” care J C-K. 


OLD, 





ONE of Central Michigan’s leading jewel- 
ry stores, complete stock and equip- 


ment; owner leaving State; must be 
sold immediately. Write, call or see, 
La Noble Realty, 1516 E. Michigan. 


Phone 21637, Lansing, Mich. 














LONG established, profitable, jewelry 
store, small County seat town, South- 
west Missouri; excellent holiday busi- 
ness ahead; stock, fixtures, tools, ma- 
terial, invoice $9750. Address “B., 952,” 
eare J C-K. 








JEWELRY store, beautifully appointed, 
specializing in high-fashion costume 
jewelry; prestige location on Chicago’s 
near North Side; excellent potential for 
diamond business. Address Circular 
256, Room 1415, Heyworth Bldg., Chi- 
cago 2. 








STORE in southern city over 100,000 es- 
tablished over 20 years, for sale, with 
or without receivables; air-conditioned 
room, located on main street; as little 
as $10,000 can buy it; complete detaile 
to serious, responsible parties. Ad- 
dress “B., 981,’’ care J C-K. 








————————— — 


A GOOD and long established jewelry 
manufacturing shop, doing a nice busi- 
ness, is for sale; will require $150,000 
and a portion of this amount could be 
arranged in payments, for a reliable 
person; good reason for selling. Ad- 
dress “Z., 924,” care J C-K. 








WONDERFUL opportunity to acquire 
wholesale costume jewelry business, lo- 
cated New York City; complete facili- 
ties, attractive showroom, office, stock, 
shipping; moderate inventory; $1 to 
$15 retailers; going concern; owners 
must sell; principals. Address “E., 988,” 
care J C-K. 





LOOK, watchmakers; little gold mine, in 
beautiful Northwest; wonderful hunting 
and fishing; watch trade shop; owner 
now doing $800 to $1000 per month; 
wishes to retire; includes large duplex, 
automatic oil heat, air conditioning 
home for you, plus income and shop. 
Address “V., 975,’ care J C-K. 





Modern Jewelry store; established in Bay 
District, near San Francisco; all year 
around business; volume over $90,000 
annually; reasonable rent with lease 
available: excellent repair business; 
$75,000, including inventory, fixtures, 
tools and equipment; minimum cash 
required, $45,000; owner retiring. Ad- 
dress “C., 1008,” care J C-K. 


——— TD 





FACTORY for sale, because of illness; 
I. S. Manufacturing Co., 83 Canal St., 
New York, selling out; established 
jewelry business fully equipped for 
manufacturing; a complete casting de- 
partment, stamping, rollers, polishing, 
molds, models, plus many other articles 
which cannot be described: could be 
sold complete or by pieces. 


—————— 





~-— 


MODERN jewelry store, established 30 
years; retiring; excellent traffic loca- 
tion; nationally advertised lines; large 
volume watch repairs; opportunity and 
need for an optometrist in conjunction ; 
can guarantee lease as I own building ; 
terms to responsible party; references 
required. J. Arnold Johnson, Jewelers, 
2028 W. Superior St., Duluth, Minn. 








FOR SALE: leading jewelry store in 
northeastern Indiana town, population 
9000; established 39 years, doing cash 
business; only top prestige lines, in- 
cluding silverware and crystal, etc. ; 
reasonable rent: 100% location; good 
repair and watch work; use of name 
available to right party; selling for 
health reasons. Address “K., 912,” care 
J C-K. 








(Continued on page 252) 
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For Sale 


Tools, Equipments 





USED tools, benches, lathes, cleaning ma- 
chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





THREE, show cases, walnut finish, 5’x 
20”, including display units, $85 each. 
Paul O. Barre, 1509 Pleasant St., Fall 
River, Mass. 





RELIGIOUS jewelry hubs, over 70 in all 
including a complete line of Corpus 
hubs, and all the popular saint hubs. 
Apply, P. O. Box 824, North Attleboro, 

ass. 





USED, large and small jewelers’ benches, 
tools, vise, polishing motor, electric drill, 
and miscellaneous electrical and other 





shop equipment. Address “H., 961,” 
care J C-K. 
BLOND, custom made fixtures, korina 


wood, one and a half years old; three 
floor cases, 24” Wx 96” L; three gift 
gondolas, 30” Wx 96”L;_ two, 
wall cases; one costume jewelry bar, 
18” W x 48” L;; photos on request; finest 
fixtures in Southwest. George W. Huber, 
332 Jefferson N.E., Apt. F, Albuquerque, 
New Mexico. 








Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Annownce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





LOUIS LENHOFF, auctioneer, sales 
coast to coast, 3010 W. Chicago 
Blvd., Detroit 6, Mich. Phone: Tyler 
6-0439. 





HIGH class costume jewelry manufac- 
turer wishes connection with reputable 
jobbers to work with exclusive line of 
costume jewelry. Address “H., 992,” 
care J C-K. 





AMERICA’S foremost jewelry auction- 
eer; an auction service for jewelers 
who care; over three million in ac- 
tual cash results for 24 jewelers. 


Thomas J. Faussett, Howell, Mich. 





AUCTIONS; successfully and ethically 
eonducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
BS. 





M. C. MAXWELL, exclusive jewelers 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920, Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 





EVERY jeweler should read the testi- 
monial letter written to our firm; it 
is reproduced on page 254 of this 
issue. Alvin Freemount, Auctioneer 
and Appraiser, 4750 York Road, 
Philadelphia 41, Pa. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 





AUCTIONEER; 10 successful sales 
conducted in 1951; firm names fur- 
nished on request; all correspon- 
dence strictly confidential, Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





ATTENTION Mr. Jeweler; want to sell 
out, reduce stock, raise caSh, removal, 
remodel. Robert E. Jones Sales Co., 
Auctioneers, flat sale conductors; we 
buy, we conduct sale for you. Phone 
KE 1-8683, Cleveland, Ohio. 25 Years’ 
experience in over 500 stores. 





IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited cash for this purpose; write, 
wire or call at our expense; references ; 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madi- 
son St., Chicago 3, Ill. Randolph 6-7390. 





WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auction 
sale for you and finance any neces- 
sary funds needed for a successful 
sale; our long record in conducting 
auction sales is well-known in the 
trade. Louis Colmes, 637 Scranton 
Ave., Lynbrook, N. Y. Tel.: Lyn- 
brook 3-8044. 





OLD established jewelry store in finest 
year around resort hotel; good money 
maker; owner retiring, due to age, 
when assured proper individual can 
handle; no firms or brokers; wonderful 
opportunity for experienced jeweler; 
would require active participation and 
at least $10,000 as part interest; total 
investment about $40,000, or will retain 
a oe. Address “A., 908,” care 

C-K. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire 


t 
and fixtures, for cash; have a 
than 500 letters on file from jewel. 


ers endorsing our methods of on. 
eration; highest bank and men 
references; for immediate action 
write, wire, telephone, Earl Wilson 
of Wilson Sales System, 424 Madi 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 





$$ 


CASH for you immediately; R, A, Zan. 
one & Co, will solve your problem 
by paying cash for your store nov, 
or conducting a successful auction 
or flat sale; more than 25 year.’ 
experience; your reply held in stric, 
confidence; references; Dun & 
Bradstreet; Union & Planters Noa. 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today, 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 5-0660. 








DO YOU need cash; examine our 
guarantee sales method of obtain. 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished this 
amazing result for over 200 jewelers 
in the past two years alone; their 
thankful letters are in our files for 
your inspection. Wire, write or tele. 
phone, Manny Silverman, of Silver. 
man Sales Enterprise, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
Pl. 7-4693. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence held 
in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 








Wanted to Purchase 








WATCHMAKER, desires to buy small 
jewelry store in California; $5,000 to 
$15,000; please give detailed informa- 
tion. Address “V., 933,” care J C-K. 


ed 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 








WANTED to buy jewelry store, within 50 
miles of New York City or Miami, with 
leading sterling and watch lines. Ad- 
dress “‘C., 627,” care J C-K. 
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“WANTED TO PURCHASE—Cont. 








IF you have a store or stores for sale, at 
a fair price, located in the Southeast, 
we are interested in buying; all infor- 
mation confidential. Address “R., 168,” 


eare J C- 





SS 


CASH for watches, movements, solid gold 
eases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2018 
Ww. North Ave., Chicago 47, II. 








WILL purchase for cash, an established 
cash or credit store located in North 
Carolina or neighboring States; must 
have possibilities for an active promo- 
tion minded individual with successful 
background; replies confidential. Ad- 
dress “G., 769,” care J C-K. 





STORE wanted; will purchase small 
established jewelry store; good loca- 
tion, preferably in Tennessee, North 
Carolina, Kentucky or Alabama; 
population 10,000 to 35,000; con- 
fidential. Address “B., 909,” care 
J C-K. 


—_——— 


WATCHES wanted; all brands, any 
quantity; highest market spot cash 
prices paid; we buy surplus jewelry, 
rings, diamonds, etc., correspon- 
dence invited; references: Houston 
National Bank, Houston, Texas, 
Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 6th floor M & M Bldg., 


Houston 2, Texas. 








CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest prices; 
we send you a check at once and 
hold shipment intact for your ap- 
proval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jeweler’s Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 
108 Beale Ave., Memphis, Tenn. 





WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course, that it’s jewelry and belongs 
in a jewelry store; what’s more, 
we'll pay cash for it without hem- 
ming and hawing; wire or write your 
proposition or call. Ref.: Jeweler’s 
Board of Trade, Dun & Bradstreet, 
Manufacturers Trust Co., N. Y. 
Frank Pollak & Sons, since 1905, 
72 Bowery, New York, N. Y. Phone 
Canal 6-2854. 


RAE IT RE ot ONAL. NEARS A ISTE AE ANTEC E RS 


Watch Work, etc., for 
the Trade 





EE 





SINCE 1921 reliable watch repairing for 
the trade; efficient, dependable mail 
Service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





THIRTY-FIVE years’ experience in watch 
repairing, and prices right, satisfactory 
work; guaranteed good service. M. J. 
Kruse, 7219 Lake St., River Forest, IIl. 





CHRONOGRAPHS, a _= specialty; also 
regular repair work, Watchmaster 
timed ; prices right for good workman- 
— Fred Fruits, Box 787, Holly Hill, 

a. 





BOSTON, Mass.; expert and guaranteed 
watch repairing ; prompt service; prices 
on request; mail orders invited. David 
Migdal & Co., 109-B Summer St., Tel. 
Hu 2-9547. 





EXPERT watch repairing; all work guar- 
anteed and tested on Watchmaster ; 
quick service; references and price list 
upon request. A. Hirschel, 665 Fifth 
Ave., New York 22, N. Y. 





COMPLICATED and regular repairs ac- 
cepted for complete or partial work; 
trade price list on request. Howard 
7 Huron St., Lake Ronkonkoma, 





SPECIALIZING in repairing chronographs 
and all types of watches; all watches 
timed by the Watchmaster; guaranteed 
service: I. Altay, 22 W. 48th St., New 
York 19, N. Y. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8 ; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





KNOW your vibrator? mail direct; 
same day service; economical, de- 
pendable, vibrating service. Hair- 
spring Vibrating Co., 406 32nd St., 
Union City, N. J. 





OVERHAULED watches guaranteed one 
year; charges cancelled or refunded if 
not completely satisfied; quick service; 
competitive prices ; Watchmaster timed ; 
Neverust protection free. H. Manes, 

1001 Chestnut St., Philadelphia 7, Pa. 





HIGH grade watchmaker; 40 years’ ex- 
perience, modern trade shop; Watch- 
master, has an opening for a new ac- 
count; have one client, high class New 
York City jeweler over 25 years. Mail 
orders, A. Bautze, 75 Aberdeen Rd., 
New Hyde Park, N. Y. 





TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs, and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon request. H. Spielman Co., 9 
Maiden Lane, New York 7, N. Y. 
Worth 4-3377. 


RRR RA RRR AP REMAND cae AX SOREL: ARE 


Special Order Work and 
Repairs for the Trade 








ALL style beads restrung, plain or 
knotted; prompt service; reasonable 
prices. Mrs. Helen E. Stump, 202 State 
St., Shillington, Pa. 


COLORED STONES; direct importers 
at your service; replacing, recutting, 
encrusting, repolishing, drilling; 
specializing in diamond melee, Ru- 
tile (Titania), all sizes; cameos, all 
eolors and _ sizes; also cultured 
pearls, genuine pearls, synthetic all 
colors, sizes and shapes; genuine 
rubies, sapphires, emeralds, ame- 
thyst, topaz, etc.; servicing the 
jeweler for over 35 years. Max 
Stern & Co., Inc., 17-23 John St., 
New York 38. 





PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





JOHN A. DYER, master engraver; fine 
monograms and inscriptions on trophies, 
engraved wedding invitations and mono- 
gram stationery. 3157 N. Delaware St, 
Indianapolis, Ind. 





PEARL and bead _ restringing; plain, 
knotted, simulated, cultured; quality 
work at lower cost, 35¢ up; mail orders 
promptly filled. Rubee, 68 Nassau St., 
New York 38. 


——— 





EASY profits; ring stone replacements ; 
send the ring we will furnish the stone 
and have it set; also Titania and Opal 
loose or mounted. Ace Lapidary Co., 
Jamaica, N. Y. 


——awe 





PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished ; 
right prices, prompt service, monthly 
billing; we specialize on mail orders ; 
our business is nation-wide. Woodman s, 
55 B. Eddy St., Providence, R. I. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias; fraternal emblems  stong 
cameos up to 50 mm size; onyx 
crosses; special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 


aR no RA om 
To Let 





COMPLETE, beautiful jewelry showroom, 
corner office, on Fifth Ave.-46th St, 
New York; walnut fixtures; Mosler 
safe, chest; ready to do business. Plaza 
7-4617 between 2-5 P.M. 








Miscellaneous 








WATCHMAKERS’ JOURNAL; contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 74% N. Atlantic Avenue, Day- 
tona Beach, Fla. 
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“Thanks fon a Successful and Ethical ruction Gale,” 


PROMINENT PHILADELPHIA JEWELER WRITES Mh. FREEMOUNT 





R. E. ALBRIGHT, INC. ) 
Jewelers to Philadelphia Since 1904 ; 


812 CHESTNUT STKEET PHILADELPHIA 7, PA WAlInut 2-57535 : 


September 17, 1952 


Mr. Alvin Freemount 


Auctioneer and Appraiser 


4750 York Road 


Philadelphia 4l, Pa. / 
Dear Al: 


May I express appreciatian for the fine way in which you ] 


conducted the auction sale held recently at our Ocean City, Md., / 
store? Y 


As you know, it was my first experience with an auction 


sale. Frankly, I was a little apprehensive about possible bad 


effect on our customers, some of whom have been dealing with 
me during the 14 years I've been established in Ocean City. / 


My fears were groundless, however. And I now understand 


what you meant by an "ethical" auction sale, Since the sale /; 
closed, I've heard nothing except compliments from satisfied lj 
customers. Many have asked me to run another auction next Sum- 


mer. Let's get together sometime to discuss this possibility. : 


Meanwhile, once again, thanks for a successful and ethical 


auction sale. : 


Incidentally, as a possible service to you and to fellow 


jewelers, you have permission to utilize this letter verbatim / 
or as you see fit. / 
Cordially, / 


: lj 
Nat 


EJA/fb ] 








FROM JEWELERS INTERESTED 


MR. FREEMOUNT INVITES INQUIRIES FROM JEWED IT ENTIAL 


IN MORE INFORMATION. ALL CORRESPO 
THE JEWELERS’ CIRCULAR-KEYSTONE: 
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INCREASES, INCREASES—ALL INCREASES 


Increases in population. Increases in employment. 
Increases in the national productivity. Increases in con- 
sumer expenditures. Increases are so common to Amer- 
ican business men that they unconsciously plan on bigger 
and better markets for their wares year after year. 

It will, therefore, come as something of a shock to 
many retailers to learn that while we are in the midst of 
an expanding economy, one of the jewelers’ very impor- 
tant markets is shrinking. That market is The Bridal 
Market. 

In 1951 there were 70,514 less marriages than in 1950. 
669,386 less than in the peak year of 1946, a reduction of 
30 per cent. A pessimist could figure that if the current 
annual rate of decrease continued through succeeding 
years, 1975 would see no weddings performed. A prac- 
tical optimist would recognize that this reduction is a 
temporary condition which will continue during the next 
four years as a result of the lowered birth rate during 
the depression of the 30’s and he will set about doing the 
things necessary to offset the decline by increasing his 
profits per marriage. 

The silverware companies are aware of the condition 
and the threat to the present high level of flatware and 
hollowware sales. 

Here is another case where the retailer can be grateful 
for the alertness and energy which typifies so many of his 
suppliers. The silverware people are not “accepting” this 
condition. They are doing things. They are providing 
the means for the retail jeweler to help himself to an 
increasing volume of silverware business in spite of 
fewer marriages. 

Christmas time is the logical time to initiate such a 
program designed to maintain volume in such an im- 
portant jewelry store department. 





JC-K recognizing that the above mentioned reduction 
in marriages could also reflect itself in fewer sales of 
diamonds, will publish in next month’s issue a special 
analysis on this development. Accompanying this will be 
a comprehensive presentation on how to sell more dia- 
monds as Christmas gifts. 

Don’t miss it, if you don’t want to miss out on the sale 
of diamonds during the two most important diamond 
selling months of the year. 


SPEAKING OF NATIONAL SCANDALS 


In 1896, 83 per cent of the potential American voters 
actually went to the polls. By 1916 this percentage had 
dropped to 71. Depressing as was this condition, 1940 
found only 59 per cent exercising their right as citizens 
—while 1948 showed a further decline to 52 per cent— 
only half the qualified voters. 

Now, inasmuch as the final count in the forthcoming 
election will probably show the winner with only 52 
per cent of the votes—this would mean that only one out 
of four qualified voters had actually voted for the winner. 
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Hardly the right kind of support for any President to have 
—whoever he is. 

Get up and out on November 4th. Show the man who 
wins that he has an aroused and enthusiastic citizenry 
behind him. With America occupying the position in a 
world as it is today, he will need to know that he has 
your (yes your) support during the coming four years, 7 


JUST THINKING—ABOUT CHRISTMAS 


One day last month we were inquiring of a highly 
placed official in Washington as to the likelihood of the | 
Government raising the price of $35 an ounce it pays for | 
2old—a move often rumored during recent years. 

His reply was that such talk reflected the unfounded ~ 
hopes of certain groups and individuals; that it was not — 
just wishful thinking—but thoughtless wishing. A neat 
phrase—intriguing enough to recur to us frequently since, 

Though at first expression, they appear to be synony- ~ 
mous, there is every conceivable shade of difference | 
between wishful thinking and thoughtless wishing. The ~ 
former might represent the conception of imaginative — 
ideas which could be carefully prepared, boldly executed 
and productive of progress. The latter precludes action. 
It is sterile. Its beginning is at once its end. 

The more we pondered this, the more evident it was that 
many of our successful friends are wishful thinkers, while 
most of our less fortunate acquaintances are thoughtless 
wishers. 

As is our habit we overlaid our pattern of thinking 
on to the jewelry trade and recalled the attitudes of 
various jewelers to whom we have spoken in recent weeks 
regarding their views on the coming Christmas season. 

Without exception all were sure that retail business — 
would be good. But when we followed up with inquiries | 
as to what each was doing to make it good in his line, © 
in his store, they divided into two distinct groups. In — 
one were the thoughtless wishers who have no organized — 
plans for Christmas promotions and who will try to get | 
by on a minimum of stock and investment. In the other — 
group were the wishful thinkers who are giving their — 
hopes the effort and the cash necessary to guarantee that 
their stores will be the ones to benefit from general retail 
activity. They have stocked up with fresh new merchan- 
dise, laid plans for merchandising in line with today’s 
peculiar market, set aside sufficient money to advertise 
and promote properly, they have lined up their extra © 
help and oriented these newcomers to their stores. In / 
short, they are ready; ready to see the dreams of their | 
wishful thinking come true. 

May those of you in that group have the good fortune © 
you deserve during the coming ten weeks. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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NATIONALLY ADVERTISED 


NOW 1.20 Retail 
NOW 2.00 Retail 
NOW 5.00 Retail 
NOW 3.00 Retail 
NOW 3.00 Retail 


UP TO 50% OFF! 
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customers know 


Be first to show and sell 
Oneida Community Sterling 


Full-page advertisements, like this 
one, will announce this new line. 
(your new line, if you'd like 
extra sales!). Advertising for Oneida 
Community Sterling patterns will 
reach your customers through the 
pages of 
Vogue 
Harper's Bazaar 
House and Garden 
Living 
House Beautiful 
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Display this finest-quality sterling 
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prominently in your store! 
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The authentic patterns are sure 


to appeal—and the distinguished 
name Oneida Community will 


give assurance to your customers. 
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TURN TO PAG 


| -BYRADEMARKS OF ONEIDA LTD., ONEIDA, NEW. YORK 
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